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CLEANSING AT ITS BEST! On 

forward stroke of Spiral Dasher, 
clothes are pressed against blade, 
water passes through garments 
and carries loosened dirt with it 
through holes in blade. 

















GENTLE FLEXING! Reverse stroke 
loosens clothes from blade, gar- 
ments move down over ridges 
with “gentle-hand” action. Water 
turns clothes, presenting new sur- 
faces to face of blade. 
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FLUSHING WATER CURRENTS! Clothes 

move from dasher to wall of tub, 

rolling over in tangle-free circular 
motion. Water constantly rushes & 
through garments as Spiral Dasher 
strokes 62 times per minute, % 
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Apex Model 390-P. 
capacity, 20-gallon ti 
Soft-roll wringer, fine 
tip pressure selector 
feather-touch safetyrdes 
See it at your favarl 
appliance store! 
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MORE PEOPLE 


WORKING... 


POPULATION 


A nation’s wealth depends more than anything else 
on the size and vigor of its population. Much of the 
increase in U. S. production during the past hundred 
years is a result of a rapid growth in population. This 
growth supplied manpower for farms and factories 
and provided an expanding market for con- 
sumer goods and services. 

Growth was the outstanding fact about 
population before 1930. The birth rate was 
almost double the death rate and there was 
a heavy flow of immigrants. Between 1900 
and 1930, the population increase averaged 
15 million each decade. Immigration con- 
tributed a third of the increase. 

But this trend was checked by the de- 
pression 30’s which stemmed the flood of 
immigrants and cut the birth rate by forcing post- 
ponement of many marriages. As a result, fewer than 
9 million persons were added to the population be- 
tween 1930 and 1940. This was an important factor 
in prolonging the depression because it slowed the 
growth of consumer markets. 


WARTIME MARRIAGE BOOM 


War and postwar conditions have brought a boom 
in marriages. They have exceeded normal by more 
than 1,500,000 since 1940. There will be more newly- 
married couples in 1950 than ever before and the birth 
rate may be roughly 10% higher than in the early 
1930's. So the 20th Century Fund looks for an increase 
of 12 million in total population between 1940 and 
1950 and a further increase of 10 million in the 1950's. 
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This will mean a faster-growing market for homes, 
autos, food, clothing, and other consumer items than 
we had in the 1930's. It will mean crowded schools and 
more people seeking jobs. 

There are four major population trends which will 
affect markets in the 1950's: 

1. The number of families will continue to increase 
more rapidly than the number of people as families 
grow smaller. This is significant because the market 
for housing, appliances, and many other things de. 
pends more on the number of families than on the 
number of people. 

2. Our population will be getting older. But it will 
not be getting less productive because the proportion 
of the population between the ages of 20 and 60 will 
be higher than in past decades. Still, the most striking 
increase will take place in the number of people over 
60—from 14 million in 1940 to more than 20 million 
in 1960. This will bring greater demand for medical 
services and social security. An important cause of this 
trend is our success in controlling communicable dis. 
ease. The following table shows how the death rate 
from selected causes has changed since 1900. 


Death Rate Per 100,000 Persons 


1942 1900 

Diseases of heart 295 137 
Cancer and other malignanttumors 122 64 
Influenza 56 202 
Tuberculosis 43 194 
Diarrhea and enteritis 9 143 
Whooping cough 2 12 
Diphtheria 1 40 
Measles 1 13 
Typhoid and paratyphoid fever 0.5 31 
Searlet fever 0.3 10 
Other 505.2 73 
1035.0 1719 

BUT THREE TIMES AS MANY FAMILIES 

? “a 


ye 
of eam’ ml 


tion” 


24 3 


















1950 1960 


MORE OLDER PEOPLE 





Q 
out ; 








120 — 





30-59 


MILLIONS OF PERSONS *% — 



































1900 1920 1940 1950 1960 
MORE CITY DWELLERS 
too — 
errens — 
20 — cit - 
a- 


MULLIONS 
OF PERSONS 





,° 
> 
» 


= 


FAI 


FARMING 




















J homes, 
ms than 
ools and 


ich wil] 


increase 
families 
market 
ings de. 
. on the 


t it will 
portion 
60 will 
striking 
ale over 
million 
medical 
2 of this 
ble dis. 


ith rate 


| Persons 
1900 





MORE AND MORE WOMEN ARE SEEKING JOBS 
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FARMING IS GIVING WAY TO OTHER OCCUPATIONS 
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3. The population will continue to become more 
urbanized. Small and medium-sized cities will grow 
faster than the largest cities. The general westward 
migration which was accelerated by the war will con- 
tinue. 

4. Our people will keep on getting more homo- 
geneous. There has been almost no immigration since 
1929, so the number of immigrants who have been in 
the country for less than 20 years will make up less 
than one percent of the population in 1950 as against 
10% in 1930. 

An even more important factor in making the pop- 
wation all of a kind has been the growth of universal 
education. The proportion of children 14-17 years old 
attending high school doubled between 1920 and 
1936. The rise of the radio, movies, and national maga- 
tines has also levelled us out. These developments not 
only raise the general educational level of the nation 
but also tend to standardize the public’s tastes and 
attitudes. 


LABOR FORCE 
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The volume of goods and services produced by 145 
million persons in 1950 and 155 million in 1960 will 
depend on what share of the population is in the labor 
market and the amount of work those employed 
actually do.. The proportion of the population in the 
labor force has shown little change in the past few 
decades. So the 20th Century Fund assumes that the 
relationship between labor force and population will 
be about the same in 1950 and 1960 as it was just be- 
fore the war. On this basis 60 million people will 
be in the labor market in 1950 and 63.4 million ten 
years later. 

As you can see from the charts, however, there will 

several important changes in the composition of 
the labor force. More women will be working. In 1870 
only one out of every eight worked. By 1940 the pro- 








ANATOMY OF THE LABOR FORCE 


THE LABOR FORCE IS GROWING MORE SKILLED 
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portion had grown to one out of four, and evidently 
will go on rising. 

However, the increase in the number of women 
working will just about be offset by earlier retire- 
ments and longer schooling. This explains why there 
is little change in the ratio of labor force to population. 


UNEMPLOYMENT 


The effectiveness of the labor force depends not 
only on its size but on how fully it is employed. We 
have never had full employment in the sense that 
everyone able and willing to work had a job at the 
same time. Even in good years unemployment has 
seldom averaged less than 5% of the working force 
because workers are always moving from job to job. 
And in 1932, nearly one-fourth of all workers were 
unable to find jobs. 

For this reason, the 20th Century Fund assumes 
that, even with good business in the 1950s, unemploy- 
ment will average 5% of the labor force. This works 
out to 3 million unemployed in 1950. 

In addition, the Fund expects the long down-trend 
in average weekly hours to continue. A century ago, 
workers put in a 12 hour day for 6 days a week. By 
1940 the average work-week had declined to 44 hours 
in non-agricultural jobs and 52 hours in agriculture. 
If this trend continues, the average in non-farm jobs 
will be down to 38 hours a week in 1960, and farmers 
will work 48 hours. 

Adding all this up, and allowing for vacations, ab- 
senteeism, and sickness, the 20th Century Fund esti- 
mates that the U. S. will put in 121 billion man-hours 
of work in 1950 and 118 billion in 1960. This compares 
with 105 billion in 1940 and with 154 billion at the 
peak of the war effort. The quantity of goods and 
services that can be turned out with this amount of 
labor effort will depend on average output per man- 
hour, or productivity. 


EACH PRODUCING 


MORE... 


PRODUCTIVITY 


The key to our future economic welfare is pro- 
ductivity. It is the five-fold increase in output per 
man-hour that has made it possible for us to work 
shorter hours and still enjoy a rising standard of 
living. This increase in productivity has been ac- 
complished not by working harder but by constantly 
inventing better machinery to supplement human 
energy with mechanical power. 

Of course, in any specific factory at any given time, 
productivity depends largely on the willingness and 
ability of labor and management. But over the years, 
the actual effort of the individual worker becomes 
much less important than the effort of the machine. 
The most energetic and skilled blacksmith of a cen- 
tury ago could not remotely approach the produc- 
tivity of today’s semi-skilled worker operating auto- 
matic power-driven equipment. 

In 1860, the average worker turned 
out 33¢ (in 1944 dollars) worth of 
goods in an hour. By 1940, this had 
grown to $1.22. This sensational in- 
crease in productivity was due to the 
increased use of power-driven ma- 
chines. In 1860, the average worker 
had the help of only half a horse- 
power of animal or mineral energy. 
In 1940, he had the use of 2.7 horse- 
power. To put it another way, if there 
had been no increase in the use of mechanical power 
since 1850, it would have taken 290 million workers 
to turn out the amount of goods and services actually 
produced at the peak of the war effort by only 63 


million workers. 


DO MACHINES KILL JOBS 


Past history also shows that we need not fear the 
long run effects of .the introduction of labor-saving 
machines. On the contrary, the only way we can 
improve the material welfare of everyone is to con- 
tinue and even step up the rate at which we save 
labor by using machines. 

Some people, it is true, are thrown out of work 
and a few of them may not be able to find other 
jobs easily. But mechanization more than compen- 
sates for “technological unemployment” by making 
it possible to produce more and better things for 
everyone—things that themselves create jobs. Develop- 
ment of the railroads and the automobile, for example, 
put a lot of canal boat and livery stable operators out 
of business. But it cut the cost of transportation and 
created many times more jobs than it eliminated. 

The 20th Century Fund also points out that the 
most important reason that the technological revolu- 
tion developed luxuriantly in the U. S. between 1850 
and 1940 was that competitive enterprise provided a 
generally favorable climate. It is true that natural re- 
sources were plentiful and that the population was 
growing rapidly both in numbers and in skill. But 
what we had to a unique degree here was an atmos- 
phere which favored risk-taking, fostered the vast capi- 
tal investment necessary to harness and apply me- 
chanical energy, and provided the incentives neces- 
sary to put capital and inventiveness to work. 

No other economy has equalled ours in the ability 
to produce more and more with continually diminish- 
ing human effort. The test it now faces is whether it 
can eliminate the ups and downs in production and 
employment that have gone along with it. But an 
abundance of evidence indicates that we ran into 








trouble after 1929 not hecause we developed too 
many labor-saving machines but because we didn} 
adjust our economic mechanism to keep the procey 
going. 

The key importance of mechanization is indicated 
by the fact that the increase in national production 
since 1860 closely parallels the increase in use of me. 
chanical power. Between 1860 and 1940, both volume 
of production and use of energy multiplied abo 
11 times. It is clear that, in order to keep our stand. 
ard of living rising, we must continue to apply more 
and more power to production. 

Chief advantage of mechanical energy is, of 
course, its low cost. Electric energy is now delivered 
for as little as a cent a horsepower, while the same 
amount of human energy costs $10. 

And there are other important advantages. Mechani- 
cal energy can be delivered in greater concentrations 
than any other form. It is also more convenient, con- 
pact, mobile, and controllable. Consolidated Edison in 
New York delivers enough electricity in a day to do 
the work of 3 million draft horses. 

These advantages are now so universally accepted 
that it’s hard to realize how recently we left the horse 
and buggy era. At the turn of the century, animals and 
men provided more than half the energy used in 
production and transportation. It wasn’t until World 
War I that trucks replaced horses in local hauling and 
tractors began to invade the farms. Here is how the 
use of mechanical energy has grown since 1850: 





Total Energy 
Output Percent Supplied by: 
(Billions of 
Horsepower- Mechanical 
Hours) Energy Humans Animals 
1850 17.6 6 15 79 
1860 25.2 7 14 79 
1870 27.8 12 15 3 
1880 39.9 17 14 69 
1890 61.1 28 12 60 
1900 82.9 38 10 52 
1910 131.4 57 8 35 
1920 197.4 1 6 21 
1930 238.3 84 5 ll 
1940 289.4 90 4 6 
1950 410.4 94 3 3 
1960 489.8 96 2 2 


PRODUCTIVITY IN THE FUTURE 


Any attempt to predict future developments in 
productivity is complicated by the fact that the 
changes do not occur at an even rate. Between 1850 





and 1940 the average increase in output per man- 
hour was 18% per decade. But the changes varied 
all the way from 3% between 1870 and 1880 to 42% 
for the decade ending in 1940. There is, therefore, 
no simple way to extend past trends to obtain a fool- 
proof figure for productivity at a future date. 

For purposes of this study, however, the 20th 
Century Fund assumes that the average rate of in- 
crease since 1850 may be projected to estimate output 
per man-hour in 1950 and 1960. Thus, output per man- 
hour works out to $1.44 in 1950 and $1.70 in 1960 as 
against $1.22 in 1940 (all in 1944 dollars). 

As the Fund points out, this is a critical assump- 
tion, and it is further complicated by the fact that 
there is a wider possibility of error in this estimate 
than in most of the others in the study. If, for ex 
ample, it is assumed that productivity will increase at 
the pace set from 1920 to 1940 which averaged 36% 
per decade, then 1960 production would be about 
double the 1940 level instead of only 157% of it, a8 
the 20th Century Fund estimates. 
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A CENTURY OF ECONOMIC PROGRESS 1860-1960 


OUTPUT PER MAN-HOUR SHOULD BE 5 TIMES AS GREAT 
1.70 
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6 TIMES AS MANY WORKERS CAN PRODUCE 17 TIMES AS MUCH 
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BECAUSE OF A STEADY GROWTH OF POWER AND MACHINES 
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AND PROVIDE 31/2 TIMES AS MUCH OUTPUT FOR EACH PERSON 
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CAN TURN OUT 
ENOUGH GOODS 


AND SERVICES... 


BILLIONS OF DOLLARS (1944 PRICES) 


TOTAL NATIONAL OUTPUT 


The potential volume of goods and services in 1950 
and 1960 can be determined by simple arithmetic, 
using the assumptions outlined on the preceding pages. 
Of an estimated population of 145 million in 1950, 
about 60 million persons will be in the labor market 
and 57 million of them will have jobs if we succeed in 
keeping business activity at a high level. 

This many people would work 121 billion man- 
hours. With output per man-hour estimated at $1.44 
(in 1944 dollars) the total value of goods and services 
produced, or the gross national product, would come 
to $177 billion. Similar calculations yield a gross na- 
tional product of $202 billion for 1960. 

As the 20th Century Fund emphasizes, these esti- 
mates are neither a forecast of actual production nor 
an appraisal of maximum potential production. They 
are merely an attempt to show in dollars and cents 
what can be achieved with high-level employment. 


HIGHER LIVING STANDARDS 


Compared with any prewar year, a gross national 
product of $177 billion in 1950 and $202 billion in 
1960 would represent a handsome gain. It would 
make possible a substantial rise in living standards. 
In 1950 we would produce a fifth 
more than in 1941. 

However, the volume of goods 
and services turned out in 1950 
would be only slightly higher 
than present production. This is 
because the number of persons 
at work today is 2 million above 
the estimated normal for 1950, and average weekly 
hours are higher than they will be then. Almost a 





million and a half of the emergency workers drawn 
into the labor force during the war are still at work 
and unemployment is lower than the figure assumed 
for 1950. 

The estimates of 1950 and 1960 gross national prod. 
uct, as well as the figures for past years used in the 
chart, are expressed in 1944 prices. This is not a pre. 
diction that the price level will settle down to the 1944 
level which would involve a drop of 18% in the cost 
of living and 26% in wholesale prices. It is merely a 
device to eliminate price fluctuations so that the fig. 
ures will show only the actual changes in the physical 
volume of production. 

Gross national product measures the total market 
value of everything the nation produces. All the 
goods and services produced are absorbed in one of 
three ways: by consumer expenditures; by expend. 
itures for investment in capital goods or inventories; 
or by government expenditures, 


HIGHER TAXES, LESS INVESTMENT 


The division of total output among consumers, in- 
vestment, and government will be somewhat differ. 
ent in 1950 and 1960 than in the past. About two- 
thirds of total output will go into consumer goods 
and services. This is about the same as the propor. 
tion in prewar years. 

Government’s share will continue to grow, how- 
ever. It rose from 11% of total output in 1929 to 
17% in 1940. At the peak of the war effort, half of 
all production went to Uncle Sam. Government ex- 
penditures have dropped to less than half the war 
peak and they will continue to decline slowly. But 
government's share will still run to around 20% in the 
1950’s. On the other hand, the ratio of investment to 
total output shows a slight long term decline. 


HOW TOTAL OUTPUT IS DISTRIBUTED 
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MORE CONSUMER PURCHASING POWER 


CONSUMERS WILL BE ABLE TO BUY 50° MORE THAN IN 1930'S 
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CONSUMER INCOME 


U. S. business can look forward to a 1950 consumer 
market twice as large as in the worst year of the 
depression, half again as large as in 1929, and one- 
fifth larger than in 1941. That is the major conclusion 
of the 20th Century Fund’s analysis of consumer 
purchasing power. Here are the steps by which it 
arrives at that conclusion: 

1. With gross national product at $177 billion in 
1950, past experience indicates that income payments 
to individuals would run to $138 billion. 

2. Income tax rates are assumed to equal the 1942 
schedules, so individuals would pay $11 billion in 
taxes (as against $19 billion in 1946). 

3. Savings are estimated at $12 billion, or about 9% 
of income after taxes. 

4. Subtracting taxes and savings, consumer pur- 
chases of goods and services would total $116 billion. 


LOWER SAVINGS 


Many experts would criticize the assumption that 
savings will amount to only 9% of income. Some of 
them look for a ratio as high as 20% in prosperous 
postwar years. The 20th Century Fund justifies the 
use of a low figure on three grounds: (1) people 
built up reserve of savings during the war; (2) ex- 
panding social security will reduce the need to save 
for old age; and (3) taxes will cut into savings. The 
Fund’s estimate of savings plus taxes in 1950 adds 
up to a higher percentage of income than in pros- 
perous prewar years. 

The standard of living won’t rise as rapidly as the 
total income going to consumers, because the in- 
creased income will be split up among more family 
units. But the average consumer unit (a family or a 
single person living alone) will be a third better off 
in 1960 than in the 1930's. 

Shifts in the distribution of income will be even 
more important, from a marketing standpoint, than 
the general increase in over-all consumer income. 
More consumer units will be in the over-$2000 
brackets than ever before and this group will be 
receiving a much larger share of total consumer in- 
come. 

Part of the apparent increase in income is can- 
celled out by higher prices. To show the actual in- 
crease in purchasing power, the figures should be 


EVERY OTHER FAMILY ...INSTEAD OF EVERY SIXTH FAMILY... 
WILL HAVE $2,000 OR MORE TO SPEND. 
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1935—1936 1950 


adjusted for an estimated one-third increase in the 
1950 price level over that of the mid-1930’s. This 
would mean that a $2,650 income in 1950 would buy 
no more than a $2,000 income in 1935-36. Even if 
this adjustment is made, the resulting figures still 
show a striking upward shift. 


Consumer Units 
in Millions 


Income Class Cash Income 


in Billions 


1935-56 1950 1935-36 1950 
Total 39.2 47.9 $85.0 $135.0 
Under $1000 20.8 13.0 17.0 ‘ 
$1000-2000 12.2 12.9 28.1 21.5 
$2000-5000 5.5 18.2 23.8 62.1 
Over $5000 0.7 3.8 16.1 43.7 


In addition to dollar income, 
shown in the above table, consumers 
also receive “income in kind”—food 
and fuel produced by farmers for 
their own use, board and lodging re- 
ceived by domestic servants. Such in- 
come will have a value estimated at 
$3.3 billion in 1950, most of which 
will supplement the $7.7 billion re- 
ceived by those in the “under $1000” 
bracket. 

The urban market will continue to be far more 
important than the rural market. Consumer units in 
cities will receive cash incomes of $3,445 on the 
average in 1950, more than twice the farm average 
of $1,635 and almost twice the small town average of 


$1,880. 
THE FARM MARKET 


These figures don’t provide an accurate measure 
of the relative importance of the rural and urban 
markets because rural consumers pay a lot less for 
food, fuel, shelter and so have more to spend for 
other things. If there were any way to adjust for 
these things, the figures would show a smaller spread 
between the two markets, but the urban market will 
still be dominant. 

All these figures underline a general upgrading in 
consumer demands which would accompany high-level 
production and employment. It will have a profound 
effect on marketing practices. The average person 
will eat better, dress better, and live in a better house 
with better equipment. And he will have more money 
to spend for travel, recreation, and luxuries. 


FOR CONSUMERS .. 





CONSUMER MARKETS 


The improvement in living standards during the 
1950 decade will lead to important changes in the 
way consumers spend their dollars. Even though they 
will eat better, dress better, and live in better houses, 
a smaller share of the consumer dollar will be spent on 
food, clothing and shelter. A growing share will go for 
appliances, furniture, travel, and recreation. 

This means that the fastest growing markets will 
be those providing what might be called “optional” 
goods and services — things which add to comfort and 
enjoyment but which are not strictly necessary. Mar- 
kets for necessities, on the other hand, will expand at 
a slower rate than total consumer expenditures. 

The growing importance of “optional” goods and 
services is one of the reasons why it’s increasingly 
difficult to keep our economic machine going on an 
even keel. The purchase of “optional” goods can be 
postponed with little hardship. So anything that 
causes people to put off buying a new car, a new house, 
or a new radio has a far greater effect on production 
and employment now than it did when the major 
share of the consumer dollar went for necessities. 

Some of the trends in major markets are summar- 
ized in the following sections. 


FOOD 


Although food is by far the largest item in the 
consumer budget, its relative importance is declining 
slowly as living standards rise. People eat the same 
number of pounds of food they ate in 1909 but the 
food is better from a nutritional standpoint and easier 





STANDARD OF LIVING YARDSTICK: MORE OF THE CONSUMER 
DOLLAR GOES FOR THE COMFORTS OF MODERN LIFE 
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to prepare. Thus, the trend favors fruits, vegetables, 
and dairy products as against meat, potatoes, and 
bread. ; 

More and more food is being processed in factories 
rather than in consumer kitchens. Improved methods 
of manufacture and distribution have transformed 
the luxury foods of yesterday into the standard foods 
of today. New kinds of processed foods — canned, 
frozen, and dehydrated— are appearing constantly. 


CLOTHING 


Three long term trends will shape the clothing 
market in the future: (1) the shift from home and 
custom to factory fabrication is almost complete; 
































WHERE CONSUMER DOLLARS GO 
(Figures in Billions of Dollars) 
(1944 Prices) 
1909 1919 1929 1940 1941 1950 1960 
Total Consumer Expenditures ................. 28.8 60.8 80.3 70.6 80.4 116.2 134.2 
Food, Liquor, and Tobacco ...............44-- 9.9 22.3 23.7 21.9 25.3 36.2 41.1 
DE Nanni deen es Ree bbbesvacenkewchwakus 7.4 18.8 19.9 16.4 19.0 27.2 30.8 
ger Gnd TORRES 6 cc ceccecovedcscnsceses 2.5 3.5 3.7 5.5 6.3 9.0 10.3 
Clothing and Personal Care .............see0- 4.4 9.8 12.1 9.8 11.5 16.2 18.7 
DE: Nipabatiags<ctescsT deh edvennbene ks 6.8 10.1 14.4 12.6 13.3 19.3 21.4 
Oe ace cueceeehidetdve leased ennsoees 5.5 7.9 11.3 9.1 9.7 14.0 15.4 
DE ciwahendneeoun neh swan onal es seehowes 1.0 ts 1.7 1.7 1.8 2.5 2.8 
CY Sib ecuadkgue cee wadatuaeeaatens 0.1 0.3 0.6 0.9 1.0 1.6 1.8 
Household Equipment and Operation .......... 2.8 6.2 10.6 8.7 10.3 15.0 17.4 
DEE i namsehocivdsinnseandesanenens 0.2 0.4 0.8 1.0 1.3 1.8 2.4 
Consumer Transportation ...............0ee005 1.6 5.2 8.6 7.3 8.6 12.7 16.4 
Autos and Private Planes b. ..............+- 0.6 3.5 6.0 5.7 6.8 9.6 12.7 
Se ee ee I OE bok ccc rcecussctvess - = 0.8 0.7 0.8 1.5 1.5 
PED capes dsdchnid ese b ane kaneweeaees - = 0.1 0.1 0.2 0.2 0.2 
DE cciwtketersenaeeriws risen cieset _ = ¢ e ¢. 0.1 0.5 
Railroads ....... Gcaiévess Sia nsbéneueeanee 0.4 0.8 0.6 0.3 0.3 0.4 0.3 
Medical Care, Insurance, and Death Expenses 1.1 2.8 45 47 5.2 77 8.7 
Te ede oe 0.9 2.1 3.8 3.3 3.7 5.7 6.9 
Radio and Television Sets ............eeee0s 0.2 0.7 1.0 0.6 0.8 1.1 1.3 
Private Education, Religion, and Welfare ........ 1.2 2.2 sF 2.3 2.4 3.4 3.7 
a. Includes Estimated Rent for Owner-Occupied Homes. 
b. Includes Original Cost and Operating Expenses. 
c. Less than $50 Million. 
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CONSUMER MARKETS IN 1950 AND 1960: Percent Increase in Sales Over 1940 
Bottom Segment Equals Percent Increase 1940-1950; Total Height Equals Percent Increase 1940-1960. 
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(2) synthetics, chiefly rayon and nylon so far, are 
replacing cotton, wool, and silk at an accelerating 
pace; (3) there’s greater standardization of styles and 
a trend to lighter and simpler clothing. 

In 1909 consumers spent 14% of their income for 
clothing but by 1940 the ratio had reclined to 12%. 
However, this long run decline may be halted or re- 
versed. The migration from farms to cities, the up- 
grading of incomes, and the growing demand for 
sports clothing will increase clothing expenditures. 


HOUSING 


The decline in the relative importance of housing 
expenditures — from 24% of consumer dollars in 1909 
to less than 18% in 1940 — is expected to continue. 
The reason is that people feel they get more value 
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for their dollars in other things than housing. Never- 
theless, the housing market should be much larger in 
the 1950’s than in the 1930’s because much of our 
housing needs to be repaired or replaced. 

A Census survey in 1940 showed that 16 million of 
the nation’s 37 million dwelling units needed to be 
replaced or needed major repairs. The 20th Century 
Fund estimates that the provision of adequate hous- 
ing for everyone by 1960 would involve building 20 
million new units and rehabilitating 5.4 million at a 
total cost of $115 billion (1944 prices). The Fund 
also estimates that we will fall 15% short of this 
goal even with continued high-level employment. 


HOUSEHOLD EQUIPMENT 


More and more of the consumer dollar has gone 
for household equipment in the past four decades, 
largely because of the development of labor-saving 
appliances. The outlook is for a continuation of this 
trend. New appliances are being developed; and the 
large number of new houses slated to be builtin the 
next few years, the wartime and postwar boom in the 
number of families, and the migration to the cities 
should add to appliance demand. The same factors 
should brighten the outlook for furniture, rugs, and 
other household items. 

Some appliance markets may be saturated by the 
1950’s, however. A few years of high production 
would fill our homes with refrigerators, for example. 
However, replacement demand would run to 2.7 
million units in 1960 and there would be a demand 
for 1.3 million refrigerators to equip new houses, so 
the market would still be bigger than in 1941 when 
3.6 million were sold. However, new products must 
be developed if the industry is to keep up the pace 
it has set in the past. 


TRAVEL 


In 1916 the average person traveled 490 miles. By 
1940 the average had grown to 2,400 miles, chiefly 
because of the rise of the automobile. The 20th 
Century Fund expects this growth to continue be- 
cause as their incomes rise people spend more money 
traveling. 

A good share of the increased spending will go to 
purchases of cars and planes. The Fund estimates 
that there will be 36 million cars on the road and 
100,000 private planes in the air in 1950. The auto 
industry would be able to sell 5 million new cars a 
year after 1950—4 million for replacement and a 
million for population growth. 





CAPITAL INVESTMENT 


Investment plays a crucial role in our economy 
for two reasons. It is by plowing back part of our 
annual output that we are able to provide better 
machines and equipment to keep productivity rising. 
But the amount ploughed back varies widely from 
year to year. This unevenness of capital investment 
contributes to the instability of production and em- 
ployment. 

Because capital investment involves the purchase 
of durable goods, it can be postponed almost in- 
definitely when the outlook for profits darkens. 
Thus, capital investment plummeted from $18 bil- 
lion in 1929 to $5 billion in 1933, a drop of 72%, 
whereas consumer spending fell only about half as 
fast in the same period. 


MORE FOR EQUIPMENT 


There has been an important shift in the relation- 
ship between construction and equipment, the two 
major types of investment. Before World War I, 
construction made up around three-fourths of total 
investment but the ratio declined to less than half 
in 1935-39. Part of the decline is, of course, ex- 
plained by the fact that the depression left us with 
ample plant capacity but provided an incentive to 
buy more efficient machines to cut costs. Neverthe- 
less, there is a well-defined trend towards allocating 
an increasing proportion of investment to equipment 
rather than to plant construction. 

A little less than two-thirds of total investment 
goes into industrial plants and equip- 
ment. Housing and other consumer con- 
struction (hospitals, schools, churches) 
averaged 27% of total investment dur- 


CAPITAL ing the interwar period. Housing fell 
from a peak of $6 billion in 1926 to $4.7 
INVESTMENT... billion in 1929 and $600 million in 


1933; and it had recovered only half 
the 1926 volume by 1940. 

While other types of investment fol- 
low the ups and downs in general busi- 





ness, investment in housing construction follows , 
cycle of its own. This housing cycle is determined by 
factors such as the vacancy rate, the level of rents, and 
that of construction costs, which may not follow the 
trend of general business. When a drop in general busi. 
ness activity takes place during a declining phase of 
the housing cycle, as it did in 1929, the result is a deep 
and prolonged depression. 

Government investment, of which the largest com. 
ponent is highways, has been much more stable than 
other types but it doesn’t swing enough weight to 
stabilize total investment. 

Because of the wide fluctuations in capital invest. 
ment, its much more difficult to estimate future 
capital expenditures than future consumer pur. 
chases. In order to make a relatively stable forecast, 
the 20th Century Fund bases its estimates on the 
long term trend since 1879, which shows a slight 
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decline in the share of total output going to capital 
investment. Thus, investment under conditions of 
stable prosperity in the 1950 decade is estimated at 
16% of total output as compared with a ratio of 
more than 18% in the late 1920’s. On this basis, 
estimated capital expenditures work out to $28 bil- 
lion for 1950 and $33 billion in 1960. Our ability 
to maintain high employment and rising living stand. 
ards will depend in large measure on our ability to 
invest that much profitably in new machinery and 
buildings. 


CAPITAL NEEDS 


Analysis of our capital needs lends little support 
to the idea prevalent during the 1930's that we had 
reached economic maturity so that there was no way 
to invest as much as we had in earlier decades. No 
one has ever made an estimate of how much it would 
cost to modernize our industrial plant, which is valued 
at around $200 billion at prewar prices. If as much as 
a third of it needs to be replaced or rehabilitated, 
around $100 billion (current prices) of additional in- 
vestment will be required. 

In addition, huge amounts of money need to be in- 
vested in housing and public works to raise the serv- 




















WHERE INVESTMENT DOLLARS GO 
(Figures in Billions of Dollars) 
(Annual Averages) 
1920- 1925- 1930- 1935- 1940- (1944 Prices) 
1924 1929 1934 1939 1944 1950 1960 

Total Capital Investment .................0005 $12,428 $17,186 $8,215 $10,445 $12,340 $27,700 $33,000 
NOR: dew Sibu anne d Cathe neee een eeis 7,570 10,112 5,272 6,889 8,089 17,800 21,125 
PEE: ccnctinacsancee davneveeesds 1,996 2,362 1,074 1,610 3,731 4,200 5,025 
DE vnediedukteederu ds a senancene baweee 261 357 194 244 228 273 
I niet Dhiewicane ke when eee cares 227 212 92 117 175 _ 210 
Diino higln GiWid wok bak hho eh ine aetna 138 188 110 192 853 1,021 
EN cecicukitin Sind hk Dad ee ee bee Rae 105 150 78 146 369 441 
Chemicals & Petroleum ................-5 70 95 68 142 928 1,111 
I tice rnin icia yi Sew, einer reo da a _ =~ 28 180 216 
EE teen cke nate ad stare boeing adam ed 510 625 213 409 1,462 1,750 
EE, cn ccnteaecamadanwaneeekes 1,797 2,303 1,277 1,822 805 4,300 5,100 
IID tao arco, Graal acini ttnwril gi tae hee ee 1,196 1,940 777 719 833 1,950 2,300 
SEY 40 ded aed eWataee letaanckeewkanwans 693 999 483 422 780 1,500 1,625 
aber wdaewata len see eae euns we ah ees 1,888 2,508 1,661 2,316 1,940 3,950 4,700 
Gee GON Secs sccavenwsacencs 3,806 5,557 1,547 2,256 2,912 7,200 8,255 
tasetimeseseecees 2,700 3,620 
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ices provided merely to adequate levels. The 20th 
Century Fund estimates that the cost of a 15 year 
program to modernize our city streets and rural 
highways would run to $40 billion. To bring the 
nation’s housing up to minimum standards of health 
and decency by 1960 would cost $115 billion. To 
conserve our natural resources and develop our wa- 
ter power would cost $27 billion over a 15 year 
period. 

There seems to be little question that needs exist 
for all the capital investment we can make for a long 
time to come. The behavior of investment in the past 
strongly suggests that the problem is not one of lack 
of needs but one of finding ways to add to our capital 
in an orderly fashion. Capital investment has followed 
the boom and bust route in the past; what is wanted 
is a high but steady rate of investment. ' 


WARTIME INVESTMENT DEFICIT 


Demand for capital goods is stronger right now 
than ever before, largely because of the backed-up 
needs arising out of the war. Here is how wartime 
expenditures for capital goods which can be used in 
peacetime production compared with expenditures 
in the last 5 years of both the 1920’s and 1930's: 
(Figures in billions of dollars) 


1925-1929 1935-1939* 1940-1944 
Total Capital investment $86 $65 $49 
Industrial 51 43 32 
Manufacturing 12 10 is 
Metals, chemicals, machinery, 
petroleum 6 6 
All Other 6 
Commercial 10 5 
Railroads 5 3 
Electric power 5 3 
4 
8 


— — 
ViNnwwwwrt 


Consumer Construction 28 1 
Public Works 7 
* Adjusted to Wartime Prices 


Wartime restrictions held investment in all civilian 
lines far below what would be spent in prosperous 
peacetime years. Thus, there was a backlog of invest- 
ment needs at the end of the war which ran to more 
than $30 billion, if the 1925-1929 demand can be 
taken as typical. Whatever the precise size of the back- 
log, it is clearly great enough, when added to the nor- 
mal yearly demand for new investment, to keep the 
heavy goods boom going for some time to come. The 


test of our ability to stabilize capital investment will. 


come later. 

There is also a huge foreign demand for American 
capital. How far we will go toward meeting this de- 
pends largely on whether international political and 
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economic conditions are stable enough to make pri- 
vate foreign investment a good risk. 

If we invest abroad in the same proportion we did 
in the late-1920’s, our foreign investments will total 
$1.6 billion during the year 1950 and $1.5 billion in 
the year 1960. This will mean a net increase in our 
foreign holdings of $15 billion during the 1950's, 
raising the total of such holdings to about $25 billion, 
as against a total of $10.6 billion in 1940. 

To make that much foreign investment pay out, an 
expanding volume of world trade would be required. 
Foreign nations would have to get enough dollars not 
only to pay for goods they bought from us but also to 
pay interest and dividends on U. S. investments. If our 
overseas investments increase to $25 billion by 1960, 
annual interest and dividends owed us will run to 
almost $134 billion. 

To pay us that much, foreign nations would have 
to sell much more in the U. S. than ever before. The 
20th Century Fund calculates that imports of $7.3 bil- 
lion in 1950 and $8.1 billion in 1960 would provide 
other countries with the dollars they need. Imports 
ran to $2.5 billion in 1940 so we would have to buy 3 
times as much abroad to keep expanding our foreign 
investments. 

With good business, U. S. demand for imported 
goods should be well above prewar. Rising living 
standards will widen the market for such consumer 
items as British tweeds and French perfumes. More- 
over, we will need to import more raw materials than - 
ever before because we used up our natural resources 
at a prodigious pace during the war. 


NEW INDUSTRIES 


The new methods, materials, and products devel- 
oped during the war may well have a more profound 
and lasting effect on future capital requirements 
than the backed-up demands accumulated in war- 
time. Here are some of the wartime developments 
which may have important peacetime applications: 
new chemical processes and products including syn- 
thetic rubber, plastics, synthetic fibers and fabrics; 
new food products and new niethods of food process- 
ing; new uses for glass, plywood, and the light me- 
tals; tremendous advances in aviation; and new 
applications of atomic energy and fissionable prod- 
ucts in power production and medicine. 

Large capital expenditures will be required to 
push these developments further and adapt them to 
civilian use. New businesses and perhaps entire new 
industries will grow up, adding to the demand for 
capital goods for many years. 





THE COST OF GOVERNMENT 


To the traditional certainty of death and taxes can 
be added the certainty that the cest of government 
will take a much larger share of national income 
than ever before in peacetime. After the Civil War 
and again after World War I, federal expenditures 
moved up to a level four times prewar. And it is al- 
ready clear that World War II is going to have about 
the same effect. 

In 1940, federal, state, and local governments 
spent $19 billion, of which a total of $2.2 billion 
went for national defense, veterans, and interest on 
the war debt. By 1950, the 20th Century Fund es- 
timates that all governmental units in the U. S. will 
be spending more than $45 billion. Federal expendi- 
tures are estimated at $27.6 billion in that year as 
against $9 billion in 1940. 

Part of the increase is explained by higher post- 
war prices. Adjusting for price changes would reduce 
the 1950 figure from $45 billion to $33.5 billion. 
This is still 80% above the 1940 level. Increased 
expenditures for public works, social insurance, and 
schools explain another small part of the rise. 

But costs arising out of the war are by far the most 
important factor. Military and veterans’ expenditures 
and interest on the war-swollen national debt will 
add up to over $17 billion in 1950. This is only 10% 
less than total government expenditures in 1940. 

The only major category of government expense 
which would be lower in 1950 is welfare. With high- 
level employment and more social insurance, relief 
and other welfare costs should run to $2.5 billion 
in 1950 as against $3 billion in 1941. 

The following paragraphs describe important 
trends in the major items of government expense. 


MILITARY 


The 20th Century Fund assumes that we will main- 
tain an armed strength of 2 million men (including 
trainees) and that it will cost $3,300 to equip and 
maintain each man, so total military expenditures will 
run to $6.6 billion. But even if we decide to maintain 

a smaller armed strength, the total 
cost might easily be at least $6.6 bil- 
lion because the present per service- 
man cost of over $6,000 a year may 
not decline. 

AND 


VETERANS 


It will cost at least $2.9 billion to 

take care of veterans in 1950 even if 

benefits are not increased. That’s 5 

times the 1941 cost. Pensions for 

World War I veterans rose steadily 

from $116 million in 1924 to over $300 million in 1945. 

That rise will continue for another 20 years. By far the 

largest expense will be for World War II pensions 

which are already costing $900 million. Disability and 

death benefits will cost about $1% billion in 1950: 

hospitalization will add another $250 million; and 
insurance $150 million. 


GOVERNMENT ... 


SOCIAL SECURITY 


Future expenditares for social security will depend 
on whether steps are taken to extend coverage and 
liberalize benefits. Over 60 million people are now 
covered so the cost is certain to increase rapidly as 
more of them begin to draw payments. With high- 





WHY THE COST OF GOVERNMENT HAS INCREASED. The 
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level employment in 1950, estimated old age and um § FU 
employment benefits under the present system would 
run to over $5 billion. Expansion of benefits, as recom. 
mended by the Social Security Board, would raise the 20 
cost to over $9 billion. " 
PUBLIC WORKS " 
Even an economy-minded Congress is almost cer. : 
tain to go along with expenditures for highways, air. 
ports, waterways, flood control and conservation. Thus, 
an increase in expenditures for transportation and 
natural resources from less than $2.5 billion to over $5 A 
billion in 1950 seems probable. 
SCHOOLS L 
Education ranks third among all government ex- ; 
penditures. In 1941 we spent almost $2.5 billion- 
10% of all government dollars—on schools. Teachers’ 
salaries account for almost three-quarters of the total ‘ 
cost so the trend towards higher salaries will boost : 
the nation’s bill for education. 
Wit 
WHERE TAX DOLLARS GO 
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Expenditures ...... 2.5 12.4 23.1 45.5 50.7 
ae 0.7 4.3 12.9 27.6 28.6 
I cx ohaick araaticdrolie 0.2 1.8 3.6 7.0 9.3 
0 ree 1.6 6.3 6.6 10.9 12.8 

DN \akidaaennaeree 0.27 0.7 6.1 6.6 6.6 
MES. Ndsidestaas 0.18 0.8 0.6 2.9 3.2 
OO ee eee 0.15 1.3 1.7 79 8.1 
Social Insurance ..... - 0.2 1.9 77 8.7 
Welfare & Health .... 0.31 1S 4.1 4.0 41 
ere 0.65 2.5 2.7 a7 43 
Public Works ........ a. a. a. 5.6 7.1 
Transportation ....... 0.40 1.9 2.0 1.8 27 
Natural Resources .... 0.03 0.6 14 1.2 1.1 
Police & Fire ........ 0.19 0.7 0.7 1.0 11 
SE ee eae 0.40 2.4 2.0 3.0 3.6 
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AVAILABLE ... 


NATURAL RESOURCES 


The war left the U. S. with a depleted supply of 
most natural resources, and with critical shortages 
of some of the most essential minerals. Nevertheless, 
lack of natural resources should not be a limiting 
factor on our productive capacity. With relatively 
free access to world markets, we should be able to 
get all the raw materials we need. And, even if we 
were denied access to world markets, we could use 
our low-grade reserves and develop substitutes with- 
out causing a prohibitive reduction in our living 
standards, though everyone would feel the effects in 
one way or another. 

The U. S. economy consumes about a billion and 
a half tons of raw materials each year, or about 11.5 
tons per person. Of this 3.5 tons are coal, 1.5 tons 
are petroleum, and iron and copper ore each con- 
tribute about a half a ton. In 1939 the value of un- 
refined minerals output was $4.2 billion and 2% of 
all workers were engaged in mining or lumbering. 


FUTURE REQUIREMENTS 


The level of industrial production projected by the 
20th Century Fund would raise minerals requirements 
a third above 1940 by the year 1950 and 50% above 
1940 a decade later. Here is how natural resources 
requirements in the 1950 decade would compare with 
1940 and the wartime peak: (Index numbers, 1940 
equals 100) 


W artime 

Peak 1950 1960 

All minerals 138 133 151 
Metals 157 117 126 
Fuels 130 141 164 
Other 141 128 142 
Lumber 126 93 7 
Electric Power 159 173 224 
Manufactured Gas 120 94 75 


The capacity of our supplies of natural resources 
to support future levels of output cannot be deter- 
mined with any great accuracy. It will depend on 

the size of our reserves and on our 
ability to use supplies more econom- 
ically and develop substitutes. 


WITH THE Because there is no way to meas- 
ure these factors with any degree of 
RESOURCES precision, all estimates of the num- 


ber of year’s supply are subject to 
wide errors. However, such estimates 
are useful in directing attention at 
those resources where every effort 
should be exerted to develop new 
sapeties, substitutes, and more economical methods 
of use. 


BIGGEST PROBLEMS: LEAD AND ZINC 


Commercial grades of zinc, lead, and bauxite will 
be exhausted before 1960 even if the rate of use is 
cut to half the wartime rate. Supplies of petroleum 
and natural gas — which furnish 40% of our energy 
~—will last longer than 20 years but their partial de- 
pletion will raise many technical and economic prob- 
lems long before that time. Possible exhaustion of 
high-grade deposits of such minerals as iron and 
copper in the foreseeable future will stimulate de- 
velopment of processes to use low-grade deposits. 

We have been discovering more and more ways to 
stretch our supplies of natural resources, however. 
In the case of tin, the electroplating process saves 50% 


of the tin used in tinplate production. The electric 
power industry uses less than 40% as much coal per 
kwh now as in 1920. The development of new ma- 
terials and new ways of using old materials also ex- 
pands our resource capacity. 

Our bituminous coal reserves are adequate for 
over a thousand years even at the wartime rate of 
use, though production costs might rise substantially 
as inferior coal beds were used. After that, there are 
huge deposits of sub-bituminous coal and lignite 
which could carry us along for another thousand 
years. In comparison, maximum petroleum reserves 
are minute, adequate only for about 30 years con- 
sumption at the current rate. That is why the experts 
are trying to find ways to produce oil from coal 
cheaply enough to be commercially feasible. 

Even though we have been using up lumber faster 
than it grows, there is little doubt that enough will 
be available in the future to meet at least minimum 
needs. Annual timber growth runs to about 32 billion 
board feet. But we cut over 40 billion board feet a 
year before the war and lost another 6 billion through 
fire, insects, and disease. An adequate conservation 
program could increase annual growth enough to off- 


set this depletion. 
1940 RATE OF USE 
iil WARTIME RATE 


OUR NATURAL RESOURCE RESERVES 
Years required to exhaust supplies 
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PRODUCTION PROSPECTS: Estimated Percentage Increase 
in Industrial Activity Over 1940 
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INDUSTRIAL CAPACITY 


At the end of World War II U. S. industry found 
itself with surplus capacity in some lines and serious 
deficiencies in others. There was more than enough 
aircraft, machine tool, and synthetic rubber capacity 
but not nearly enough sheet steel, copper, or electri- 
cal machinery capacity to meet pent-up demands. 

War experience showed, however, that industrial] 
capacity can be expanded enormously in a few years, 
given the need and the funds. Thus lack of industrial 
capacity should not prove a bottleneck to meeting 
the demands of consumers in the 1950 decade. 

A rough estimate places our total investment in 
industrial facilities (manufacturing, mining, trans. 
portation, and distribution) at $200 billion. Just how 
much capacity industry as a whole, or any given in- 
dustry, has is impossible to measure. 

Capacity is a most elusive concept. In a technical 
sense, the capacity of an industry is the combined 
production of all its plants working 24 hours a day, 
365 days a year, less an allowance for repairs, break- 
downs, and other technical factors. Actual capacity 
is far less, however. Some facilities are obsolete or 
high-cost. Supplies of raw materials and components 
may be insufficient to keep assembly plants running 
full-steam. Moreover, demand for many products 
isn’t great enough to support round-the-clock pro; 
duction. 


PLENTY OF CAPACITY 


During the past quarter century, however, experi- 
ence shows that we have had more than enough 
overall capacity, and more than enough capacity in 
almost every industry, to meet all demands. An ex- 
tensive study showed that even in 1929 only the steel 
and machine tool industries were definitely operat- 
ing at capacity. 

The growth of productivity as old machines are 
replaced with new and more efficient ones and as 
new techniques are developed is one of the main 
reasons why industrial capacity more than keeps 
pace with markets. The depression of the 1930s led 
to a net retirement of about 5% of total manufac- 
turing facilities but manufacturing plants in 1939 
could have turned out a quarter more than in 1929 
because productivity was a third higher. 

Whenever an industry’s output begins to approach 
technical capacity, it becomes profitable to purchase 
new and more efficient equipment to replace or sup- 
plement existing machines so that a certain amount 
of excess capacity seems to be inevitable in a free 
enterprise system. 

Estimates of the level of industrial production in 
different lines under conditions of high-level employ- 
ment during the 1950 decade are shown in the chart. 
They assume that past trends will continue so that 
they give only a rough idea of what would happen 
to output in each industry. Unpredictable shifts of 
consumer demand or new product developments 
might cause a big change in the pattern of industrial 
production. Such estimates are, nevertheless, useful 
in that they provide a clue to lines where the largest 
increases may take place. 

None of the projected increases are so large as to 
tax our ability to provide enough capacity. This is 
not to say that there will be no bottlenecks because of 
lack of capacity for certain components, for instance. 
However, we should be able to make good in short 
order any deficiencies of that sort that may develop. 
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OUR NEEDS 


DEMANDS VERSUS NEEDS 


Despite the substantial increase in living standards 
which would be possible with high-level production 
and employment in the 1950 decade, many U. S. 
consumers will be unable to buy enough of life’s 
necessities to maintain themselves at a health and 
decency level. Almost 30% of all families would re- 
ceive less than $1,000 a year cash income and one- 
third of this group would receive less than $500. 

The 20th Century Fund asked a series of experts 
to estimate the quantities of food, clothing, housing, 
medical care, and other things needed to provide a 
standard of living at a minimum health and decency 
level. The experts also figured out how much it would 
cost to bring everyone expected to be below that stand- 
ard in 1950 and 1960 up to the calculated level. In 
other words, the estimates show the cost of establish- 
ing a “floor” for consumption without disturbing the 
spending patterns of those who received more than 
enough income to satisfy the calculated minimum 
needs. 


ESTIMATES OF NEEDS 


Any estimate of “needs” must rest upon someone’s 
opinion as to what constitutes “health and decency” 
in this day and age. In the case of food, the nutri- 
tional requirements of a minimum health and de- 
cency standard can be determined accurately. In 
other fields, such as housing and education, even the 
experts would disagree over what constitutes a mini- 
mum standard. 

However, what is important is not the precise size 
of the estimates but their general magnitudes. The 
conclusion that we would have to spend about 50% 
more on medical care than we are likely to in 1950 
is important even if the experts’ appraisals of the defi- 
cit range from as high as 60% to as low as 40%. 

To fill total needs calculated in this manner would 
require production of $200 billion of goods and 
services in 1950 or 13% more than the $177 billion 
which would be turned out with high-level produc- 
tion and employment. In 1960, es- 
timated production would fall 
short of needs by 8%. Food ac- 
counts for the biggest share of the 
deficit but needs outrun demand by 
important margins in housing, 
medical care, education, and social 
security. 

To provide nutritionally ade- 
quate moderate-cost meals for 
those unable to afford them would 
add $5.5 billion to the $27.2 billion 
that would actually be spent on 
food in 1950. This assumes no change in diets of those 
with adequate incomes despite the fact that many 
people in those groups do not eat what they should. 
If we all ate what we needed, we would consume twice 
as many fresh vegetables as in 1940, half again as much 
milk, more fruits and tomatoes; and we would eat 
smaller quantities of sugar, sirups, fats, and oils. This 
better diet would cost. us less than we will actually 
spend for food in 1950. 

.So large a portion of our existing housing is un- 
satisfactory by any reasonable standards that it would 
take 10-15 years to provide everyone with adequate 
housing. One of the reasons why we don’t have ade- 
quate housing is that many consumers cannot afford 
to pay enough rent to finance it. Estimated expendi- 
tures in 1950 for rent (including the estimated rental 


value of owner-occupied homes) would run to $14 
billion as against an estimated need of $16.4 billion. 
Vast advances in medicine have gone far toward 
eliminating many diseases and have brought about a 
steady improvement in the standard of health. How- 
evey, large numbers of people in the lower income 
groups cannot afford adequate medical care. More- 
over, to supply good medical care for everyone under 
the traditional fee-for-service basis would cost several 
times more than consumers have ever spent for medical 
services even in prosperous years. Development of an 
effective form of group medicine, however, would 
make it possible to provide adequate care at a great 
es over present costs, according to the 20th Century 
und. 


HOW CONSUMPTION WOULD COMPARE WITH TOTAL NEEDS 


(Figures in billions of dollars) 
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THE U.S. ECONOMY FACES A CHALLENGE 


PRODUCTION HAS GROWN FASTER THAN POPULATION 
GIVING PROMISE OF RISING LIVING STANDARDS 
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The major conclusion of the 20th Century Fund’s 
smrvey of America’s needs and resources is that we 
nave reached a point where we can provide everyone 
with a decent living and most people with a living 
which, by any standards other than our own, is posi- 
tively luxurious. With high-level employment, it would 
take only a 13% increase in total output in 1950, and 
an °% increase in 1960, to lift everyone to a minimum 
he=‘ih and decency standard of living. 

We have more than enough industrial and agri- 
cultural capacity to support that much of an in- 
crease in total production. Lack of natural resources 
should not be a bottleneck, for with world trade on 
any sort of a reasonable basis we will be able to get 
all the raw materials we need. 

The only limiting factor is the capacity of our labor 
force to produce. The 20th Century Fund assumes that 
productivity will advance at the average rate actually 
achieved during the past 9 decades (18%). But there 
is no technical reason why we cannot achieve an in- 
crease of more than 30%. That would make possible 
enough production to meet our minimum needs, 

The U. S. economy has exhibited two dominant 
characteristics in the past century. Our productive 
capacity has expanded at a rate never approached 
elsewhere. But our economy has also been highly un- 
stable. Our problem is to make the most of our un- 
paralleled technological and productive know-how 
while minimizing the swings of the business cycle. 

If we can meet that challenge, we can eliminate the 
specter of want and move on toward constantly rising 
living standards for everyone. Never before in history 
has a nation been so close to abolishing poverty and 
meeting the material demands of its citizens. 

This is not to say that solving the problem of main- 
taining stable and expanding production would solve 
all our economic, social, and political problems. Nor 
is it to say that a solution of the problem of keeping 
our economic machine running on an even keel is at 
hand. 

In the first place, the U. S. would not be a utopia 
even if we achieved the kind of high employment and 
production the 20th Century Fund is talking about. 
Many perplexing problems of how to best distribute 
our production would remain. Then there are a host 
of social and political problems which would still tax 
our efforts and ingenuity. Finally, there is the all- 
important question of how to maintain world peace. 

Most people would agree that the problem of 
maintaining high employment and rising living stand- 
ards is still far from solution. Our ability to mobilize 
and direct our economic resources so as to keep our 
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prions) 54.6 
ce 
oF 
,or * a? UNEMPLOYMENT 
we 47 
oo 41.3 
a? 
EMPLOYMENT 

1900 “1920 1940 


CAN THE ECONOMY PROVIDE STEADY EMPLOYMENT AND 
RING LIVING STANDARDS? 















att? 


POTENTIAL OUTPUT PER PERSON. 0% 


(IN 1944 DOLLARS) ‘ 






460 


ACTUAL OUTPUT 
PER PERSON 


























1900 1920 1940 1950 1960 


economy running on an even keel has lagged behind 
our ability to solve technical production problems. 
Each businessman, each worker, and each consumer 
must somehow learn to act differently in many ways 
than he has in the past if we are to solve our number 
one economic problem. 

Just what changes in our economic life will be 
necessary no one knows. On our ability to find out 
these things and put them into practice in the next 
few years depends our success in meeting the chal- 
lenge which the 20th Century Fund’s study under- 
lines. That challenge is that we have within our 
grasp the ability to eliminate actual want from the 
U. 5. and to provide more and more things for better 
living for everyone. 


Reprints of this report are available at a charge of 25¢ each fo cover the cost of handling and mailing. Address 


orders to Department of Economics, McGraw-Hill Publishing Co., Inc., 330 West 42nd Street, New York 18, N. Y. 
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I F THERE is any one thing on which all Americans 
are agreed, it is that prices are too high—not the 

price that the farmer receives for his produce, or so 
the farmer believes; not the wages paid for skilled and 
unskilled workers, from their own viewpoint, to cite two 
special and highly paid groups, but prices in general . . 
the prices they pay for things they buy. Retailers will 
agree that the prices they must charge are high and fear 
a resistance on the part of the public that will slow ready 
demand and require a greater effort on the merchant’s 
part to move a profitable volume. 

This is the broad picture on which speeches, editorials, 
Presidential statements, economists’ warnings, and other 
outgivings of opinion are based. In most of these 
opinions all products are lumped together and come in for 
the same criticism. Therefore it is time, we believe, that 
the electric appliance industry takes a look at its own prices 
to see how favorably or unfavorably they compare with 
the general price situation. 

As an example we call attention to the price situation 
of the domestic electric refrigerator, the largest volume 
major appliance in units and dollars and an indispensable 
element in the American standard of living. Like all 
consumer durable goods, it is the result of advanced engin- 
neering and manufacturing process, the product of highly 
skilled labor, and its cost is based on wage rates: factory 
wages, and wages paid in transportation, distribution, and 
other services. If in the adjustment of costs forced by 
increased charges, the price of refrigerators were placed 
on a level with increases in other consumer goods, no 
criticism would be justified. 

But the fact is that refrigerator prices have not advanced 
to the same degree as the general retail price level or re- 
flected in the same degree the increase in wage rates as 
many other products. By skillful management, the holding 
down of profit, the regard for market stability, and a wise 
concern for the future of the industry, price rise is moderate. 
At the same time the value of the product has been 
enhanced to a point where there is little actual increase 
when value, easily measured by capacity, is considered. 


McGRAW-HILL 


About Refrigerator Prices 
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Here are figures to show the.price comparison in Jan- 
uary 1947 of the electric refrigerator with the general’ 
retail price level and the hourly wage rates in manufac- 
turing as issued by the Bureau of Labor Statistics. For 
the latest month available, January 1947, the hourly 
wage rates in industry have risen to an index figure of 
194 against the 1935-1939 average of 100. The general 
retail price index for the same month is 153 compared 
to 1935-1939 as 100. The index of average prices for 
electric refrigerators as computed by ELECTRICAL 
MERCHANDISING is 123 compared with 1935-1939 as 
100. 

These figures are dramatic enough and speak for them- 
selves, but there is another very important condition in 
the value of the 1947 refrigerator as compared with those 
sold in the 1935-1939 base period. This increased value 
is in the larger capacity of the refrigerator sold, as well 
as refinements of design. During the base period 1935- 
1939 85.7%, of the electric refrigerators sold were under 
7 cu. ft. capacity in size. During January 1947 only 1.9%, 
of the refrigerators sold were under 7 cu. ft. size; 77.2% 
were 7 cu. ft.; 3.8% were 8 cu. ft.; 17.1% were 9 cu. ft. 
and over. 


4 * HIS is a truly remarkable accomplishment and one 

which all of our trade should insist upon when the 
high cost of things is the principal topic of discussion. 
Every dealer, and dealer’s salesman particularly, should 
know and bear in mind that there is a difference in value 
as well as in price and that price has risen to so small a 
degree in the face of greatly advanced wages and the prices 
of many other products. : 

The credit for this does not lie wholly with the manu- 
facturers. Credit also must go to the wholesalers and 
retailers who are operating today on lower margins than 
they received in the 1935-1939 years with which com- 
parison is made. Distribution is taking its cut as well as 
manufacturing, in the endeavor to get the greatest value 
to the user at the lowest possible price. 


Ep1Tor 
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Convenient arrangement for the storage of 
foods requiring both normal and moist cold. 


MAY 


1947—ELECTRICAL MERCHANDISING 












Retailers close to Westinghouse won’t be 
surprised by this announcement. Through 
the grapevine you’ve been hearing that 
something radically different in a combi- 
nation freezer-refrigerator was on the way. 

To give it to you fast, this new Two-Temp 
is a combination refrigerator that offers 
sub-freezing, normal and moist cold—all in 
a single cabinet. Thrifty utilization of space 


provides food storage for the makings of 


| DOUBLE SPOTLIGHT 


[st Because it’s a real freezer 


Zid Because it’s a great refrigerator 


76 meals . ... 56 pounds of frozen food and 
ice (1.6 cubic ft. frozen food capacity) 
. ++ generous quantities of other types of 
foods—all this in a full size seven cubic 
foot refrigerator. 

With more and more products like this 
coming along, it’s a foregone conclusion 
that Westinghouse Full Line retailers will 
continue to occupy the spotlight of public 


preference for years to come. 


WESTINGHOUSE ELECTRIC CORPORATION ~~ Appliance Division + Mansfield, Ohio 


Plants in 25 Cities 


Offices Everywhere 
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Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 






TUNE IN: Ted Malone, Monday through Friday, 11:45 A.M., E.D.T., American Broadcasting Company Network 
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T took an “‘explosion’”’ to get Bill Jr. out 

I into the wide open spaces of the suburbs 

-not a literal explosion but one that shows 
up on the maps of our cities. 


A few decades ago, our cities and towns 
were largely concentrated clots in which 
kids like Bill, and their families, huddled 


close to factories or business districts. 


But men of General Motors and other com- 
panies thought they had something in the 
automobile. They wanted to produce more 
and sell more. 


By dipping deeply into earnings 
for regular improvements, they 
succeeded. And as cars grew 
‘etter and more useful, cities 
ind towns changed. 


They “exploded” into the countryside, 
spreading real estate developments, suburbs 
and smart new neighborhoods all over the 
local map. 


And so Bill Jr. is gaily growing up where 
boys can be boys and the breathing’s good— 





FRIGIDAIRE - GMC TRUCK & COACH + GM DIESEL * CHEVROLET - 


PAGE 4 


Give a Man 


some room 


where he has a better 
chance at health and 
happiness. 


But Mr. and Mrs. Bill 
Sr. have no trouble getting into town—get- 
ting to your display of refrigerators, ranges, 
irons or what have you. 


These citizens from the suburbs are great 
ones for appliances as you know— but with- 
out autos and buses, you wouldn’t see very 
many of them — without trucks, you 
wouldn’t be able to deliver many appliances. 
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‘ THE PEOPLE PROFIT 
_ WHEN A BUSINESS PROSPI 








The fact is that automotive progress, 
brought about by the continuing prosperity 
ef companies lixe General Motors, has 
played an important part in the success of 
electrical dealers. 

And yet there’d have been little or no auto- 
motive progress if GM and the others hadn’t 
prospered—hadn’t earnings to plow back 
into never-ending work on making more and 
better things for more people. 


So we have more room for Bill Jr., easier 
shopping for his folks—and better business 
for electrical appliance merchandisers. 


Come to think of it, ail the people 


profit—and profit greatly — when 
a business prospers. 


On the Air: HENRY J. TAYLOR, fonday and 


— Friday evenings, over 350 Mutual 
ey | > 







stations, coast to coast. Hear him! 


PONTIAC * OLOSMOBILE + BUICK * CADILLAC + BODY BY FISHER * DELCO * UNITED MOTORS SERVICE + Ac SPARK PLUGS 
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Performs 


PROFITABLY 


Performs 


DEPENDABLY 


for the Customer 
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' . . . WITH FLOOR LEVEL HEAT! 
ty 
as 
of EVANS Oil-Burning Space Heaters have ‘Ot@ These EXCLUSIVE FEATURES 
the construction and performance features * Floor Level Heat 
a that win customers and build profits for * Powerful “‘Heat-Wave’”’ Blower 
ek you. Five models range from 31,000 B.T.U. * Big Horizontal Heat Chamber 
nd to 75,000 B.T.U. You can see how that 
| blankets the field. All carry Underwriters’ * Double-Length U-Shape Golden Flame 
: Laboratories approval and meet Commer- * Efficient ‘‘Down-Flo” Action 


cial Standards Approval CS-101-43. Write 


* Simple Finger-Tip Controls 
for the complete product and profit story. 











le * Designed by Walter Dorwin Teague 
en 
fi = Oll- 
= a) & EVANS srs SPACE HEATERS 
- \ Hoy ANOTHER EVANS ECONOMY PRODUCT 
MODEL 176-D MODELIS6-D MODEL146-D MODEL1S6-S MODEL 136-5 — ~) 
75,000 B.T.U. 55,000 B.T.U. 45,000 B.T.U. 50,000 B.T.U. 31,000 B.T.U. Au va 
Heating and Appliance Division 7" F “i Nationally Distributed by 
e EVANS PRODUCTS COMPANY F WESTINGHOUSE ELECTRIC SUPPLY CO. 
PLYMOUTH, MICHIGAN AND INDEPENDENT DISTRIBUTORS 
iS 
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yy ORLEY FREEZERS, inc. 













More than straws in the wind are the plans about to be 

unlocked for the most ambitious home-freezer sales program 

devised to date. The casualty lists among would-be freezer manufac- 

turers is testimony to the toughness of the market. Orley has not only 
survived, but is prospering! 


This means that you will do well to wait for a vitally im- 
portant announcement from Orley before you tie-up to any home-freezer fran- 
chise. A short wait now means a long profit later ... so keep an eye on Orley! 


Memo to: 


DISTRIBUTORS OF DISTINCTION 


Only a few select Distributors in each major market area will be 
appointed to handle the unprecedented demand for Orley’s new 
products. To join this distinguished group, write or wire for details. 


DEALERS OF DISTINCTION 


Alert Dealers who wish first consideration are invited to apply 
for the new Orley Franchise now. 





ORLEY FREEZERS, INC. tue 
DETROIT 26, MICHIGAN tric 
OR 7 


ORLEY (California) Inc., 182 S. Western Ave. 
Los Angeles, California 
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Flashlight Batteries... 


“Eveready” “Eveready” Most customer | 
Flashlight Batteries ... Flashlight Batteries . . . demand! ‘ 


World’s fastest Most heavily 
sellers! advertised! 


/ 
“Eveready” / é ] | 
93% MORE ENERGY Now Flashlight Batteries... Ep j 
panty ny oad eh one -.-almost 1941 Ran’ y | I] 14 i 
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We Couldut Print MONEY 
..- Bul We Did Print a 
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je 26 PAGES OF SELLING 


% 60 ILLUSTRATIONS 
_ (Many in full color) ig 
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This Convincing Product Book Shows 
Every Feature, Every Advantage, Every 
Reason for Buying American Kitchens 

















Here’s a book whose principal ingredient is BRAINS! It embodies the utmost 











Provides on organized summary ... Sells American Kitchens to the man, 
leads directly to an order who cannot visit display rooms. 


in thoughtful planning, skillful presentation, completeness and genuine helpful- 








ness for dealers and salesmen. Decidedly Not just another book—but some- 
thing as unique and superior as American Kitchens’ Sales-Training Methods 
have proved to be. It supplies the American Kitchens’ Dealer another advantage 

















that no competition has matched. Another reason for him to expect a constantly 





Pre. i i ' , . ° 
SS yen wey et or Sw am growing and more profitable volume of American Kitchens’ business! 
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AMERICAN CENTRAL 
Divisien—Avco Manufacturing Corp. 
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Another Interstate sales-feature: a rubber bumper that guards both the cleaner and the 
furniture at every turn! Housewives have been quick to see and appreciate something they 
have always wanted in a tank type cleaner—but have never had before. And this “safety” 
bumper is only one of the Compact Vacuum Cleaner’s 


10 OUTSTANDING SALES-FEATURES: 


1 Distinctive Design—unmatched in the 6 Broad 4-Point Base—won’t upset! 
vacuum cleaner field! 7 Compact Size—easy to store and carry! 
2 Vertical Dust Bag—empties in 5 seconds! 8 Rolls easily on wheels and glides—this 
3 All-around Rubber Guard—protects results in less fatigue! 
furniture, doorways, etc.! 9 Heavy-duty Motor—Lamb Electric! 
4 More Suction Power—gets all the dirt! 10 Ten heavy-duty accessories—a complete 
5 Cast Aluminum Housing—lasts a lifetime! House Cleaning Kit! 


Any way you look at it, the 
wire today 


EMPTIES IN FIVE SECONDS! 


The Interstate Compact empties just 
as fast as it takes to tell it. 1—~Unshap 
lid. 2—Empty bag. 3— Replace bag, 
close lid. That’s all! 


, Interstate Compact is an outstanding ite or 
product-and-profit proposition. w ler pian‘ 
Remember, too, that Compact tor our Dea 
Sy an eee eet Caps ™ INTER-COASTAL COMPANY, INC., 649 SOUTH OLIVE ST., LOS ANGELES 14 


authorized dealers. 


A QUALITY PRODUCT > Aaa vn ninivsssiie CORPORATION, EL SEGUNDO, CALIFORNIA 


MANUFACTURERS OF “REVELATION” ELECTRIC WATER COOLERS, “REVELATION” WATER SOFTENERS AND “INTERSTATE” SOFT DRINK VENDORS 
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McGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
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Soaped skillet . . . stops Cans con't... stay shut if Tough nut? ... let soak in 
open fire smoke stains. pierced with this gadget. saltwaterbefore cracking. 


Baby's both. . . mother’s hands dunk, 
dip, dust and diaper a future farmer. 


” Sie. 
Silverware shine . . . p 
restores sheen, makes any metal glow. 


bss 





Sticky stuff ... pouring frosting on cake is 


quicker than dipping, does smoother job, 


be 


=. 
Professional pointers... farm deb shapes 
nails with rough side of an emery board. 


ST ae 


Hollow ground knives... in clever hands 
slice steaks, bone beef, carve cold cuts, * 
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Farm hands... 


bathe baby, iron intimate apparel, shampoo scalp, shine silverware, 
decorate play dens, serve salads, chauffeur can openers, baste roasts . . . 

Working outdoors and inside, changing from chapping cold to humid 
hot, different degrees of dryness, doing dozens of chores . . . the farm 
woman’s hands pose a beauty problem . . . make her a receptive major 
market for lotions, skin softeners, cleansing creams, toilet soaps, orange 
sticks, nail polish . . . and for all aids to‘better living . . . of keen editorial 
interest in any issue of SUCCEssFUL FARMING. 


| largest prospects for electrical goods are the charm conscious, 
mode motivated, modern women of the top farm market . . . best covered 
by SuccessFuL FaRMInc .. . with more than 1,200,000 of the nation’s best 
farm families, concentrated in the 13 agricultural heart states, New York 
and Pennsylvania . .. with largest cash incomes, greatest yields, highest 
property investments . . . the best current class market in the U.S. 
For all facts, call any office. SuccessFuL FARMING, Des Moines, 
New York, Chicago, Detroit, Cleveland, Atlanta, 
San Francisco, Los Angeles. 


SUCCESSFUL FARMING 





























THE RESULT OF 


FP) our expert designers and engineers 

_ combined modern eye-appeal with 

service-free utility in packages that mean 
~ real profits for Conlon dealers. 


es U/ 
—_ I PALA TS, 
Wy 


. 


MODERN BEAUTY anv UTILITY ! IN 
| 



















al 
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CONLON DIVISION 
Ceonlon-Moore Corporation, 1824 Seuth 2nd Ave., Chicago 50, Kil. 





EI 














A PLUG FOR GOOD SALES 


General Electric Flamenol* cord sets on the products 
you sell can be important sales tools. They last long... 
look well... keep customers happy. 


It is easy to point out the advantages of the sturdy 
Flamenol cord set. Its smooth, clean insulation and 
the practically unbreakable plug are both part of a 
single unit. The plug is molded onto the cord. It won’t 
break off. The cord won't crack or fray, and resists 
acids, oils, and alkalis. Easy to keep clean, too. 


These are features that mean a lot to users. They 
mean a lot to dealers, too, because appliances equipped 
with Flamenol cord sets don’t come back for cord 
repair or replacement. 


Don’t take our word for it. On your next sale, pick 
out an appliance equipped with Flamenol cord and 
plug. Show its features at the same time that you offer 
the appliance. We think you'll agree that this General 
Electric product is a top-notch extra-selling tool. 


ELECTRICAL MERCHANDISING—MAY I, 1947 


P.S. Your appliances are better products, better 
sellers when equipped with G-E Flamenol cord sets. 
Flamenol cords are readily available. Write for more 
information to Section Q61-523, Appliance and Mer- 
chandise Department, General Electric Company, 


Bridgeport 2, Connecticut. *Trade-mark Reg. U. S. Pat. Off. 





@ FLAMENOL CORDS 


with harmonizing plug molded on for extra strength 














GENERAL @ ELECTRIC 
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Meet the New 


AAT 


COLE 


TRADE MARK BEG U S PAT OFF 


oh VILLA ~ghont fOWEe (tezee 





De luxe Model A-5, for the smaller family, 
hes 4.8 cubic foot capacity, holds more 
than 168 pounds of assorted foods. 


| 
Ad 
grr x) 


a) 
Rnd 


ve 
He Rove 


te 






Big de luxe Model C-10, ten cubic foot capacity, holds 
Tole Male MC EOL OM oLol']s1¢ Mol MoE Sola i-T¢ MM oT-Tatiilo] -)(- Mm foleloh: 
Model B-10 has same big capacity at lower cost. 


If you are one of the hundreds of retailers and ap- 


pliance dealers and salesmen who have wanted a home freezer that will sell in 


volume . . 


. with features you can demonstrate on the sales floor—then here it is, 


ready for you, the new (brand new) Deepfreeze home freezer. 


You'll say, ‘This is the one my customers have 
been waiting for—and am | glad fo sell the 
new Deepfreeze instead of selling against it.” 

You'll be proud to have it in your store, 
proud to be one of the first to show and sell 
this sparkling new beauty. 

You'll have many, many new features to 
show and demonstrate—silent-running, her- 
metically sealed unit, finger-lift counterbal- 
anced lid, adjustable temperature control— 
and all the other plus features shown at right. 
(No other freezer has them all—no other 
freezer has as many.) 


Now's the time and here's the way to tell 
your customers the proved advantages of 
freezing and storing food right in their own 
homes. 

. the one- 
. the talked-about 
itelul-Whig-1-74-1@k ALLA Me Ml 91 ge)-1e Mi d-lele) ce Me) Mm lt] o)i(4 
folate —je)felsa—e 


Remember— it's the leader . . 
reals bela] aM BI-1-1 0) 0-1) 4- an 


Dealers who have the Deepfreeze fran- 
chise really have something. How about you? 
Write Dept. EM-547 for details. Deepfreeze 
Division, Motor Products Corporation, North 
Chicago, Illinois. 














Larger Capacity 


-Lower Cost 


.-.and all these new 


selling points too 








Features of the D&EDITEEZE home freezer— 


fist freeze Compt} inttil” 


And entire freezer 
adjustable to 10° 
below zero. 


LaSy 70 ee: sirage 


3 baskets and adjustable 
dividers bring all food 
within easy reach. 


J Lu big SEC “omnes cme 


with attractive serving tray. 
Ejector pops out cubes. 


Za Myge br MEM sf 
LI0V fa fee 


Lid easy to lift, stays open af an 
position. Dual lights go on 
when lid is lifted. 


FEATURES — 





SOCoH WWttlfA SOCK 


in big nny grip handle protects food 
supply. 


4G al 


HOW Cold fiastizé 7? 


Just read inside 
temperature on 
outside indicator, 


her Stz€q le A 


silent-running, sealed against dirt, air, 
moisture, with forced draft ventilation. 


Automate lorm Syste 


sounds if inside temperature goes above. 
10° F. 








Audjustgble an aiuase 
Cth f 


settings anywhere 
from 0° to 10° 
below zero. 


Fest Faloan Mi f 
LesiloiOn 


machine-packed to uni- 
form 4” thickness. 


Longe oe: Beale Ereme! 
WD, VAC with chromium trim, 


36 inches. Toe 
space built in for 
extra convenience. 


No other home freezer has them all! 
No other home freezer has as many! 
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Only QUAKER Dealers will have this 
ACE for “Tomorrow” .... 


QUAKERTROL 


THE Ber OF THE CHIMNEY 


Yes, the day of plentiful merchandise and 
keen competition is not far off. And when 
that day comes... when an ace selling 
feature is important, only QUAKER deal- 
ers will have QUAKERTROL — the amaz- 
ing, new device that automatically pro- 
duces and synchronizes a regulated flow 
of air with the flow of oil at every flame 
setting. Only QUAKERTROL provides the 
right draft for proper combustion regard- 
less of chimney condition or weather. 
25% in fuel saving over any natural draft 
heater guaranteed! 


QUAKER MANUFACTURING COMPANY 
223 W. ERIE ST., CHICAGO 10, ILLINOIS 


QUAKER’S Grandma Siuney 


Your STAR Salesman 


To help make your store HEATING 
HEADQUARTERS in your community. 


» QUAKER advertising in 1947 will feature whim- 
sical, lovable, wise little Grandma Binney. Her 
pleasant grin, her plain and direct way of putting 
over a powerful selling point will create consumer 
preference for QUAKER heaters. You will be able 
to direct these pre-sold readers right into your own 
store with color displays, folders, mats and catalogs 
that make your selling job easier. 





THERE'S A QUAKER BURNOIL HEATER 
FOR EVERY SPACE HEATING JOB. 


UAHRER 


The FIRST name in oct heaters 
“The LAST WORD ta efficiency / 





Model 2008 Model 2010 Model 201° 
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No wonder it’s the world’s fastest selling ironer! 





ONLY THE NEW 


AUTOMAGIC GLADIRON 


gives you all these saleable features 
_...and it’s priced for volume selling! 





LET YOUR 

CUSTOMERS KNOW 

THAT YOU ARE 

HEADQUARTERS FOR THE FAMOUS 


THOR AUTOMAGIC SLADIRON 


Invite them in to see the exclusive One-Minute Shirt Demonstration 


ELECTRICAL MERCHANDISING—MAY 1, 1947 PAGE 17 








What you should know 


about S@X to sell 
Olectrie Clocks 


(OY O) 
YH c\ 


hom 

























As any keyhole can tell you, people consist of males and 
females. Neutrons, and stuff, cause the male and female to 
attract one another. 

Once permanently in the same magnetic field, male and 
female set about feathering their nuclear nest with assorted gad- 
gets and groceries. 

You may sell the female an electric clock for the kitchen, so 
that she can put the ironing board away in time to get dinner 
for the male. Or you may sell one to the male for the bedroom, 
so he won't be always missing the 8:15! But when you sell the 
same couple an electric dishwasher, for example, you’ve got to 
get male and female to agree—'cause they don’t shell out that 
kind of dough every day. 

Either way, though—whether you peddle electric clocks or 
electric dishwashers, light bulbs or sunlamps— you've got to sell 
two sexes, males and females. Either together or separately. 

And who can woo males and females like The American 
Magazine! 


4h 





Dollar for dollar, page for page, no other magazine can 
match the multi- 
| \ D2 million male-fe- Te . 
male circulation e fim eric an 


delivered by... Magazine 





THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 





PAGE 18 MAY 1, 1947—ELECTRICAL MERCHANDISING 














ELECTRICAL MERCHANDISING—May 


THE SATURDAY EVENING POST 


THE BEST (N RADIO /S BETTER WITH A 


REAL y, 
TH € Veg 















* DUFFY'S TAVERN with Finnegan, Miss 
Duffy, Archie and Eddie—among radio's 
best] NBC, Wednesday for Ipana, Trushay. 


* Period dignity in rich walnut veneers. 
FM, Regular and Short Wave. Built-in FM 
antenna. Push-button tuning. Automatic 
record changer. Featherweight tone arm. 
Ample space for records. 





USTENING LUXURY BEYOND YOUR HIGHEST HOPES 


L/0/ Ce 


he real voice of radio fel aeltlel > , >in your Ww ving otal inks to the matchliess tone 
Bendix, the best in radio irs is the r ” of Bendix FN new fre Wireumielite 
ifelellile Melice Mla) e. Your ) r cent receptio Pelalelelae elie me ilelame a ae. 2: 


Broadcasts——new vibrant » in rece 2d mu Anc wurse. the ariative cabinet artis yin 


so 


RADIOS, RADIO-PHONOGRAPHS, FM AND TELEVISION 


BENDIX RADIO DIVISION OF 


Betimers 4 Merviend © 19 eecnx aviation COMPORATION aveation 08 
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HERE'S HOW 
TO MAKE IT EASY... 


Delco motors, in whatever appliances 
they drive, do their work without labor- 
ing—because they are engineered to 
meet the torque and service require- 
ments of each specific application. 
Many of the leading makers of refriger- 
ators, washers, ironers, stokers, oil 
burners, air conditioners and other 
appliances specify Delco motors — 
because they know they can depend on 
Delcos for long, effective, trouble-free 
service. Millions of appliance users 
know that,-too . . . and when they buy 
additional appliances, “It’s Delco- 
powered” is a powerful sales talk all by 
itself. . . . Delco motors are built in 
sizes from ¥% to 50 h.p. Delco Products 
Division, General Motors Corporation, 


Dayton, Ohio. 


DELCO MOTORs 


Power America’s 
Leading Appliances 
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Here’s the opening gun in HORTON’S great new 
campaign to help you sell ironers 


. .. And this homemaker is one of the millions of potential ironer owners who are reading 
Horton’s first full-page, two-color advertisement in the May Ladies’ Home’ Journal. 
« It’s just the start of a campaign to make women aware that a Horton Ironer is some- 
thing every woman wants, to give her more leisure and the pep to enjoy living. Month 
after month the tempo of this advertising in selected women’s magazines will increase 
steadily, reaching more and more millions of your customers. 

Build traffic in your ironer department—sell more ironers and realize bigger profits— 


by tying in with this far-reaching advertising campaign. Feature the complete line of 
Horton Ironers—now! 








An ironer line to fit every budget 


There is a Horton Ironer for every “budget bracket”—and the leader of the line is the beautiful, 
mechanically advanced and’ amazingly low-priced Model 147, the Horton automatic console 
ironer. In action it is a model of simple operation and efficient performance. Closed, the 
Model 147 becomes a desk—a proud and efficient asset to the home of today—and tomorrow. 
It is designed for beauty, engineered for complete satisfaction. 

For smaller homes and apartments, and lower budgets, there are two handsomely styled 
portable Horton table model ironers that complete this most advanced line. For more details 


on the complete Horton line of laundry equipment, write Horton Manufacturing Co., Fort 
Wayne 1, Indiana. 


iz —" a MANUFACTURING COMPANY 
FH a H L Oo >. FORT WAYNE 1, INDIANA 
Attention Canadian Dealers: The trade name HORTON ELECTROHOME distinguishes Horton 


designed and engineered products manufactured and sold in Canada by Horton’s affiliate, 
Dominion Electrohome Industries, Ltd., of Kitchener, Ontario. 








ELECTRICAL MERCHANDISING—MAY 1, 1947 PAGE 21 








PAGE 22 


It’s NEWS when a leading 
“Emerson, manufacturer cuts the price 
Television on rapid selling products 
when demand is greater than 
supply. . 
But IT IS NOT NEWS that this has ALWAYS been 
the POLICY of Emerson Radio — to buy more — 
produce more—sell more—cut overhead costs all 
along the line. 


e 


Today the demand for Emerson Radio, in all 


categories, is the greatest in our history. Factory 


production is at an all-time peak. Feature for fea- 


Progressive Policy in the 
Emerson Radio Tradition 











ture, every Emerson Radio represents the greatest 
market value. But Emerson Radio is looking ahead. 


The models shown here are typical “VALUE” 
examples in a new 1947 line which conforms with 
the mass production and lowest-possible-price 
policy of this company. 


By thus widening the market for QUALITY 
merchandise — by larger material purchases — and 
through progressive local and national promotion 
—the economics work to the advantage of our dis- 
tributors and dealers and the buying public. 


Leadwith thefeader n 97 


Call Your Emerson Radio Distributor Now 


EMERSON RADIO AND PHONOGRAPH CORPORATION « 


NEW YORK II, N. Y. 


World’s Largest Maker of Small Radio 
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W orld’s Smallest AC- 
DC Superheterodyne 


tt ar 
Model 540. A handful >19 I5 
of POWER, TONE and : 


In Walnut Finish 


STYLE. In Walnut, 
Ivory, Red, Green, 





: Model 543. AC-DC pe) A 95 
‘ a perheterodyne with all 4 
3-Way Portable Model 536 le was ¢ BARGALN at $49. 95 new 1947 features. 


6 Tubes and Rectifier 
3-Gang Condenser lo a Senoalion at 


Super Power Output 5 
TIMES greater socket power. 

Resonance Mounted Alnico 5 
Permanent Magnet Dynamic 
Speaker. 


Unheard-of Performance and 





TONE. Less Batteries 
“Moderne” Model 51 1 6 9 ~ 
Definitely the greatest —"s value in the entire industry, giving AC-DC Superhetero? ? 9 o 
Emerson Radio dealers a sensational quality and price leader to dy - New style and per- 
: . formance leader. 
spearhead spring and summer business at Substantial Profit. Available in Ivory and Ebony combination. 


EMERSON RADIO AND PHONOGRAPH CORPORATION ¢* NEW YORK 11, N. Y. 
World’s Largest Maker of Small Radio 
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tie-up for keeping 






inventories turning! 















We 4dé@é by the trade papers that 
customers are beginning to act like 
customers. We are told that mer- 
chants are afraid to act like mer- 
chants. The latter is hard to believe! 

All of us know that customers have 
jobs, money and needs. There have 
never been so many jobs. . . so much 
money ...so many needs! This has 
been true for several years. The one 
new thing is that now the customer can 
be selective! 

A merchant must have inventory 
to be a merchant. If it’s a good in- 
ventory his only problem is merchan- 


dising. That is where dealers who sell 
AGM water heaters and space heaters 
have the edge on competition. The 
merchandise is good (and the cus- 
tomer knows it’s good!) Prices are 
attractive. Profits are substantial . . . 
And the dealer’s selling effort is backed 
by active distributor-manufacturer 
cooperation. 


If you’re interested in a tie-up like 
this, write today to the American Gas 
Machine Company, Albert Lea, Minn. 
They will put you in touch with the 
kind of distributor who can be a real 
asset to your business. 





























Today this label is more 
important than ever before 
. . . It’s your guarantee of 
“Always Good Merchandise’’. 


Yo always be glad you had AGM ° 


AMERICAN GAs Mace COMPANY 


ALBERT LEA, MINNESOTA 


Continuous Manufacturing Experience since 1896 


MAY I, 
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HE BE 
T ST SALES STORY IS THE EASY ONE 


maintain high dollar volum 
one thing. 


Wine to 

selling costs down? Here’s 

it right NOW- Demonstrate every Easy Spindrier 

Act out the dramatic Spindrier features with a convincing 
“wet” demonstration. 


Sy 
* SS 


f EQAWS 








orough- 


the th 
j Use the 


— Demonstrat the spindriet 
work at once to - Demonstrate 
g roll-over action. 
h from Demo 
mic spiral W 
e continuous 
idle foating 


w two tubs 
ine in 4 hurry. On 
rinses and 
i action ™ 
i o tangling, no 


the other 
This quick demon- 
ou prove : 
e crubbiog at 
a real sal 


e 


o 
today tot quick, r 
Machine Corp» Syra 
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because RCA Batteries are 
designed by radio experts 


There's an RCA battery type for practically every portable 
or farm set. And they’re sold primarily through radio 
outlets. That's why RCA Batteries provide a more extensive 
and a more profitable battery business for you. 


RCA Batteries are engineered for radio. Each type has the 
right capacity for the current drain of the sets it is designed 
for. And all ““A-B” types are engineered so that both 
sections deliver effective voltage for the full life of the 
battery pack. That’s one reason why dealers and servicemen 
everywhere are turning to RCA Preferred Type Radio 
Batteries for greater customer satisfaction. 


And remember—you can get your stock of RCA Radio 
Batteries conveniently and quickly from the same RCA 
Distributor who supplies you with RCA tubes, 
parts, and test equipment. 








Flashlight Portable A's Portable B's Portable AB’s Farm A's Farm B's Farm AB's Industrial 
TUBE DEPARTMENT 


RADIO CORPORATION of AMERICA 


HARRISON. H. J. 
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POST ADVERTISING 
AND LEADERSHIP GO 
HAND IN HAND 


For the past ten years, America’s 
favorite toaster has popped up with 
over 50% more advertising in the Post 


than in any other magazine. 


is the dealer who 

handles products 

that are plugged 
in the Post. 


Or" 4 


Fortunate indeed 2 } THE SATURDAY EVENING 
¢ A 





Look out for brick-bats th that bouguet // 


Most national advertising looks mighty 
attractive, Mr. Radio Dealer. But look 
under the pretty flowers—is there a hidden 
brick-bat? How much work does that adver- 
tising do for you? 


No such questions plague Sparton deal- 
ers. Benefits of Sparton’s sparkling, full 
page, four-color ads, now appearing in 
leading national magazines aren’t spread 
thin as watered milk over 500, 50, 20, or 
even 10 dealers per area. 


S-C-M-P-* makes national advertising local 


Under S.C.M.P.* (Sparton’s plan that cuts 
distribution costs and ends retailing night- 
mares) there’s only ONE Sparton dealer 
in each community. So, a person who reads 
a Sparton ad is directed to that one dealer 


—easily located through the yellow pages 
of the telephone directory. 


See what a difference it makes! Here’s 
national advertising that really works 
locally. Sparton dealers get full value from 
every ad in every magazine reaching their 
territories. 


Yes sir, advertising like that is welcome 
as flowers in May! And there’s more too— 
combine the other features of S$.C.M.P.* 
with Sparton’s top quality and low retail 
price—add for good measure important 
new product news soon to be announced 
—then you have the full story. 





It pays to be a Sparton dealer! 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 
Radio and Appliance Division—Plant 5 


Radio’s Richest Voice Since 1926 


SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
ea e * . @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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| 
p DEALER | 


in each community 


Check These 
Profit-Increasing Features 
@ One exclusive dealer in each area 


@ National advertising that works 
locally 


Direct factory-to-dealer shipment 
Low consumer prices 


Factory prepared and distributed 


promotion helps 
Seasonal promotions 
Uniform retail prices 


Products styled by outstanding 
designers 
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Whiting -the new great name 
in home freezers...so soundly 

engineered...so mechanically 

perfect that one of America’s 
leading insurance companies now 
| underwrites this amazing policy. 





MODEL F-2000 
Spacious 11 cu. ft. ca- 


pacity of approximate- 
ly 385 lbs. Powered by 
1 





Here is dramatic proof of the superiority of the Whiting Home The incredibly low cost of this policy is five dollars and that 


Freezer. Every Whiting Home Freezer owner, at his option, covers the entire three years of the policy! 

can secure an insurance policy that protects against food The exclusive Whiting insurance policy is another reason why 
spoilage from any and all mechanical failures of the Whiting Whiting dealers enjoy more sales...more profits... more 
Home Freezer. Coverage is up to $150. satisfied customers. 




















oqncanm ra 
WATT LIIN b 


FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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When a woman, examined Ther prod and cond 










R : REFUND OF 


t ” 
$" Guaranteed by 
Good Housekeeping 


- 
No, \) 
TAS apvertistd TES 


Shit Aeal it. Ker yreem bight” 
“ige ahund odd bee 









Tae GOOD HOUSEKEEPING Guaranty Seal is a symbol of reliability which 
women value more than any other product endorsement. (Proved in a 
recent survey by Crossley, famous research authority.) 


They know that every product which bears this Seal has been in- 
vestigated and found satisfactory by research experts in the Good 
Housekeeping Laboratories. 


They know that Good Housekeeping places its own money-back 
guarantee behind every product and service advertised in its pages. 





And the confidence women have in this Seal extends not only to 
the products which bear it, but also to the stores which carry these 
products. 





That’s why it pays you to stock and display merchandise endorsed by 
the Good Housekeeping Guaranty Seal. 


Your customers know—we give this seal to no one. The product that 
has it, earns it. 


. ay 
(0 od llousekee I] The Homemakers’ Bureau of Standards 
959 8th Avenue, New York 19, N. Y. 
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FOR EVERY ROOM [= 


There is nothing finer than a Stromberg-Carlson sie 


Most of your customers do their serious listening on the 
Stromberg-Carlson radio phonograph in the living room. 


But how about the bedroom? The kitchen? Or little 

brother’s room? They’re good listening spots, too. And even 

though space is at a premium, big-radio performance : 
is what’s wanted. 


And that means Stromberg-Carlson’s bright new table 
models ... with performance packed into every inch! 


So how about suggesting an extra Stromberg-Carlson—one Fey 
that has all the extras—to your next customer? Hes AW B 





— 
Ce) 
Ls} 
C9] 


The Stromberg-Carlson Co., Rochester 3, N. Y. makers of radios, 

















radio-phonographs, television receivers, sound equipment and industrial 1) S 
systems, telephones, switchboards and intercommunication systems. 





















THE NEW WORLD — Model 1121-M2—Automatic radio- 
phonograph in bleached mahogany or English brown 
mahogany. Push-buttons for eight stations. Plays twelve 
10-inch records or ten 12-inch records in sequence. With 
complete FM and engineered for wire recording. 


2 99 


THE VAGABOND — Mode! 1105 —A really lightweight 
portable. Operates on long-life battery or AC-DC house 
current. Standard broadcast. Built-in loop antenna. 
Alnico 5 permanent-magnet dynamic speaker. 


THE GEORGIAN — Model 1135-PF — Automatic radio- 
phonograph. In matched African swirl mahogany. Push- 
buttons for twelve stations. Patented “‘Acoustical Laby- 
rinth” and matchless Carpinchoe speaker. With com- 
plete FM and engineered for wire recording. 


» 


THE MODERNAIRE — Model 1101-HPW — Automatic 
radio-phonograph. In walnut. Standard broadcast and 
spread-band short-wave. Alnico 5 permanent-magnet 
dynamic speaker. Plays twelve 10-inch records or ten 
12-inch records in sequence. 





THE DYNATOMIC — Model 1101-HB (Brown) or 
1101-I (Ivory). Streamlined ultra-modern plastic..Spe- 
cial hand hold in cabinet top. Alnico 5 permanent- 
magnet dynamic speaker. 


STROMBERG-CARLSON 


> 
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WRINGER WASH ABLE IRONERS » CABINET 
IRONERS « AUTOMAWE WASHERS » AUTOMATIC DRYERS 
AND THE BLACKSTONE (Zosmlcncatéoe LAUNDRY 
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ie BLACK STONE p.c5nc- DRYER 
oF Come rain, snow or sleet . . . it’s always good 


drying weather with a Blackstone Automatic 
Clothes Dryer! And that simple truth is your 


“= entree to a profitable plus market. 


The use values of this modern Dryer are impressive .. . 
its labor-saving story actually greater than that of the con- 
ventional washer .. . it is easy to demonstrate on the store 

floor and requires no home instruction. It’s a natural 

companion piece to the Blackstone Automatic Washer. 


Here’s 4-brand new postwar appliance that prom- 
ises sure profits in tomorrow’s competitive mar- 
ket. Ask your distributor for full particulars. 


BLACKSTONE CORPORATION 
Jamestown, New York 
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| yperflame 


THE POT-TYPE RANGE BURNER. 





There is a golden profit opportunity in every coal 
= and: wood or combination range in your community. 
-Pocket these waiting profits by selling Superflame. | 


~- Superflame operates on the pot-type principle like 

~ the millions of popular pot-type oil burners now in 

"puse. Superflame finds eager customers when you 

~ demonstrate the convenience and economy of oil 

~ cooking. Superflame ends dirt and bother, puts the 

finish on smoke and soot. No more toting coal or 

; " wood. No more ashes. It lights instantly with a 

~ ax match; gives quick heat for cooking, baking heat in 

20 minutes. 

oe Superflame keeps kitchens cool in summer—or 

ae Pm 4 provides low-cost kitchen heat when left burning 

y constantly in winter. That means Superflame sales 

and profits are a year ’round affair. There’s a share 
for you. Write us today. 





















youn 




















° / 
J Make Extra Superflame Profits 
it C Convert brand new coal and wood 
‘ ranges before they leave your store. 
= | 
+ 
& 
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Practical demonstratiods are not overlooked. 
Institute's courses learn by example as well as lecture and actual 
Here Mook demonstrates the, proper method of 


participation. 
stacking a dishwasher. 


\ ] EMBERS of the Electric In- 
i stitute of Washington’s Post- 
War Planning Committee are 
grinning at each other these days. 
Back in 1944, when the committee 
first sat down to draft its plans against 
a background of an unfinished war 
and empty shelves in appliance stores, 
the grins were more wry than con- 
gratulatory. But out. of their plans 
grew the Institute's. sales 
courses, successfully and steadily con- 
tinuing since April of 1946 and al- 
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training- 











Students of the 


4 


At range instruction classes in the product training courses the 
students get right into actual work. 
that they weren't impressed when a woman demonstrator cooked 


Bob Mook, left, found out 


a perfect meal, took over himself. 


ready paying big dividends in the re- 
conversion of salespeople to pre-war 
selling efforts. 

In 1944 the Planning Committee 
recommended the formation of a Sales 
Training Committee and provision in 
the Institute’s budget for sales train- 
ing. Accordingly, in 1945, when the 
1946 budget was miade up, money was 
allgcated and definite planning com- 
Dienal 

George Kendley, vice-president of 
Edgar Morris Sales Co. and chairman 


of the Sales Training Committee, ex- 
presses the committee’s view thus: 
“We had seen most of the dealers lose 
most of their sales forces during the 
war. We could see with equal clarity 
that most of the dealers still active 
were forgetting how to sell. So it was 
evident that with a return to peace and 
normalcy, the sales staffs must be re- 
built and trained in basic selling tech- 
niques and given additional training 
in products. It was on that basis that 
we took action and that is primarily 


MAY 1, 


By 
ROBERT W. 
ARMSTRONG 





The Electric Institute of Wash- 
ington, D. C., is two jumps ahead 


of the buyer's market with a 


why we have been active in_ sales 
training.” 

Under Kendley’s direction the Sales 
Training Committee prepared an out- 
line of what it thought the training 
should include and how it should be 
organized. This outline later became 
the bible by. which Robert F. Mook, 
the Institute’s training director, 
framed the courses. 

By March, +1947, some 196 men and 
women had graduated from the sales 
course. The way the Institute figures 
it, that’s 196 salesmen who are selling 
appliances with know-how, confidence 
and credit to the industry. More are 
taking the course as time goes on, 
because the course never stops. As 
soon as one class is graduated, another 
starts. “The important thing about 
our plan,” says Kendley, “is that it is 
continuing and year round—not just 
a periodic and sporadic splurge of 
mass instruction.” 

The training program has been set 
up and operated on the basis of two 
important functions: group training 
programs and a follow-through of the 
individual salesman after he has com- 
pleted his training. 

The group program includes a 
course in basic selling techniques— 
six classes of two hours each—and 
courses in specific appliances—such as 
ranges, washers, ironers, and water 
heaters. 

This ambitious schedule of courses 
and functions requires the devoted 
service of a large staff. The follow- 
through, not yet completely imple- 
mented, will demand more attention, 
perhaps, than any other phase of the 
program. 
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year-round sales training 
program that includes a 


thorough store follow-up 


So far, Bob Mook himself has been 
able to handle the group courses. How- 
ever, in the follow-through phase, 
waiting for greater availability of ap- 
pliances, he will need and use the heip 
of an assistant director of sales train- 
ing, a trained home economist who can 
supervise the development of training 
manuals and other literature, assist in 
handling group training, and be re- 
sponsible for the training of the re- 
mainder of the staff. The Institute 
wants at least two sales training ad- 
visers to directly supervise field train- 
ing efforts. 


“Mystery Shoppers” Used 


So far, the Institute has utilized one 
post-training check-up, an almost 
phenomenally successful experiment in 
the use of “mystery shoppers.” From 
New York they brought down several 
men, women and children, employees 
of a shopping service, sent them out 
to visit appliance dealers throughout 
the Washington area, armed them 
with a check sheet and waited for re- 
sults. They weren’t iong in coming. 
Walking into a store, the shopper 
would ask for a hard-to-get appliance. 
Usually the store didn’t have it. The 

(Continued on next page) 


George F. Kendley, vice-president of Edgar 
Morris Sales Co. and chairman of the Insti- 
tute's sales training committee, makes the 
feature speech at an alumni breakfast, one 
of the devices used to maintain students' 
interest in the course and its follow-through. 
(Right) Graduates of the courses are 
awarded their certificates of completion and 
are encouraged to further study. 















What the mystery shoppers looked for and found 
in their visits to dealers’ stores is exemplified in 
these two pictures. The neat and considerate sales- 
man in one store took the trouble to explain to 
the shopper why it was impossible to give her 
immediate delivery on a range. He got a good 
report, In the other instance, the sloppy, dis- 
courteous salesman expressed his irritation at con- 
stant requests for hard-to-get ranges, made no 
friend of the customer and got an unfavorable 
notation on the mystery shopper's report. 


A typical class in Training Hall listens to training 
director Bob Mook explain why a sales interview 
is a better way to sell than a sales talk. 














i 





A break In the two-hour class gives students an opportunity to relax over doughnuts 


and coffee. 
come up during class sessions. 








"Through this door pass the best darn sales- 
men in the world,” or they are by the time 


they complete the course. Sometimes the 
door represents a store entrance, sometimes 
@ customer's home. In the latter case, the 
salesman has to learn how to get through it. 
Students pair off to practice. 


shopper checked on the appearance of 
the store and its windows; adequacy 
and effectiveness of its lighting; and, 
most important, the attitude of the 
salesperson contacted. Did he ap- 
proach the shopper promptly as she 
entered the store? What was his 
greeting? Was he neat, courteous, 
mannerly, enthusiastic about his prod- 
uct, convincing in his demonstration? 
What explanation did he give if the 
product wasn’t available? 

All the questions were answered by 
the shopper on a printed form and 
turned in at the Institute. At the bot- 
tom of the form was a notation for 
recommendation of an award to the 
salesperson. This was the crux of the 
program, All member stores had pre- 
viously been tipped off that they 
would be shopped. During the dura- 
tion of the investigation, every store 
was shopped three times for a total 
of over 800 calls. Only once was the 


PAGE 36 





Many of them take advantage of it to clear up questions which have 


presence of a shopper suspected by 
any store. Kept on file at the Institute 
are all the reports, available for inspec- 
tion for any particular store by that 
store’s owner—and by no one else. If 
the report was derogatory, that par- 
ticular salesman’s boss knows about it. 
If it was good, and an award recom- 
mended, the salesman received a small 
check, usually presented by the store 
owner at an informal ceremony be- 
fore the rest of the sales staff. Ac- 
companying each check is a letter of 
commendation. Often, the salesperson 
concerned doesn’t get to keep this let- 
ter. It is clipped by the boss to his 
employment record, a proud symbol of 
his efficiency. One salesgirl who was 
commended asked the boss for the let- 
ter and couldn’t understand why she 
was refused. She checked with the In- 
stitute and they sent her a copy, ex- 
plaining that the original was in her 
employment file. 

One salesman’s reaction to the 
“mystery shopper” was: “The boss had 
told us about the shoppers, but then 
as the days went by I guess we sort of 
forgot about it. We didn’t hear any 
more until one day we had a meeting 
in the office and the boss presented me 
with a check and saidfhat we’d been 
shopped and that I had done an excep- 
tional job. Believe me, it was a ter- 
rific lift to my morale. Day after day, 
I’d been explaining that such-and-such 
an appliance wasn’t available. It got 
so that it was pretty hard to be in- 
terested when the chances of making 
a sale were nil. It would have been 
easy to let down, but after the award 
it’s been just as easy to keep smiling.” 


Follow-Through Training 


Deploring the falling off of the per- 
sonal sales manager type of super- 
vision of individual salesman in the 
days immediately prior to the war, 
the Institute proposes a follow-through 
training for its own trainees in order 
that appliance selling can successfully 
compete for the consumer’s dollar. 

To do this, the Institute believes 
that assistance to the salesman must 
be available at or near the point of 
sale. For the individual dealer to equip 















From the stage of the Institute's complete working kitchen in Training Hall, Mook 
delivers one of the series of six basic selling lectures, a course taken to date by 
over 200 retail and wholesale salesmen in the Washington area. 


himself with personnel to handle this 
is, of course, prohibitive in cost. But 
the Institute is already doing it in 
some measure and will further expand 
its activity. At present Bob Mook 
helps individual firms and salesmen by 
spending an occasional day with them 
on their sales floor. He makes appoint- 
ments with individual salesmen during 
the working day, helps them make a 
demonstration, close a sale, perfect 
their sales talk, plan for the ensuing 
week, and even participates with them 
in home demonstrations. With expan- 
sion of the program, his staff will take 
over most of these activities. 

“We aren’t doing more of this at 
present,” Mook says, “because of the 
shortage of appliances, but as soon as 
they become more readily available, 
and selling gets tougher, we'll be 
ready and on the spot to help out.” 


EEI-NEWA Training Film 


In the Basic Sales Information 
Course, Mook covers everything. The 
classes are small by preference, aver- 
aging 16 students. They meet twice a 
week, from 9 to 11 a.m., time lost 
to the sales floor, but time well spent 
in terms of the future. A typical class 
begins with the showing of the EEI- 
NEWA training film No. 5, “You 
Have the Solution.” Mook discusses 
the film with the class, clears up any 
questions. Then he swings into “the 
sales interview,” explaining why it 
should be an interview and not a sales 
talk. He tells the students the two im- 
portant things to be done before the 
sales interview, splits the interview up 
into six recognizable parts (the ap- 
proach, the preliminary talk, telling 
the sales story, handling sales resis- 
tance, securing the final decision and 
action, and planning what to do in case 
of emergencies), discusses each one, 
puts on a demonstration to show the 
correct method of use, gives the stu- 
dents a quiz, and last selects a door 
prize winner. The door prizes he uses 
as a stimulant to perfect attendance. 

At the end of a series of classes, 
several recent groups of graduates are 
assembled in one of Washington’s ho- 
tels for an Alumni Breakfast—paid for 
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by the salesman’s boss. There each 
salesman is presented with the Insti- 
tute coin. “Put it in your left pocket 
in the morning,” Mook tells them. 
“Then during the day if you make 
what you believe is a good demonstra- 
tion, whether it results in a sale or 
not, transfer the coin to your right 
pocket. At the end of the day see which 
pocket it’s in. If it’s in the right 
pocket you are doing OK. If it’s not, 
check up on yourself and see what you 
are not doing, or not doing well.” 


Product Training 


The graduate salesmen are urged to 
take the product training courses. 
Most popular of these is the instruc- 
tion in electric ranges. No special em- 
phasis is placed on the selling features 
of any particular make of range, but 
general features common to all elec- 
tric ranges are emphasized. For ex- 
ample, students are informed of the 
little heat loss in electric cooking as 
compared with other types of fuels. 
They are briefed on the excellence of 
electric range insulation and learn by 
actual practice how clean electric cook- 
ing can be. They learn to do more 
than merely open the oven door as a 
demonstration. They are taught to 
point out all the features and when it 
comes to a discussion on “How well 
does it cook?” they can more than hold 
their own because they have cooked on 
it. Classes include actual use of the 
range—melting chocolate, making 
cream puffs, baking, roasting, broil- 
ing, frying, boiling. They eat what 
they cook and if it isn’t good they 
hear about it from their own stomachs. 
They learn that if the recipe is fol- 
lowed exactly, if the one cup called 
for is one cup used, the finished food 
will. be right and tasty. Once shown 
that good food can be cooked precisely, 
the same way every time, the salesman 
himself conveys his conviction to his 
own prospects. The same methods of 
instruction are used with other appli- 
ances. When the course is completed, 
the student knows the equipment, how 
to use it, and how to demonstrate it. 

Plenty of equipment is currently 

(Continued on page 246) 
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NE of the most aggressive elec- 
O trical dealers in Iowa is hard 

working, smiling Floyd E. Jack- 
son, Iowa City, Iowa. 

At the same time, one of the finest 
gifts shops in Iowa is operated by 
this same man and his co-operative 
wife. 

Gifts and appliances bring a neat 
profit to Mr. Jackson and have done 
so for a number of years. Last year 
his electrical business grossed about 
$35,000 and his gifts totaled $28,000. 

The gift business, according to Mr. 
Jackson, helped to swell the traffic 
of the store immensely, as well as 
bringing an excellent profit with a 
good margin rate. Many of the per- 
sons who buy gifts at this store see 
the appliances which are spotted at 
advantageous locations throughout the 
store, and quite a number of them 
buy. 

This year and in the years to come 
Mr. Jackson knows, from past experi- 
ence, that he is going to make many 
appliances sales, because his gift de- 
partment gives him the store traffic he 
needs, 

Mr. Jackson and his wife went into 
the gift sideline at the beginning of 
the war period when they needed 
other lines to make a profit. But 
they just didn’t set up a few tables and 


A full line of radio sets is handled—but 


you will note the sets are surrounded by gift 
merchandise, 
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They 


put a few gifts on display. 
studied the finest gift displays they 
could find in nearby cities, and then 
gave Iowa City residents a gift store 
of which they could well be proud. 
That such a gift venture paid off 
can be seen from the annual volume 


figures. There are times when as 
many as fifty women are in the store 
at one time buying gifts. 

Jackson’s prospect lists are bulging 
with red-hot prospects for various 
appliances. He was one of the few 
dealers in this area who seriously 
went after down payments on appli- 
ances prior to delivery to customers. 

In quite a number of instances, 
customers kept coming in each week 
or month, paying on appliances they 


. +++. Or So thinks Floyd Jackson of lowa City 


who found that narly half his volume was coming 
from this former sideline—giftwares 
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automatic 
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Floyd Jackson, lowa City electrical dealer, inspects his sales record and prospect list. 


The electrical business is still top dog. A 


This one shot will show you how extensively Floyd Jackson—"Let Jack Serve You Elec- 
trically"—has gone into the giftwares business. ; 


had not yet received, until they had 
them all paid for. Others made sub- 
stantial down payments and were con- 
tent to wait until their appliances 
arrived. 

Jackson set up special books to 
handle this kind of business. He ad- 
mits that it was a lot of work to 
handle his appliance business in this 
way, but he also points out that 
prospect lists obtained in this way did 
not vanish or evaporate into thin air. 
The man who made a down payment 
on an appliance not yet in stock was 
told he might have to wait for a long 
time. He was also told that his down 
payment would not be given back 
to him in case he changed his mind; 
he was expected to carry out his ob- 





ligation and -purchase the appliance. 

However, he was given the option 
of taking out his down payment in 
trade on any other item in stock in the 
store, in case he so wished. Very 
few of Jackson’s deals were cancelled 
on this or any other basis. 

A large sign across the display 
bridge near the ceiling—halfway down 
the store—reads, “Let Jack Serve You 
Electrically.” This sign can be seen 
by everyone entering the store, and it 
can also be seen from the sidewalk. 
It constantly reminds his gift cus- 
tomers that Jackson’s sells electrical 
appliances and services them. ° 

Mr, Jackson has several makes of 
washing machines set up for demon- 
strations in his store. When he con- 
ducts such a demonstration for one 
woman, the chances are that five or 
more other women in the store, buying 
gifts, are going to come over and watch 
the performance. Many washing ma- 
chine prospects are secured through 
this method. 

Mr. Jackson intends to maintain 
his profitable gift department and also 
to devote more space to appliance dis- 
play as these units become available. 
It is his belief that he has found a 
good combination in his city at least 
insofar as securing traffic and profit 
is concerned. 

He has seven employees, besides his 
wife and himself. Four are in the 
service and wiring department, while 
three handle gift sales. 
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Refrigerator 
‘TRADE-INS 


Only one refrigerator is 


being 


traded in for every 100 sold accord- 


ing to our first survey on the pres- 


ent status of the trade-in situation 


By LAURENCE WRAY 


Ox one out of every hundred 
refrigerator sales, during the 

last quarter of 1946, involved a 
trade-in, according to the results of a 
survey recently ELEc- 
among 660 
to the question, 
Che survey is the first of a projected 
series which will be conducted at in- 
tervals to 


completed by 
rRICAL MERCHANDISING 


cle alers responding 


determine the extent to 
figure in 
and deliveries 
increase from month to month, the ex 


which trade-ins will sales. 


As production, sales 
tent to which trade-ins are accepted 


provid s a reliable guide to the emer 


gence of a buyer’s market 


25 Sales Per Dealer 


[he questionnaire, mailed to 6,000 


appliance dealers, brought replies 
Irom O60, comprising specialty appli- 
ance dealers, furnitur: 


ment 


stores, 


depart- 


and general hardware 


dealers, 


stores, 
and miscellaneous 


600 


utilities 
dealers Of the 
total of 16,641 


delivered—an 


responding, a 
refrigerators had been 
average of 25 refrig- 
Only 185 trade-ins 
were involved in the 
or 1.11 The percentage of 
dealers taking trade-ins against deliv- 
eries was 12.6 percent (83 of the 660 
dealers). 


erators per dealer. 
sales, however, 
percent 


In reply to the question, “ 
intend to accept 
date ?”, 457 


ee you 
trade-ins at a later 
69.2 percent 
said “yes,” while 110 dealers, or 16.7 
percent “no.” A 
percent—were undecided. 

Relatively few of the dealers not 
accepting trade-ins at the present had 


dealers, or 


said fraction—1.7 
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any denfiite idea about when they 
would begin to accept them. A total 
of 258 of the 660 dealers replying 
either did not know when they would 
take trade-ins, or indicated that they 
would only do so when supply met de- 
mand, when competition set in, when 
backlogs of orders were filled, or merely 
“when necessary.” A smaller group, 
however, had more definite ideas and 
indicated that their plans included 
trade-ins during the first, second, third 
or fourth quarter of the current year. 
\ still smaller group indicated that 
trade-ins would not be accepted until 
1948 or later. 

Of the 83 dealers who did accept 
trade-ins during the final quarter of 
1946—and the took in 185 
the biggest proportion 
and resold them (62.1 percent). 


boxes— 
reconditioned 
Next 
to the reconditioners were those who 
sold the trade-ins “as is” (17 percent). 
In other words, close to 80 percent of 
taken in sold. 
lhe remainder were either scrapped 
(8.3 percent), were still on the deal- 
er’s premises (10.4 percent), or were 
rented or loaned (2.2 percent). 


the boxes trade were 


Owner Prospects 


\n estimate was supplied by 539 
dealers as to the percentage of their 
prospects now owning a mechanical 
refrigerator. It showed that 58.4 per- 
cent of the dealers believed that less 
than half their prospects now owned 
one; 28.8 percent of the dealers who 
believed that 50 to 75 percent of their 
prospects were already enjoying me- 
chanical refrigeration; and 12.8 per- 


REFRIGERATOR DELIVERIES VS. TRADE-INS 


NUMBER OF 
REFRIGERATORS 


No. Dirs. 
Reporting 


224 
124 Furniture Dealers 
63 Department & Gen'l 
79 Hardware Dealers 
38 Utilities 
32 Misc. Dealers 


660 


7,042 
3,17 
3,780 

962 


Appliance Dealers 


487 


Total Dealers 


Delivered 


1,213 


16,641 


NUMBER OF 
DEALERS 


Not Taking 
Trade-Ins 


Accepted as 
Trade-Ins 


122 51 273 
20 10 114 
yx) 10 53 
18 ie) fy] 

0 0 38 
2 2 xie) 


185 83 577 


Taking 
Trade-Ins 


Average Number of Refrigerators Delivered—25 refrigerators, 


per dealer 


% Trade-Ins Accepted vs. Refrigerators 
Delivered (185 trade-ins; 16,641 refrigerators) 


% Dealers Accepting Trade-Ins (83 out of 660) 


PERCENTAGE 


No. Dirs. 
Reporting 
324 
124 


235 


Furniture Dealers 87 


Appliance Dealers 


63 Department & General 39 
79 Hardware Dealers 52 
38 Utilities ya 
32 Miscellaneous Dealers 23 


Total Dealers 457 


69.2% 


cent who were of the opinion that own- 
ership was as high as 75 to 100 per- 
cent. 

Chief reason for the dealer’s reluc- 
tance to accept traded-in refrigerators 
at the present time, 237 of them said, 
was that if was not necessary. They 
were selling to customers who had 
no refrigerator, they had too many 
customers to sell to, people were using 
old refrigerators as auxiliaries, etc. 


Dealer Preference 


The next mast important reason, ac- 
cording to 128 of the dealers, was 
that preference was being given to 
customers who had no refrigerators. 
Still a third group of dealers, total- 
ing 103, declared that customers got 
more for their old boxes by disposing 
of them privately. The profit problem 
was uppermost in the minds of 70 of 
the responding dealers: they declared 
that present markups do not permit 
junking ; that margins are too narrow, 
customers expect too much for their 
old jalopy, or that most refrigerators 
were too old and cost too much to 
repair. A smattering of dealers gave 
other reasons: insufficient storage 
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“Yes” 





OF DEALERS WHO WIiL TAKE TRADE-INS 


Accepted 
Trade-Ins 
Undecided Oct.-Dec. 1946 


37 v1 50* 
25 r ie) 
12 10 
iT) 10 
15 _ 
5 y 


110 11 82 
16.7% 


“No” 


1.7% 12.4% 


space for trade-ins; insufficient service 
facilities, difficulty in obtaining parts, 
and others. 


Future Trade-In Plans 


In reply to a query concerning the 
dealer’s facilities and future plans for 
reconditioning trade-ins, 77.8 percent 
of the 429 dealers replying said that 
their plans called for complete over- 
haul of both the mechanism and out- 
ward appearance of the refrigerator. 
Only 6.8: percent aimed to paint up 
the box and get rid of it; only 98 
were going to put the boxes in good 
mechanical condition without a repaint 
job; and only 5.6 percent intended to 
do neither, or sell them “as is.” How- 
ever, it is interesting to note that 120 
dealers had decided to let someone 
else take over the job of recondition 
ing trade-ins. 


Wide Response 


The survey, incidentally, brought 
responses from twelve states in various 
parts of the country and among the 
communities included were towns of 
2,500 population or less and cities of 
500,000 ang more. nd 
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half mile from where this is 
A written is an area which has 
incongruously blossomed out 
with the name of “The Barracks.” It 
represents the city of Evanston’s at- 
tempt to house the ex-G.I. population. 
Playfully called “Temporary Hous- 
ing,” these garage-like shanties give 
each family approximately 25x20 in 
floor space. The baby freezes when 
its bottom is placed on the cement 
floor. These places are hard to heat 
and god-awfully noisy when it rains 
or hails on the tin roof. 
But the greatest cross to bear, the 
young G.I. families who occupy them 
find, is the lack of space to put things. 


Trend of the Times 


We might as well admit that these 
shacks, along with the chopped-up 
apartment buildings and homes repre- 
sent the trend of the present age—two 
servicemen in every garage. These 
conditions indicate a fall in the stan- 
dard of living that follows war, and 
unfortunately they hit the newly 
created families who are among the 
country’s customers for appliances. 

The question is, are manufacturers 
taking cognizance of the fact that lack 
of floor space represents one of the 
most difficult problems a young couple 
has to deal with when they buy some- 
thing new for their homes? 

It would appear so. The thinking 


the manufacturers are putting in is 
today just coming out on the sales 
It has been several years since 


floor. 


ELECTRICAL MERCHANDISING—MAY 


Ed Hurley demonstrated the Gladiron 
to this writer. ‘“Lookit,”’ he said, 
“how I can up-end this ironer, roll it 
on wheels to a corner and there it will 
sit until next needed, occupying only 
a fraction of space that the old type 
ironer did.” (17 by 17 in. closed, 
52 by 19 in. open.) 

At the January markets Joseph 
Frantz of Apex demonstrated an Apex 
ironer that likewise folded up, its 
roller pointing to the heavens and 
taking up a minimum of space in the 
home. 

“We know all about the scarcity of 
floor space in the Frantz home,” he 
told ELectricAL MERCHANDISING. 
“Three of the Frantz kids are still 
living at home after their marriage, 
simply because there was no place to 
rent. With three grandchildren on 
hand, you can bet that space is at a 
premium at our place.” 

Designers of washers have also kept 
an eye open on the matter of how 
much floor space their machines should 
occupy. For example, the present 
model of the ABC-O-Matic produced 
by Altorfer Brothers occupies con- 
siderably less space than the early 
models. The play that apartment 
house washers have been getting in 
recent months is a tribute to how im- 
portant the convenience of small floor 
space is. 


Radio Feeling Pinch 


Eddie May of the Sentinel Corp. 
points out that radio is feeling the 
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SPACE. SAVERS 


The Amount of Actual Room Occupied by an 
Appliance Has Become an Important Selling Factor. 


same pinch that any other appliance is. 
At the January Markets Sentinel beat 
the tomtom for an apartment house 
sized radio record player which took 
up space of 20$ by 16} in. compared 
to the 34 by 16 occupied by the con- 
ventional console machine. Cigar-box 
sized radios offer another proof that 
compactness is a sales feature. John 
Garceau of Farnsworth told of the 
popularity of a table model television 
set his company ‘produces. 

Among the small appliances possibly 
a lot of the success of toasters like 
Toastmaster has been due to the 
modest amount of table space they 
occupy. 

Breakfast nooks and kitchen eating 
have become almost universal habits 
in America. Breakfast is served on a 
small table, and the earlier type toast- 
ers which flopped open required three 
times as much space to operate in as 
the pop-up toaster did. While it has 
never been made a sales point, never- 
theless this feature must have played a 
part in swinging the country’s habits. 

Wherever there has been an oppor- 
tunity, ELecTRICAL MERCHANDISING 
has opened a housewife’s appliance 
cupboard and taken pictures. The 
Waring Blendor has always had a 
good position on the shelf because it 
stands up and takes up little shelf 
room. Incidentally, most housewives 
stand their flatirons on end—or have 
you noticed? 

Few homes have specially built 
closets in which to keep vacuum clean- 


ers, and the way Hoover, the Premier, 
Eureka and other widely used models 
tuck away in the corner in little space 
undoubtedly has been a great boon to 
their selling. For families particularly 
dislike anything that poppa falls over 
frequently. 


Grand Piano Story 


There is very much precedent for 
using space occupied as a sales feature. 
Quarter of a century ago, the famous 
house of Lyon & Healy pioneered the 
apartment grand piano. 

At that time the average apartment 
in Chicago consisted of five rather 
large rooms, but still Chicago people 
did not feel their home was big enough 
for a grand piano. In their minds a 
grand piano was something about four 
axe handles long, and they didn’t feel 
the grand would fit in with their 
scheme of things. 

Lyon & Healy neatly solved the 
difficulty by offering a free paper floor 
plan to anyone who would ask. 

“Take it home, lay it on the living 
room floor, and see how little space 
an apartment grand occupies,” ran the 
Lyon & Healy advertisement. 

This was the strategy that put over 
the apartment grand in America. Peo- 
ple did just this thing, found they 
could fit in this kind of piano in their 
scheme of things and bought. Floor 
plans of appliances haven’t yet ap- 
peared on the horizon, yet if this build- 
ing of barracks-garages for G.I. Joes 
continues, you'll soon see them. End 
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St. Louis’ Latest.. 
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A night shot reveals open, two-floor lighting for maximum visibility of merchandise 


WO AND a half years of wait- 

ing for a brand-new building 
in the center of St. Louis’ 
“Times Square” at Grand an@ Wash- 
ington Avenue apparently hasn’t been 
too long,’ according to Gilbert Seidel, 
head: of the Appliance Division of 
Seidel Coal & Coke Co., St. Louis. 
Only a few months ago, Seidel felt 
that his “electrical department ‘store” 
would be completed fat too late to 
capitalize on the wide-open home ap- 
pliance market, but as it turned out, 














ABOVE 


at Seidel's. 


RIGHT 


Clean, brilliantly lit displays feature 
the store layout of Seidel's new ap- 
pliance and radio establishment. 
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Circular display tables for small ap- 
pliances may be moved to any point 


ultimate completion of the $100,000 
new retailing plant of the company was 
well-timed. “We were able to open up 
with a stock of appliances for immedi- 
ate delivery at a time when it counted 
most,” Seidel grinned, “instead of be- 
ing one more entry way behind the 
rest of the field.” 

Now the largest midtown appliance 
dealership in the Missouri city, the 
Seidel. Home Appliance store was 
“founded on a stoker.” Seidel Coal & 
Coke Co., with decades of fuel oil and 





hard fuels merchandising behind, got 
into the retail appliance field through 
the back way, as Gilbert Seidel put 
it, selling a few stokers out of cata- 
logues carried by salesmen, gradually 
adding oil-burning furnaces, and wind- 
ing up with a showroom which gave 
the firm a means of showing samples. 
Heating appliances sales volume = be- 
came what Seidel terms “nice busi- 
ness” during the late 1930’s, and when 
fuel oil customers began to ask why 
the company didn’t carry refrigerators 
and washing machines, Seidel went 
after such top franchises as Philco, 
Norge, and MHotpoint—and landed 
them. In 1940, unmindful of war 
clouds gathering, the company set up 
a retail store at 2914 Washington, six 
blocks from the current location, hired 
three salesmen, and found itself active- 
ly in the home appliance business. 
Concentrating on prospects gleaned 
from thousands of fuel accounts, the 
company got off to an excellent start. 
“We don’t talk about what happened 







tailing establishment .. . the out- 
growth of "a business that was 
founded on a stoker." 


during the war,” Seidel, who feels he’s 
still a youngster in appliance merchan. 
dising, said. “However, the pre-war 
experience justified setting up a com 
plete electrical appliance department 
store, and the expense of a building in 
the center of St. Louis’ entertainment 
district. We started planning’ this 
operation in 1944, sure that it would 
require only 4 year or so to complete, 
Now, even if it did require two anda 
half years, we’re glad we were able 
to catch up.” 


Big Traffic Area 


The Seidel store, a two story builé- 
ing completely remodeled from a gar- 
age, is located at 3524 Washington, 275 
feet from St. Louis’ biggest theatre, 
and within one block of four more 
leading movie houses. Eleven restau- 
rants, a bank, the city’s largest church, 
and six medical-office buildings, plus 
a midtown park square, are some of 
the reasons why Seidel Coal & Coke 
picked this location. Sidewalk traffic 
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An Electrical) 


Seidel Coal & Coke Co. open their 
$100,000 appliance and radio re- 
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A modern record counter at the rear of the Seidel store. 
Note back bay for display albums and listening booths. 


is estimated at something like 8,000 
per hour past the square, well worth 
the $100,000 which Seidel put into 
rebuilding the garage building from 
the ground up. (It has for the last 
three years been occupied by the 
U.S.0.) “We gave them something 
to look at,” Seidel pointed out. “We’re 
showing applances under a combina- 
tion of incandescent and fluorescent 
light which makes them easy to see a 





couple of blocks away, and are using 
four more windows on the second floor 
for the same purpose. We expect to 
be in business for a long tme to come, 
so the building is set up to do one 
thing—sell electrical merchandise in 
the best possible surroundings.” 

As pictured, the rectangular building 
includes a new ceramic cream tile 
front, eight huge display windows, ter- 
razzo flooring throughout, pastel plas- 
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By ROBERT LATIMER 





Opening day at Seidel's featured television demonstrations and this shot 
gives some idea of the crowds who attended to see the latest thing in radio. 


ter walls, elevated or dropped floors, 
and partitioned rooms for various ap- 
pliance lines. There is 5,000 square 
feet of selling space on the first floor. 
Coal and general offices are on the 
second floor. A 45-ton air conditioning 
system (first central system’ installed 
in St. Louis since 1943) will cool and 
heat the building, and all rooms are 
soundproofed. Included in the invest- 
ment is a parking lot which will ac- 
commodate 75 cars—No. ‘1 conveni- 
ence point in the store’s selling plans. 
Customers may pull off Washington 
Avenue conveniently, park, and walk 
100 feet into the store, a huge sign 
making the invitation. At night the 
lot will be utilized for theatre parking, 
this depending on store hours, which 
aren’t as yet definite. “Right now 
we’re open from 9 til 9 daily,” Seidel 
said. “We have no idea of what hours 
are best. We'll stay open longer or 
close earlier according to the story the 
cash register tells us. Give us a little 
time to decide this point.” 


Unique Lighting System 


There is no question but that night 
selling will bulk large in Seidel’s 
sales ambitions. That’s one reason for 
the unique lighting system, which con- 
sists of three six-lamp fluorescent fix- 


One wall at Seidel's is devoted to one 
sample each of leading appliance lines. 
Here a salesman demonstravss an auto- 
matic washer fer two prospects. 


tures and three 150 watt incandescent 
spotlights in each 9 foot bay across 
the ceiling. “We found that some ap- 
pliances do not look their best under 
fluorescent light alone, and that in- 
candescent spots to point up the high- 
lights were needed,” Seidel said. “In- 
candescents by themselves were not 
too good, either. Both types of light 
together get a ‘live’ appearance into 
our showrooms which will stop even- 
ing traffic. We hope to entice the 
homeward bound businessman into 
looking through the display windows, 
and bringing his wife down later in the 
evening.” 

Seidel used the war doldrums to line 
up some mightily important franchises. 
Incorporated are Philco, Norge, Hot- 
point and Admiral refrigerators; 
Youngstown kitchens; Westinghouse, 
Hotpoint, L&H, Monarch, Norge and 
Magic Chef ranges; Hotpoint and Gib- 
son home freezers, plus Deepfreeze; 
Launderall, Laundromat, and Thor 
Automagic home laundries, a score of 
washing machine lines and small traf- 
fic appliances. Back in the radio room 
are Garod, Philco, Westinghouse, 
Stromberg-Carlson, Stewart-Warner 
and other sets, including two television 
receivers which will be regularly 
stocked. Farther back are Anchor 
Stokers, Kleenheet oil burning heating 
equipment, and Master Kraft. Bard 
gas furnaces complete the heating line- 
up. 

(Continued on page 242) 
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Specialist in customers—Sol Wiseman, with two stores and a third in embryo, 


r 


never loses touch with personal selling. He still takes floor time, keeps up-to-date 
the sales talks he started learning as a specialty salesman 25 years ago, wants 
to know more and more about customers’ needs so he can keep them satisfied. 


To satisfy the common man and woman, the appliance buyers in the Shattuck 
Ave. section of Berkeley-Oakland, Wiseman has his main store in a heavy- 


traffic spot flanked by Western Auto Supply and Safeway. 


Neither eyesore nor 


focal point, it is ideally situated to serve the people drawn by classified ads. 


OU can say what you like about 
this ‘“‘satisfied 
in the 


customer” angle 


y 


appliance 


normally dog-eat-dog 
business, but if 
Sol Wise- 
can show you 
figures on his $338,000 gross in 1946 


retailing 
you're agin it, or ignore it, 


man of Berkeley, Calif... 


that says you're wrong. 
Sol Wiseman is a specialist in satis- 
fying customers—but, so is every suc 


cessiul appliance dealer in one way 


or another. It’s just that Sol has his 
own well-thought out way of doing 
it. It’s a way that makes sense, and 
makes money, 

Wiseman has been around quite a 
while and he’s had a chance to see 


most everything in the appliance game 


and to make 


d about the right 


way of selling electrical goods. We'll 
let him tell in his own way about his 
methods of satsfying customers, but 
first let’s take a look at who’s talking. 

He owns and operates Wiseman’s 
Appliances on Shattuck Ave., Berke- 


ley, right close to the Oakland city 


line. In the fall of 46 he opened an- 
other store of the same name in La- 
the highway in Contra 
Costa County, serving the rural and 
suburban homes in that post-war boom 


Tayette, on 


Several miles away, in the town 
of Orinda, Wiseman has another store 


area. 


nearing completion to sell appliances 
to the wealthy ranch owners. But he 
is still a salesman, just as he was 25 
vears ago when he joined Hinks De- 
partment Store, Oakland, as an appli- 
This experience in the 
which 


ance salesman. 
he now 
supplemented by field selling in Hilo, 
Hawaii, 


same area serves Was 


where he put radios on a 
truck and went out for a week at a 
time to tour the plantation market. 
k to the mainland he took over the 
ist Bay region again, selling for the 
Oakland store of the Wurlitzer Music 
into 


Bac 
E 


Co. before going business for 
himself. 

Chat’s who’s talking and this is what 
he has to say: 


“Satisfying customers is not the 





Nits Customer 


IS HIS 
BUSINESS 


By HOWARD EMERSON 





WASHERS 


4 CLEANER! 
ig FASTER! 


policy of saying ‘yes’ meekly to every- 
thing they say, or agreeing to every 
demand that the ignorance or greed of 
a few of them will put on you. Very 
often it means saying ‘no’ and mean- 
ing it. I’d say that it is a thorough 
understanding of the customers’ needs, 
plus a basic merchandising policy that 
enables you to get hold of just what 
they need and to make it possible to 
have the customer afford and enjoy 
these appliances.” 


Unwritten Rules 


Because he has been at it a long 
time, and* works on this customer 
satisfying policy without referring to 
any set of rules, Wiseman can’t pro- 
duce any list of things to do. But, he 
knows what they are, and after a few 
hours with him it is possible to codify 
his methods. If there is a vacant spot 
on the office wall beside the Varga 
girl calendar, many dealers could well 
use this reference list. Subject: Cus- 


tomers. Object: Satisfying thereof. 
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Dp 


GES 


Reason: Make money. 


- Know your customer. 

Know what he needs. 

Get a stock of what he needs. 
Let customer know you have it. 
Let him know what he needs. 
Show him how to get it. 
Show him what he's getting. 
Show him how to use it. 

9. Help him enjoy it. 


PANO Maw 


That’s the way it looks as a list. 
As a method of running an electrical 
appliance business that has made Sol 
Wiseman a success, he has this to 
Say: 

“Knowing your customers requires 
a thorough study of the area you serve. 
We have to know the customer’s needs 
before we ever meet them, else we 
would not be ready to serve them. 
Our biggest market is Oakland, Ber- 
keley and Richmond. In these cities’ 
we have millionaires, well-to-do, mid- 
dle-class and lower-income families. 
We know, however* that the very rich 
and the well-to-do trade in San Fran- 
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Putting the "satisfied" in “satisfied cust omer" is the selling policy of appliance 
dealer Sol Wiseman, Berkeley, Calif. From his 25 years in the business he has 


developed 9 cardinal points that he practices. They make sense and he makes money. 


cisco, using their charge accounts. We 
get some of that trade, but mostly it 
is the mass of middle-class and lower- 
income families that we must satisfy 
by our merchandising policy. 

“Once we know this, know who are 
to be our customers, we have to know 
what they need. We have to be familiar 
with the different neighborhoods, with 
the types of houses common in the East 
Bay area, with the average size of 
kitchens, with the cost of electricity, 
etc. We have to judge this knowledge 
in the light of the merchandise that 
is produced by the electrical manufac- 
turers. Once we know our average 
prospect, his house and his living 
habits, then it is our job to see that 
we stock or make available the best 
possible electrical appliances to suit 
his needs. We have to stock the 
goods we know these future customers 
need rather than try to palm off some- 
thing else on them. 


Get Them to the Store 


“That gives you a picture of what 
a store like ours, in which the ultimate 
pleasing of the customer is the objec- 
tive, does before it is.time to open the 
doors for business, and which it con- 
tinues to do regularly from that day on. 


The rest of our merchandising policy 
has to do with our personal relations 
with the prospect and with him later 
as a customer. The connecting link 
is noise—we yell like hell to let the 
prospects -know that we’ve done all 
this preparatory work, that we have 
exactly what what he needs and wants. 
We are partial to classified advertising 
—using large, often one-third page 
copy, in the classified pages of the 
Oakland Tribune to promote immedi- 
ate traffic to the store. Then we keep 
the public conscious at all times that 
we are in business on Shattuck Avenue 
with the appliances they need. For 
that purpose we use newspaper dis- 
play advertising and billboards. 
“There’s another way we advertise 
that we have what the prospect needs, 
and at prices that she can afford. You 
and I are standing in the middle of that 
advertising right now. It’s this mass 
display of appliances on the salesroom 
floor, and this full glass storefront that 
lets the prospect look in before he 
comes in. While she is looking into 
the window we throw some advertsing 
at her—the potted palms that aré not 
scattered around, the fancy drapes 
that don’t hang on the walls, the carna- 
tions that we don’t wear in our button- 
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holes. We keep a neat, attractive store, 
but we keep the decoration simple be- 
cause we want the middle and lower 
income groups to feel that they can 
afford to buy here. Our advertising 
is designed to attract that group, so 
we don’t want to scare them away 
when they get here. First, they look 
at the mass display and think ‘well, 
with that many appliances in there, 


there will be something that we can 
afford’ or ‘from all those we'll be able 
to find just what we need.’ Because 
the store doesn’t have a ‘plush’ ap- 
pearance, they'll feel that they can 
afford what they see here, that it won’t 
be overpriced. 

“Our next step in turning the pros- 
pect into a satisfied customer, is to 


(Continued on page 250) 

















ABOVE 


No potted palms, no frills—just 
appliances. « Customer - atalyzer 
Sol Wiseman keeps Berkeley store 
a mass display of appliances, all 
models, all price ranges. "We 
certainly can find just what we 
want and what we can afford in 
that large display", say customers, 
says Wiseman. $338,000 volume 
in 1946 is added evidence. 


LEFT 


Kitchen elements, not kitchens, 
on the rear of Wiseman's Berke- 
ley store. Mass of public is not 
ready, can't afford complete 
kitchens as a single purchase, says 
Wiseman. He encourages piece- 
meal buying plus long-range plan- 
ning for the lower-income groups 
he sells. These people are scared 
away by apparent cost of com- 
plete kitchen. 
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By A. B. WINDHAM 


One of Louisville's largest department stores, 


J. Bacon & Sons, found a way to increase traffic 


in the appliance department by 1000 percent. A 


few other tricks also helped to make this firm a 


leader in the field down Kentucky way. 


F necessity is the mother of in- 

vention, it certainly is the grand- 

mother of innovation. Many de- 
partment stores have found this true in 
the years when the sale of appliances 
began to zoom as homeowners turned 
more and more to electrical living. 

When J. Bacon & Sons, of 332 West 
Market Street, Louisville, Ky., de- 
cided to go into the electrical appli- 
ance business on a large scale, the 
store heads felt that a revised plan 
of merchandising—a design for selling, 
so to speak—was needed if the store 
was to become an outstanding one in 
the sale of electrical appliances. De- 
tails of working out this design were 
turned over to F. G. Nally, merchan- 
dise manager of the appliance depart- 
ment. 

Mr, Nally’s plan, which has been in 
operation about eight years, is based 
on four major factors. These are, in 
his own words: “An appliance depart- 
ment in the major traffic center of the 
store; displays with plenty of eye ap- 
peal; a good slogan for your advertis- 
ing, and enough branches to cover 
your trading radius.” 


Hew the Formula Works 


According to Mr. Nally, this four- 
point formula can’t miss, and he points 
to the records and sales of Bacon’s 
appliance department for the last sev- 
eral years, to prove his contention. 
He has been singularly successful in 
building that department into one of 
Louisville’s foremost. Major lines 
handled by the store are Kelvinator, 
Phileco, RCA, General Electric, Mo- 
torola and Sparton. 

Until 1939, Mr. Nally admits, J. 
3acon & Sons had missed many a 
trick of increasing sales. In fact, the 
firm maintained an appliance depart- 
ment simply because it fitted into the 
pattern of a department store, but the 
idea of such a unit becoming one of 
the store’s big money makers was not 
held by its owners, nor was much 
thought given to making it a feature 
of the store. 

“But demand created the necessity,” 
Mr. Nally recalls. “We finally realized 
that appliance selling was big busi- 
ness and an integral part of depart- 
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esign 


Polo 


ment store merchandising. We deter- 
mined then and there to build our 
electrical appliance department into 
one of the store’s largest and best. 
This called for the introduction of 
many new sales methods as well as for 
a rearrangement of plans, spacing, ad- 
vertising and other factors in our 
business set-up.” 

The first move in the reorganiza- 
tion and selling design was to move 
the appliance section to the fifth floor 
of the store “right next to the credit 
department, where more than 10,000 
credit customers came in at least once 
a month,” Mr. Nally says. 

“Why, such a move was a natural,” 
he continues. “We couldn’t miss. Ev- 
ery credit customer who comes in to 
pay her bill—and 60 percent of these 
customers do come in instead of mail- 
ing checks—is a prospective appliance 
buyer. We get them coming and go- 
ing, since they must walk right 
through the appliance department to 
get to the cashier’s windows, and it’s 


A visting celebrity usually is willing to help 
plug sales of his records. F. G. Nally, 
left, enterprising merchandise manager of 
Bacon's, looks on as Cab Calloway auto- 
graphs a record for a young admirer. 


a rare customer who doesn’t stop one 
way or the other to examine some elec- 
trical equipment.” 

With the new arrangement, traffic 
was increased by an estimated 1000 
percent. As credit customers lined 
up to pay bills, few eyes could resist 
wandering over the attractive line of 
refrigerators, ranges and other appli- 


ances displayed so conveniently—and 
appealingly—nearby. 

“A top-notch display gets them eyv- 
ery time,” Mr. Nally declares. “As a 
housewife approaches the credit win- 
dow to pay her bill, she just naturally 
has an inclination to stop and open 
a refrigerator door or to peer into the 
window of a washer as it jumbles the 
clothes about. Our heaviest sales are 
made to club plan members who come 
in to make a payment on their accounts 
once a month.” 

When the move to be nearer the 
credit department was made, it resulted 
in a loss of about 15 percent of the 
space which the department formerly 
held, but according to Mr. Nally, the 
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A Louisville housewife, one of the many customers of J. Bacon & Sons, learns the details 
of an electric range from F. G. Nally, merchandise manager of the firm. Mr. Nally's 
design for selling includes knowledge of operating and demonstrating all appliances. 


resulting increase in traffic more than 
offset the loss. New plans now under 
consideration by the store heads, call 
for an expansion of the appliance de- 
partment to a size which will add 
approximately one third more space 
to its present area. The store’s gen- 
eral offices will be consolidated to 
effect this increase in space. 

The single factor of moving the 
appliance department near the great 
traffic center of the store proved to 
be one of the most profitable steps 


taken in the store’s reorganization, Mr. 
Nally declares. As a result of the 
move and directly attributable to it, 
Mr. Nally believes, business has 
steadily increased each year and he 
confidently asserts that the depart- 
ment will do a million dollar business 
during 1947:’ This is an increase of 
approximately 30 to 40 percent over 
the department’s 1946 sales and more 
than 70 percent over the 1939 sales. 

“When we can show sales figures 
like that, we know we have achieved 
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ABOVE—This shot of customers in Bacon's appliance department during a busy hour 
indicates the truthfulness of the store's advertising slogan: "Bacon's—Louisville's Busiest 
Appliance Store." The store receives many letters addressed in this fashion. 


LEFT—The well-planned appliance department of J. Bacon & Sons Department Store 
in Louisville, Ky., occupies one end of the fifth floor, shown here framed against the 


store's circular center well. 


On her way to make a payment on her club plan, this Louisville housewife finds the 
attraction of a gleaming new refrigerator too much to resist. By placing appliances 
next to the credit department, Bacon's has increased traffic an estimated 1000 percent, 


the goal we were striving for,” says 
Mr. Nally. “It was a smart move to 
latch on to the credit department. 
What other department of the store 
could have increased traffic to such a 
figure?” 

The second factor in Mr. Nally’s 
design for selling is smart advertising. 
He spent a long time experimenting 
with various kinds and types of adver- 
tising, ranging from radio plugs and 
throw-aways to specialized newspaper 
advertising, judging public reaction. 


“All advertising pays, of course, but 
we wanted the most effective type. We 
found it in the development of a simple 
slogan which proved to be the best 
advertising factor the store ever used,” 
Mr. Nally declares. This slogan is 
credited by him with greatly increas- 
ing the number of appliance buyers 
who file into the Bacon store. Two 
years ago, Mr. Nally began to insert 
into the store’s daily newspaper ads, 
the phrase: ‘“Bacon’s — Louisville’s 

(Continued on page 248) 
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HEN an electrical appliance 
dealer in a city of 50,000 does 
a $75,000 per year service 
and repair business, the fact besides 
being indicative of 
effective business 


noteworthy, is 
unusual and highly 
methods 

Down in Asheville, N. 
of the Dacy 
a synonym for 


C., the name 
Electric Co. has been 
outstanding service for 
more than 17 years, because Kenneth 
G. Dacy, who owns the firm, planned 
it that way. Long ago, according to 
Mr. Dacy, he “learned you've got to 
have something to back up your adver- 
tising, get ahead of your competitors 
and keep your business in the public 
eye, if you're going to make a name in 
the appliance service world.” 

Mr. Dacy figures he has something 
to do just that. Experience has taught 
him, he says to maintain three fixed 
policies in conducting his business, and 
to these factors he ascribes his high 
position and profitable success in to- 
day’s service field. These factors are: 
system in the repair shop, a strictly 
cash policy for service work and an 
aggressive business technique. 


System in Service 


“T could write a volume about sys- 
tem in the repair shop,” he declares. 
“Without it, the average repair shop 
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profits can drop 50 to 75 percent due 
to fatigue, loss of valuable time, lack 
of proper parts and other 
I’ve learned that a repair 
shop is pretty much like .a_ kitchen. 
If appliance manufacturers and de- 
signers are spending long hours to 
make kitchen work easier for the 
housewife, why shouldn’t a_ service 
man do the same for his workers ?” 

The result of Mr. Dacy’s thinking 
is apparent in the arrangement of his 
shop, where six service and repair 
men are on duty. Two work tables, 
15 feet in length, line the sides of two 
walls. Above the tables, arranged in 
neat rows where handiness is para- 
mount, are tools of all kinds such as 


tools or 


reasons, 
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pliers, wrenches, screw drivers, ham- 
mers, shears and other hand tools 
which repair men have only to reach 
for. A shelf below the work tables, 
high enough to prevent stooping, holds 
the larger tools. 

Built into the edges of each work 
table are 10 plug-in outlets wired so 
that every other one is a test outlet and 
the others are 110-volt outlets for 
actual hook-ups to appliances. A mas- 
ter current breaker, installed at the 
end of each table, saves many a dash 
across the shop to the main switch, 
and stools are handy for the workmen 
to sit upon while at their tasks. Groups 
of test lights are spaced at intervals 
on the wall tool boards. 


MAY I, 
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“The work tables are examples of 
what I mean by system,” Mr. Dacy 
says. “With such an arrangement, a 
service man can repair an entire ap- 
pliance and hardly move out of his 
tracks.” 


Refrigeration Work Bench 


Another example of shop efficiency 
is a strongly built table and shelf which 
Mr. Dacy, who conceived and built 
it, calls the “refrigeration work bench.” 
The shelf stands about two feet off 
the floor, eliminating the necessity for 
stooping and squatting while repair- 
ing a refrigerator or frozen food unit. 
The table, about a foot and a half 
higher than the shelf, is so conveniently 
built that parts may be lined up and 
assembled with a minimum of effort. 
At one end of the refrigerator work 
bench a gasket board holds every type 
and design of gasket needed for quick 
repair work. A special compressor 
vice, attached to the bench, is designed 
to hold almost any part needed and 
under the bench, a handy tank con- 
tains tetrachloride for washing the 
parts. In one corner of the shop, 4 
refrigerator charging board is com- 
pactly arranged to dispense freon, sul- 
phur or methyl, and a portable electric 
welder completes the shop’s mechani- 
cal units. 
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Service SysTEM 


The gigantic stock of parts carried 
by the Dacy Electric Co. is arranged 
in bins in the order in which they 
are most frequently used. The first 
row of bins contains appliance parts, 
the second contains vacuum cleaner 
and washer parts, the third contains 
refrigerator and range parts, and so 
on. One bin holds approximately 50 
complete motors for refrigerators of 
all makes, and these motors are never 
sold unless the customer has a motor 
to exchange at the prescribed exchange 
rate. 

Jim Cowan, head of the repair shop, 
declares Mr. Dacy’s system and 








method of arrangement has cut the 
effort and time ordinarily used in the 
average repair shop, by almost half, 
and Mr. Dacy himself believes the 
working conditions contingent on his 
systematized shop plan to be a major 
factor in producing top workmanship 
and thereby increasing his business. 


Cash for Repairs 


The cash policy for repair work 
laid down by Mr. Dacy and maintained 
as a facet of his business is a simple 
one. At the time the customer calls 
in a service order, he is given an 
estimate of the cost as well as a prob- 
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able time of delivery. When the re- 
pairs are finished and the customer 
has a check ready, the repaired appli- 
ance is delivered. According to Mr. 
Dacy, less than one percent of all 
repairs remain in the shop for any con- 
siderable length of time. The only 
credit exceptions are those extended 
occasionally to smaller dealers who 
are well known and are long-time cus- 
tomers of the firm. Repair and service 
work pours into the shop from a radius 
of 75 to 100 miles. 

“All our repair business is done on 
a cash basis, the same as a garage 
handles automobile repairs,’ he ex- 


_ 


plains. “We buy parts for cash and 
sell our work for cash. Our customers 
know we work on that basis and for 
three and a half years, we haven't 
even had a request for credit. By 
maintaining a heavy stock and doing 
cash work, we have eliminated tons of 
paper work and bookkeeping and have 
remained on a firm financial founda- 
tion.” 

The third of Mr. Dacy’s trade poli- 
cies—an aggressive business technique 
—rests first on his choice of workmen. 
Because of careful selection and train- 
ing, he believes he has the best repair 

(Continued on page 253) 
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YOUNG MEN 
IN A HURRY 


Part of the McDonalds’ hard-hit- 
ting sales group of 16 men. A 
seven-man team handles Philco 
radio, five men are on refrigera- 
tors, home freezers, two men 
handle radio parts and the re- 
mainder are detailed to other 
lines including small appliances. 


The war-born distributing firm run by 
the McDonalds of Memphis has had a 
phenomenal growth... Pep and perspira- 
tion have put 500 dealers on their books 
... The story of a company built on pro- 
moting the dealer's business. 


By GRIER LOWRY 


McDonald's merchandising plans call for coopera- 
tive programs with dealers on exhibits at shows, 
fairs, etc. Above, J. W. McDonald demonstrates 
the Philco freezer to E. P. Stinson, Walnut, Miss., 
dealer, at the National Home Show held in 
Memphis. « 
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ENIUS, Thomas 


A. Edison 
once told an interviewer, is 
one percent inspiration, and 

ninety-nine fercent perspiration. 

Practically the same formula was 
used by the McDonald Brothers, 

Memphis, Tennessee, in launching 


their wholesale appliance organization 
at the crux of the wartime merchan- 
dise shortage period. 

Although they had an exclusive 
Philco franchise tucked safely away, 
this manufacturer was engaged chiefly 
in making war goods when the Mc- 






J. W. McDonald, vice-president, 
and J. G. McDonald, president, 
are the two brothers responsible 
for the phenomenal growth of 
McDonald Bros., Memphis dis- 
tributors. A third brother, J. L. 
McDonald, back from the wars, is 
sales manager. 


Donald Brothers organized their dis- 
tributing company back in September, 
1943. To offset this handicap, J. G. 
and J. W. McDonald went barnstorm- 
ing over the country to secure mer- 
chandise to dangle before dealers in 
luring them to the fold. 


Business of Brothers 


It was about the time the Germans 
were at the door of Stalingrad, that 
J. G. McDonald and brother J. W., 
set up shop in an impressive building 
on Union avenue, a main Memphis 
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When good salesmen 
were still at a premium, 
the McDonalds relied 
on a direct mail cam- 
paign—and the pro- 
gram is still going full 
blast. Mrs. Betty Whit- 
ten, right, is respon- 
sible for seeing that 
dealers get promotional 
material and sales helps. 


traficway. Serving in an advisory 
capacity was brother Percy, an attor- 
ney-at-law, and late last year, another 
brother, J. L., back from ‘a hitch in 
the army, was promptly made sales 
manager. President of the company is 
J. G. McDonald, who for sixteen years 
operated an appliance store in Mem- 
phis, and vice-president is J. W., who 
has a 20-year backlog of merchandis- 
ing experience. 

In a little over four years, the Mc- 
Donalds have anchored their enter- 
prise securely, and while they are 
reticent in citing specific sales figures, 
there is concrete evidence to substan- 
tiate the belief that they have hit the 
jackpot. 

The degree of success the McDon- 
alds have achieved can be measured 
by the fact that there are five hun- 
dred aggressive retail accounts han- 
dling Philco products alone through 
their company, each account fran- 
chised on an individual basis. The 
McDonald string of dealers winds 
over portions of Arkansas, Missis- 


sippi, Tennessee, Kentucky and Mis- 
souri, a region in the process of an 
electrification and  industrialization 
revolution. 

As the company grew, the Mc- 
Donalds made steady additions of 
other lines besides Philco, and now 
the following trademarks adorn the 
company sales roster: ABC ironers 
and washers; L & H electric ranges 
and water heaters; Duo-Therm oil 
circulators and water heaters; Sun- 
beam; Proctor. 

With 28,000 feet of warehouse 
space, plus attractive display niches 
for every major line, on one floor, the 
facilities are adequate for the further 
expansion the brothers confidently 
foresee for their enterprise with the 
arrival of more plentiful supplies. 


Self Service Parts Dept. 


One of the first organizations in 
the South to introduce a “Serve Your- 
self, Self Service” parts department, 
the McDonalds parts volume is cred- 
ited with making an important con- 





tribution in helping the company to 
hurdle the crucial war phase. 

“By stimulating impulse buying, 
created by letting the service man 
select and wait on himself, our radio 
parts sales volume has attained such 
sizable proportions that this aspect of 
our operation is on par in importance 
with our radio and refrigerator de- 
partments,” advises J. G. McDonald. 

A complete assortment of dealer 
aids. is placed at the disposal of Mc- 
Donald accounts. A notable example 
is the local refrigeration and radio 
authorized service. stations which the 
company has installed for the conven- 
ience of dealers with no repair set-ups. 
For three years, the Ace Appliance 
Company, Memphis, has served as the 
McDonald refrigeration service sta- 
tions, and radios are serviced for 
Philco dealers by The Radio Center 
on a basis of $1.50 minimum and $2.50 
maximum charge. 

In the company’s merchandising 
framework is a cooperative program 
with dealers on displays and exhibits 
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All McDonald  em- 
ployees must be fa- 
miliar with every line 
carried. Here Mrs. Ann 
Bartlett gives a demon- 
stration of Sunbeam 
small appliances to Ned 
French, office and credit 
manager of ‘the com- 
pany. 


at shows, fairs, etc. Initiated several 
months ago was a plan for staging co- 
operative exhibits with dealers at 
REA Home Builders shows held 
throughout the territory. 

“It is my opinion,” said J. G. Mc- 
Donald on one occasion, “that the 
success of an electrical appliance dis- 
tributing company depends, first, upon 
the quality of the retail outlets, and 
second, upon the ability of the whole- 
saler to provide his accounts with 
adequate and striking promotional ma- 
terial. Supplies for attractive window 
displays and interior displays are dis- 
pensed to our dealers of franchised 
lines, and our salesmen see that the 
material is utilized to the best pos- 
sible advantage.” 


Direct Mail Campaign 


One factor which enabled the Mc- 
Donalds to usher in their, company 
successfully in the face of the war 
shortages, and when capable salesmen 
were at a premium, was the direct 
mail schedule, which continues to per- 
form creditably in cementing good re- 
lations with dealers. Hundreds of 
thousands of letters were dispatched 
to accounts during the war, this pro- 
gram pinch-hitting for personal visits 
with dealers. The mailing program 
is still going full blast, with scarcely 
a day passing that a mailing doesn’t 
go out, although dealer relations are 
further strengthened through regular 
calls by salesmen. 

“Moreover, visiting firemen”, inter- 
polates J. G. McDonald, “are extended 
hearty invitations to visit the com- 
pany Heads when in town. Dealers see 

(Continued on page 88) 


Another shot’from the Memphis Home 
Show. A pretty girl demonstrates the 
McDonald radio line to interested spec- 
tators. 
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in pre-war days, Yeater Appliance Co. centered its attention on major appliances. 
In the first half of 1946, the company sold 481 apartment house type electric ranges. 
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Electric heaters are sold like any other appliances — as a store product. Installation 
and insulation are handled by the customer under supervision of Yeater Electric Co. 


PAGE 50 


LECTRIC househeating has 

progressed far beyond the ex- 

perimental stage in the cities 
of the Pacific Northwest. There still 
are a good many studies being carried 
out to determine just what type of 
heating is best adapted to the climatic 
conditions of the various Northwest 
communities and just what the fair 
rate should be so that this load shall 
not become a burden upon other con- 
sumers, but for the most part the 
power companies of this region have 
taken the attitude that if the public 
desires such service and is willing to 
pay for it, it is the obligation of the 
utility to supply it. That the public 
wants it is indicated by the fact that 
in practically every major city of 
Washington and Oregon the number 
of electrically heated homes is increas- 
ing just as fast as equipment can be 
secured. Several hundred homes in 
the Portland area have had electric 
heating installed since before the war 
and are operating with satisfaction to 
themselves and to the utility which 
serves them. 


Dealer Opportunity 


The electrical dealer has been in the 
center of the picture since the start. 
Few of the utilities of this region do 
any merchandising, so they have not 
taken an active part, either in selling 
equipment or in handling installations. 
As a rule it has betn the dealer rather 
than ‘the contractor who has done the 
promotional job. 

Typical of a dealer who has made 
a successful specialty of this type of 
business is the Yeater Appliance Co. 
of Salem, Oregon, a firm of which 
Douglas R. Yeater is the owner and 
manager. The firm, which is located 
next to the power company offices in 
the business center of town, was 
started in 1938. By 1939 Mr. Yeater 
had already discovered the possibilities 
of electric househeating. Before the 
war this was a relatively minor factor 


in the general appliance business con- 
ducted by* the firm, chiefly for the 
reason that utilities at that time were 
reluctant to take on this load. The 
large water power developments in 
this region, however, led the power 
companies to consider the possibilities 
of developing the heating business to 
absorb surpluses which might develop 
as industrial loads dropped off after 
the war. To be sure, these surplus 
blocks of power have not developed 
quite as anticipated, but the research 
and experimental work done in this 
field have led to a widespread interest 
in the possibilities of electric house 
heating, both on the part of the in- 
dustry and the public. Sales of major 
house heaters by the Yeater Appliance 
Co. were 700 per cent better in 1946 
than in 1940. 

Mr. Yeater sells the heaters as in- 
dependent appliances, neither install- 
ing them nor handling the insulation 
work which goes with the job. He 
has no tie-up with any one electrical 
contractor for handling the wiring, 
which, after all, is a standard opera- 
tion. He does have an arrangement 
with a building contractor who will 
put in the insulation and weatherstrip- 
ping for the customer. He is careful 
that a complete and _ scientifically 
planned job is done in every case. Both 
insulation of the home and installation 
must be properly carried out if the 
customer is to have satisfaction from 
the equipment sold. 


Installation Record Kept 


The firm still does a varied appli- 
ance business, practically all of which, 
except for heaters, is handled within 
the store by a sales staff of ten. There 
is some field selling of heaters. The 
salesman who handles this work must 
understand the underlying principles 
of the job, but as a rule he does not 
himself figure the number of heaters, 
nor make estimates. It is his job to 
get the prospect sufficiently interested 
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Yeater Appliance 
Co., Salem Oregon 
has found this a 


profitable specialty 


By 
CLOTILDE GRUNSKY 


to come in to talk with Mr. Yeater 
personally. 

The store has kept a record of all 
installations it has made in the past, 
which it keeps in binder form, to use 
as selling material. Each page bears 
a photograph of the home, with ad- 
dress, owner’s name and date of the 
installation. The record of bills for 
the first year, and sometimes for sub- 
sequent years, are kept, so that a pros- 
pect may see just how much it has cost 
someone else to operate an installation 
similar to the one contemplated. There 
is also a record of comments by the 
owner, reproduced just as given. Most 
of them are highly commendatory, but 
there is just enough frankness and 
grumbling about bills to indicate that 
they are genuine testimonials. 

The selling margin on the heaters 
is not large—about 25 per cent at the 
present time, but the individual sale 
is important enough so that the return 
is good. A five or six room house will 
mean a sale of from $300 to $350 worth, 
of heaters. The Yeater Appliance 
Co. gives one year free service and 
manufacturers as a rule guarantee 
heaters up to 4 or 5 years. 

Newspaper advertising has proved 
to be effective in reaching home own- 
ers, as is also the display ad carried 
in the classified section of the tele- 
phone book. About sixty-five percent 
of sales are to new homes, and these 
can be reached by following building 
permits. Owners of old houses also 
are coming in for electric heat, as their 
old heating equipment wears out, or 
as they are attracted by the cleanli- 
ness and advantages of electric heat 
seen in a neighbor’s home. Such sales 
make up about 35 per cent of the 
total at the present time. Old homes 
can be insulated and weatherstripped 
by modern methods without too much 
additional expense. Insulation is 
blown in between the walls, using a 
plumb bob to determine the location 
of joists and then tapping them below 


ELECTRICAL MERCHANDISING—MAY |, 





NAME Mrs, Isis 


CASE HISTORY IN ELECTRIC HOUSE HEATING 





ADDRESS __17th & Winona Ct. 





CITY ___Selem, Oregon, 





TYPE OF BLDG. ao 
NO. IN 
NO. BMS._5 FAMILY 


3. to 4 





WEATHER STRIPPING Doors 


COST HEATING SYSTEM Approx, $270: _ 


INSULATION: WALL MB 
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lower." (5/15/41) 


REMARKS _"We think electric heat 
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Total Kw. -Er,. 


742 





EW. HEATING 11,5 RANGE yes WATER yes REFRIGERATOR no 





HEATING RECORD (1940 - 1941) 


Charge | Heat Kw.-Fr. 


8.03 342 





Heat for 12 Mo._8,684 kw.-hre Charge for 12 Mo._$68,97_ _ 
Heet Average per Mo._724 kwa-hr, Average Cost per Mo._$5,75 


Cherge for Feat 














cross-beams again, with very satis- 
factory results. Best prospects among 
old homes are those which have no 
basement and who have in the past 
gotten along with unsightly wood or 
oil heaters. Usually this equipment 
has broken down by the time the cus- 
tomer comes in, so that there is no 
investment to amortize. Occasionally 
a customer with a basement will be 
glad to tear out a furnace in order to 
use the space for extended living 
quarters or for entertainment rooms. 
250 Sales in 15 Months 


During the fifteen months ending 
in June of 1946, the firm had sold elec- 
tric heaters to 250 homes, of which 
about 150 jobs had been completed. 
Deliveries were regrettably slow, 


1947 


though better than with some of the 
other major appliances, but the main 
difficulty was that power companies 
were beginning to accept jobs with 
some reluctance, due to transformer 
shortages. Later all of the Northwest 
companies had to refuse to accept any 
new order for heater connections ex- 
cept those already contracted for, but 
this is looked upon as merely a tem- 
porary interruption to what will un- 
doubtedly prove an expanding business. 
Home construction in Salem has been 
good, with more houses under con- 
struction than before the war. Short- 
age of equipment and difficulty of 
filling orders, have of course meant a 
special problem for the Yeater Appli- 
ance Co., which must find some way 
of providing heat for homes over 


the winter, or lose the job permanently. 
This has been met by making partial 
installations, dividing the available 
heaters between jobs, so that no one 
would be left entirely without heat 
during the cold weather. Portable 
heaters have met temporary emer- 
gencies on occasion, to be traded in 
for the permanent job when equip- 
ment shall be available. 

As heaters become more abundant 
and when the power companies begin 
to accept such connections again, Mr. 
Yeater believes that it is inevitable 
that more and more dealers will enter 
the field. This will be good in one 
sense, for it will greatly increase the 
amount of advertising and promotion 
and will mean a greater public ac- 

(Continued on page 244) 
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LOAD-BUILDING 





Through Dealers’ 


The answer to five important questions facing utility com- 


mercial men when the company retires from direct selling 


By J. H. TAYLOR, 


Customer Services Manager, B. C. Electric Railway Co., Vancouver, B. C. 


AN retail appliance dealers sell 
appliances in sufficient volume 


to satisfy a power company’s 
residential load-building —_require- 
ments? The answer is in the versatile 
“Yes—But” technique, so ably used 
by good salesmen in giving an affirma- 
tive agreentent where further explan- 
ation is needed. 

The “Yes” means the dealers can 
do the job the power company re- 
quires—the “But” means the dealers 
must have guidance and help in many 
phases of their business, if they are to 
be worthy ambassadors of our indus- 
try. 

Remember one vital fact, the appli- 
ance dealer as we have known him 
is fast becoming the household equip- 
ment dealer, stocking and selling all 
forms of appliances for the home. A 
dealer is interested in one final result 
—does his store make money? He 
cares not whether he sells a coal 
range, a piece of furniture, an ice box, 
an electric range or a bird cage. It 
is sales volume at a profit that counts 
with him. Therefore, any power com- 
pany must make the sale of electric 
appliances attractive to the dealer, in 
fact more attractive than the conditions 
under which he sells his other classes 
of merchandise. 


If you create markets and stimulate interest 
on the part of the prospective customers— 
If you can work consistently with the deal- 
ers’ sales personnel in sales training, in in- 
formation on use, in demonstration tips, in 
seeing they know the installation details, 
the proper models to recommend— 

If you assist with store layout and window 
display ideas— 

If you help the small dealer to become a 
better business man— 

If you have a plan of advertising allowances 
to increase the overall electric appliance 
advertising used by dealers— 

If you give unbiased advisory information 
on his service problems, his inventory prob- 
lems, his accounting and his staff selection 
problems— 


Then you will have a dealer who 
becomes in the course of time, very 





*Excerpts from an address by G. heneivy Bell 
Western Meeting of the Canadian lectrical 
Association, March, 1947, 
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electrically conscious, and all of us 
know, if you believe in it yourself, it 
is much easier to sell others. 

These are the things that have to 
be done if appliance dealers are to 
pull their weight in the competitive 
race that we will see soon in retail 
business. 

Who is to do it?—logically the 
power company who, with or without 
realization, has an intense interest in 
the methods and actions of each dealer 
selling any type of residential appli- 
ance, 

There are five questions any power 
company sales manager would ask 
himself before adopting a “Dealer Sell 
All Plan”. 


First—Can new load be added at the 
desired rate? 


“ ” 


I say the answer is “yes”. Our 
experience and the experience of sev- 
eral companies in the Pacific North- 
west proves it can be done. Not only 
added but reasonably controlled as to 
the type of load through dealer edu- 
cation by the utility on the types of 
appliances to recommend (particularly 
water heating, auxiliary heating, etc.) 

The power company still hold the 
reins, for the basic promotion, the 
intensity of customer interest and 
the dealer thinking all hinge on— 
What type of load do we want ?—How 
much can we handle?— How much 
are we prepared to pay to develop the 
market for this load? In other words, 
the power company’s program must 
be known and understood before deal- 
ers can plan their own sales cam- 
paigns. 


Second—Can present load be main- 
tained? 


The question of appliance obso- 
lescence is always before any power 
company, and it is equally as important 
to assure the continuance of existing 
load as it is to promote new load. 

While there is a great variation 
in the average length of life of dif- 
ferent types of appliances, it is fair 
to assume that in the case of ranges 
and refrigerators (both good load 
builders) an average useful life of ten 
years could be expected before a 


change of design or less efficient op- 
eration would indicate to the cus- 
tomer “A Change is Needed”. A util- 
ity company has a vital interest in 
keeping modern appliances in its 
customers’ homes. 

With this thought in view, promo- 
tion on the replacement of existing 
appliances should be continuous and 
the industry never allowed to get into 
the situation that most gas companies 
found themselves faced with a few 
years ago, with ranges from 20 to 50 
years old on the line, each one a 
“smelling and dirty” advertisement 
which forcefully and faithfully three 


times a day reminded their owner— 
“not to use gas as their next cook- 
ing fuel”. Dealer interest in the re- 
placement market can be stimulated 
and maintained if the power company 
paves the way. 

In the case of our own company, 
we feel that it is well worth while to 
again inaugurate a trade-in plan for 
dealers whereby we will take the old 
style electric and gas ranges com- 
pletely off the market. In future years, 
the same idea may have to be used in 
connection with electric and gas stor- 
age water heaters as radical improve- 
ments occur, which cause present 
models to become obsolete. In fact 
any appliance which is subject to very 
intense competition from other 
sources, whereby the customer has a 
choice of two or more methods that 
produce the same results, should re- 
ceive attention to prevent too great 

(Continued on page 72) 





The Dealer's Responsibility* 


W ITH the withdrawal of a utility 
from the retailing field, the 

dealer is faced with definite respon- 

sibilities, some of which are— 

The dealer must recognize that the 
presence of the utility in the retail field 
gives a stabilizing influence and a dig- 
nity to electrical merchandising. By 
this I mean dealers’ selling procedure 
must be of high standards—no cheap 
advertising — no fictitious trade-in 
values—no short, no catch as catch can 
methods, but orderly, ethical sound 
business practices. 

If there is no utility competing with 
the retailer, he (the retailer) must as- 
sume, and rightly so, not only very 
definite responsibilities to the public 
but a responsibility to the utility com- 
pany that the overall dealers in the 
community can do as good a job, yes, 
and an even better job, than when the 
field was jointly served. 

In assuming this fuller responsibility 
the following seems apparent and 
necessary. The dealer must be prepared 
to— 


(a) Assume a greater share of advertis- 
ing and demonstration of new products, but 
should have utility and manufacturing co- 
operation. 

(b) Dealers must maintain the best pos- 
sible standard of store service—the finest in 


modern lighting—the best standards of 
salesmanship we can produce. 

(c) Another responsibility that the dealer 
must assume is to further public good will 
and acceptance. By good will is meant 
co-operation with the utility company in 
promotional efforts, to establish good wilt 
with the woman's household needs in elec- 
trical equipment and to be a great deal 
more forward thinking than in the past. 


The dealer must fully realize that he 
now has a golden opportunity of secur- 
ing a larger share of electrical business 
as undoubtedly in most territories 
utilities enjoyed a very large slice of 
the overall volume. 

All opportunities are accompanied 
by increased responsibilities and a very 
definite obligation faces the dealer to 
see that a steady increase of appliances 
is sold, so that the utility may not only 
hold but increase its load. Should the 
dealer fail in this obligation, and I am 
very confident that this will not be the 
case, it would only be reasonable to 
suppose that the utility might re-enter 
the retail field, but experience along 
the Pacific Coast shows that dealers 
are fully measuring up to their respon- 
sibility. 





tExcerpts from an address by G. Langtry Bell, 
resident and manager of Clarkson's, Ltd., 
ancouver, at Canadian Electrical Association 
Western Meeting. 
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THE RACK THAT’LL RACK UP RECORD 
SALES (AND PROFITS) FOR YOU! 


H... they are—the most talked-of collection 
of record albums to hit the trade in years. This 





great: group of top stars in the entertainment 
field for the first time as far as is known on 


phonograph records. 





And what records! Terrific material speci- 





ally designed for these recordings and every 
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\ for thrilling, new home entertainment — 
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aD & perfect gifts— collectors’ items to treasure. rt 
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And—remember-—we are limiting each | 
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: dealer. Get your quota of Top-Ten Records is 
, ~ 5 é A complete ‘ re 
“COMEDY DEPARTMENT” ... Monitor Equipment Corp., 640 “ 
uaa eee West 249th Street, New York 63, N. Y. . 
covers... beautiful 
tubular metal rack dis- 
plays five albums deep MONITOR COMBINATION RADIO-PHONOGRAPH 
ee .. with a new airplane type radio... " 
and an all automatic record changer r 
with exclusive new fast, gentle, silent 
record operation and automatic cut off : 
..(plays 10” and 12” records inter- ‘ 
changeably in any order without t 
adjustment). Embodies new war-time ’ 
electronic developments. 
g TOP-TEN RECORDS ._ . 
ch Distributed by 
*Trade Mark Audience Records, Inc SA 
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Appliances and musical goods share the 
floor at the Electric and Music Mart, Butte, 
Montana. Owner E. H. Reeder says they 
help each other sell, give him necessary 
volume from a small market area. 


IFTY plus 50 equals 150. That’s 

the impression you get from E. H. 
Reeder, Butte, Montana, when he dis- 
cusses how well a concern can profit 
by devoting half its space and selling 
effort to electrical appliances and the 
other half to musical merchandise. He 
says you get more than 100 percent re- 
turn for your effort, if—if you know 
your trading area thoroughly, know 
both types of products equally well, and 
know. how to make each line produce 
sales for the other. 

The Electrical and Music Mart, of 
which Reeder is co-owner and manager, 
is his example of how well pianos and 
refrigerators, saxophones and washing 
machines, etc., can be merchandised 
profitably under the same roof by the 
same firm. 

“Musical merchandise and electrical 
appliances are surprisingly alike in 
many ways,” Reeder explains. “In a 
city of this size, where it is difficult for 
a dealer in either line to be successful 
as a specialist, musical goods and ap- 
pliances combine quite wel!. They both 
have, primarily, a family market be- 
cause they are both durable goods for 
the home. And they have a distinct 
appeal to the rural home where enter- 
tainment as well as subsistence is a 
joint family project. So, although they 
are quite different in character, they 
combine readily for joint display, sales 
and service.” 


The Market is a Factor 


Located, as he is, in a city of. about 
37,000 people—a city which was one of 
the few in the country showing a popu- 
lation decrease between 1930 and 1940 
—Reeder has to know his trading area 
very well. As well as the local market, 
in which the economy goes up and down 
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Secluded, but accessible from the sales floor, is the Electric and Music Mart's record display area. 
are eight soundproof rooms for listening and demonstrations. 


according to the prosperity of the one 
company that owns the copper mine, he 
has to count on the thriving ranch 
country around Butte, watch carefully 
the local market where the economy is 
based on the ups and downs of the one 
company that owns the copper mine. 
For that reason he has put particular 
emphasis on selling the suburban and 
ranch homes, including the ones located 
on the 1600 miles of rural extensions 
expected to be completed by the 
Montana Power Co. for the 1946-'47 
period. Any way he looks at it, it is a 
home market, and his combination of 
music and appliances is directed to that 
group. “By combining these two lines,” 
he says, “we have a net saving in oper- 
ating cost. It does cost less for rent, 
for heat (no mean item in Butte’s 


1947 


Electrical appliances and musical merchandise mix 
well on the sales floor, says E. H. Reeder, of Butte, 
Montana's Electric and Music Mart. 


famous sub-zero winters), light, man- 
agement and service ex- 
penses, with these two lines under one 
roof.” 


costs, sales 


Net Saving 


“A store half this size would cost 
more than half our present rent, yet 
appliances alone in that space would re- 
ceive less than half the display they 
receive here where they have to share 
the floor with music items. And thing 
of the psychological effect on custom- 
ers. Here, with the store we have, we 
are known as a large, prosperous outfit, 
one that people do not hesitate to visit 
—they feel that we will have a large 
stock of merchandise from which they 
can select. Both musical goods and 
appliances profit from that impression. 


Under the balcony 


Neither line could create that impres- 
sion in half the space. 

“Tt costs us less for management and 
selling. We can hire experienced per- 
sonnel to sell electrical goods and 
musical items in the store, salespeople 
who would be too expensive if they 
were not kept busy full time. It’s the 
same in the field. Our men, traveling in 
Butte and the trading areas outside, 
handle both types of goods. The homes 
they visit are prospects for both ap- 
pliances and musical goods, so the cost 
per call is cut in half. Not only that, 
but this combination of lines provides 
extra leads, more chance for sales, be- 
cause the salesman may have entry to a 
home that needs appliances and will be 
permitted to talk about the types of 

(Continued on page 238) 
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Berkeley, Calif., Shattuck Ave. shoppers know 
what they're in for when they approach Lloyd 
Wise's storefront. Through manager Earl 
Galvin and staff he'll sell them on the pleas- 
ures and values of electrical living—they'll 
respond by buying the electrical appliances 
that make that new way of life possible. 


Prospects for electrical living are shown the 
tools of that life in a pleasing, comfortable, 
modern manner. Judicious groupings, ar- 
rangement of display panels, focusing of at- 
tention, permits emphasis of one type of 
appliance at a time. Profusion of flowers 
at right is not electrical living suggestion, 
only opening day decoration! 


O IDLE slogan, no shallow 

motto, is “Electrical Liv- 

ing” to the Lloyd Wise or- 
ganization, Berkeley, California. To 
that live-wire appliance-selling outfit, 
sparkplugged by promoter Lloyd Wise, 
managed by old-time appliance man 
Earl C. Galvin, “Electrical Living” is 
a merchandising policy. 

Behind full-glass, 80-foot frontage 
of “The Electrical Living Shop” on 
Shattuck Avenue, in alternately sun- 
blanketed and fog-shrouded Berkeley, 
Earl Galvin has some sales ideas work- 
ing very successfully. Displayed on 
3,200 square feet of floor space is an 
assortment of the ways and means of 
providing an easier, more convenient, 
cleaner, more economical way of life 
for the women and men of San Fran- 
cisco’s East Bay Area. To practical 
eyes they are wire, metal, knobs and 
enamel that Westinghouse, Hotpoint 
distribute as refrigerators, 
washers, roasters, that other manufac- 
turers made into toasters, irons, 
vacuums, hot plates, lamps. 

Not to the staff Earl Galvin man- 
ages; not to Lloyd Wise, who set the 
store’s policy. 

Explains Galvin: “Selling electrical 
living is selling what an appliance 
accomplishes for the daily life of the 
user. It’s not the sealed unit, the hard 
enamel, that makes a refrigerator an 
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essential part of home life. It is the 
way the owner’s home life is made 
better by the many things a refrigera- 
tor does for her. New refrigerators 
will do much more to make owner’s 
life better than will the one she has 
—so we go through a sales talk that 
emphasizes the freedom that comes 
from having a quantity of frozen foods 
stored in the compartment of an up-to- 
date refrigerator. We sell the woman 
prospect the crisp vegetables and better 
tasting salads that will come out of 
the crisper of a new box. We sell her 
on the ease of taking things out of a 
new refrigerator because of the better 
type of shelves, better door action. We 
sell the husband on the coolness of the 
third drink which he can make because 
of the quick freezing of ice cubes 
in a modern refrigerator. 

“The same sales philosophy goes 
for specialty items, too. Too much 
pressure has been put on ironers as a 
mechanical substitute for the hand 
iron. As such, most women think it is 
too expensive and too complicated. But 
when you feature electrical living, you 
can sell women on doing a better job 
of ironing, on saving their muscles, on 
saving time for more pleasant tasks. 
An ironer is a better way of living, 
and that’s what we sell in ‘The Elec- 
trical Living Shop.’ ” 

That converting prospects to electri- 








He SELLS |\1 


A prospect at Lloyd A. Wise's Electrical Living Shop, 


Berkeley, Calif., is sold on what an appliance will do to 


make her life better. 


Manager Earl E. Galvin keeps 


a full-time home economist for demonstration-selling in 


store's model kitchen-laundry. 


cal living requires changes in the usual 
techniques of selling, the Lloyd Wise 
organization knows, demonstrates by 
extending selling beyond the scope of 
salesmen’s floor chatter and newspaper 
advertising come-ons. Basic program 
is educational—a series of cooking, 
laundry and sewing machine demon- 
strations in store’s own ultra-modern 
kitchen - laundry - auditorium - show- 
room. Set into rear wall of sales floor, 
visible to sidewalk traffic on two streets 
demonstration area was built almost 
nail-perfect to Westinghouse model 
plan. On showroom floor, facing 
wide-front of kitchen-laundry, thirty- 
five cushioned seats accommodate 
guests. 

Under expert guidance of trained 
home-economist saleswoman, Helen 
Wills Swinney, visitors see advan- 
tages of electrical living; see con- 
venience and time-saving of the auto- 
matic washer, electric clothes dryer, 
the well-planned laundry with sorting, 
storage, materials space; get vicarious 
experience of cooking in an immac- 
ulate modern kitchen; know soon what 
an electric range @an do to improve 
meals they make, to ease task of cook- 
ing, to improve woman’s food-relations 
with her family. They can see what 
advantages in kitchen work come from 
availability of a modern refrigerator ; 
compare by hearing, seeing, maybe 









by smelling, advantages of electric 
disposal of kitchen wastes; picture the 
comfort of the living room with dirty 
dishes consigned to the dish washer. 

Sitting in comfort, prospects at 
Lloyd Wise’s demonstrations sell 
themselves, are sold, painlessly. No 
dotted lines waver before their faces, 
no gréased-hair manners stuff con- 
tracts down their throats. Living 
vicariously an electrical home life at 
these demonstrations, women realize 
that desire for comfort, convenience, 
cleanliness, free-time; realize too, that 
only the possession of these electrical 
tools can provide her with such a mod- 
ern life. Adjacent showroom em- 
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phasizes. that the tools can be had. 
Only steps needed: 1. Ability to pay; 
2. Selection of models and sizes to 
suit personal needs and tastes; 3. 


and then compare it to the cost of 
giving an individual salestalk to each 
prospect, you see how cheap it is. 
Even if it were more costly. it would 
it is more 
Mass psychology, I guess. 
Each woman at the demonstration 
realizes there that each of the other 
women wants the same thing, so that 
makes her put more value on electri- 
cal living and makes her more anxious 


That these cooking, laundry, sewing 
demonstrations, designed as long range 
element of store’s sales policy, do sell 
goods, Wise, Galvin and staff know 
. Plugging them 


through “spots” og Oakland’s radio 
mall newspaper 
advertising copy in August ’46, The 
Electrical Living Shop put on three 














to Planning individual homes to use the be worth while because 
ps appliances, or selecting appliances to effective. 
fit the hgmes. No problem on these 
in three po to the Lloyd Wise or- 
ganizatién, Which, like any first class 
dealer, can offer customer professional 
advice and service. 
The “Cost” of Demonstrations to have &. 
Cost-conscious, margin-wise man- 
ager Gavin and boss Wise tag*tlemon- 
strations as pure “selling cots,” not 
often-used misnomer of “advertising” almost too well. 
or “good will.” Darn cheap selling 
cost& at that,” says Galvin. “If you KRE and througit 
take the cost of a demonstration, divide 
it by the number of women who attend, 
‘ic 
1e 
ty 
fT. 
at 
aI 
lo 
s, 
1- 
g 
it 
* Teamwork sells electrical living. Mrs. Swinney, former home economics teacher reviews 
., part of her demonstration technique with Earl E. Galvin, whose 25 years of appliance 
t retailing go into management of purchasing, sales and operation, into carrying out the 
1 policies owner Lloyd Wise has set for The Electrical Living Shop. 
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Center of selling electrical 
living at Lloyd Wise's store 
is this nearly nail-perfect 
Westinghouse kitchen-laun- 
dry, inset in rear wall of 
sales floor, facing audi- 
torium area of 
Home_ economist - sales - 
a woman Helen Swinney, 

above, wears lapel mike 
connected to PA system so 
attention can be kept on 
demonstration work. 





chairs. 


ELECTRICAL LIVING 


demonstrations a week. Women 
responded, about 35 for the day ses- 
sions, full seats and standees for the 
evening meetings. Results — staff 
shortened “demonstration” to “demon” 
because of effect on prospects. In- 
creased embarrassment, as order piled 
atop existing backlogs, called demon- 
strations of electrical living, and we 
when we have the merchandise,” says 
Galvin, “we'll go back to these demon- 
strationg.jp@ electrical living, and we 
know tha will sell appliances as a 
result of thém.” 
® 


Earl Galvin's Background 


New location, new storefront, post- 
war fixtures and floor plan provide 
effective backdrop for Earl Galvin’s 
selling of electrical living, but founda- 
tion of these sales is his thorough 








knowledge of appliance retailing. He 
started putting his foot in prospects’ 
doors back in 1922, working for 
Schleuter’s of Oakland. Year later 
he took over as manager of Maytag 
of California, handling this unti] 1929. 
Retaining Maytag franchise, he opened 
a shop, emphasized washer repairs, 
soon. had 28 servicemen working the 
Bay Area, plus appliance service train- 
ing school upstairs. He sold that 
business in 1941, opened the Berke- 
ley Electric Co., sold that to start 
Galvin Electric Co., Selling that 
concern, he went into retirement, re- 
turned to harness to manage the new 
enterprise started by Lloyd Wise, 
where he could apply his knowledge 
of appliance selling in carrying out 
Mr. Wise’s objective of merchandising 
“Electrical Living.” End 


Once the prospect has been to the model kitchen, has been sold on the advantages of 
having a particular appliance, she can see models and sizes in this neat, modern sales 


area, with comfortable seat for discussing terms, etc., with the salesman. 


Ranges, 


washers, refrigerators have separate display areas on the floor. 


Where possible, prospect for electrical living has chance to sample that life before 


buying. 


Vacuum display area offers choice of floor coverings so the prospect can 


try effectiveness of cleaner on covering similar to that in her home. Later, background 
will have drapes and curtains for demonstrating the attachments. 
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a REMINGTON 


Dlue Streak 


FIVE $2450 


THE BLUE STREAK TWIN SHAVING HEAD—on exclu- 

r sive feature of all Remington; — provides four long-hair 
H i ) acti i s (B). Thi 
AN EVER AMERICA cutting edges (A), two effective shaving surfaces {B). This 


EMINGTON 1S NOW MORE 
® 'S NO 1 SHAVER twin head contains two inside cutters (C). 


The new Anniversary Series of Remington Blue Streak Shavers incorporates all 
that Remington engineers have discovered in ten years of electric shaver research, 
all the knowledge gained from making nearly five million successful shavers. 
Three models, all with Blue Streak twin heads combined with the standard round 
heads that made Remington shavers famous. Warm ivory or rich ebony plastic 


cases. All operate on both AC and DC. Packed in de luxe presentation cases. 


REMINGTON ROUND HEADS made Remington shavers 
famous for close, clean shaves. By combining this t ype of 
head with the new Bive Streak twin head, thot trims long 
hairs so readily, Remington has produced shovers that will 
handle any beard. 
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YOUR CUSTOMERS can see why these Anniversary 
Remingtons shave faster, closer and smoother. 
The Remington multiple head construction 
explains and sells itself. What’s more, these 
shavers stay sold! The man who goes home 
with one gets the results he anticipates. 

You average $8.00 gross profit on every Rem- 


Gro 
suavers 


— aemid 


saccrars 


Jug © i. 
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Be sure you can show your 
customer all three 
of the latest Remingtons 


Remington is not just a shaver 
—it’s a line of shavers. People 
like to buy where they can see 
all the Remington shavers they 
have read about. With all three 
models in stock, you have a price range to fit a wide range 
of pocketbooks. Stock all three —don’t miss a sale! 


REMINGTON ELECTRIC SHAVERS 


a erooucr or Raminglan Rand wconronans 


NO LATHER NO BLADES 
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SHAVE DRY 


PRESENTS THE NEW ANNIVERSARY SERIES 


Remi 


ngton 


‘ot Shavers 
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ington you sell. Remember, about 3,000,000 
men this year will switch to dry shaving—and 
there is every reason why a fair share of this 
profitable business should come your way. 
Every man is a prospect. Many women will buy 
them as gifts. Any store can be proud to handle 
the Remington line— America’s No. 1 shavers. 








Send this coupon to your Remington Distributor NOW or mail it direct to 
Remington Rand Inc., Shaver Division, Bridgeport 2, Conn. 


We are interested in knowing more about Remington shavers. Please let us have full 


particulars without obligation. 


Dealer’s Name 








Address 





City and State 
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AT? THE NEWs , 


World events or the latest in electrical appliances? 







It's all the same to this Westinghouse distributor in 
Knoxville, Tenn. He has put $60,000 into a radio news 


program to help dealers—and it pays off 












i On the Air 


Here is Ralph Reid, news editor and an- 
nouncer for WNOX, who edits the news, 
polishes wire releases and delivers the script 
with a clear, unbiased approach. His voice 
has become a familiar trade-mark on the 
Westinghouse program. 


HEN Hitler’s hordes poured 
\ \ into Poland, thousands of radio 

listeners in East Tennessee got 
the “flash” through the courtesy of 
the Southern Furniture Sales Co., 
of Knoxville — and when the Jap- 
anese pulled the sneak attack on 





E. L. Fielden, general sales manager of the 
Southern Furniture Sales Co., of Knoxville, 
keeps a watchful eye on the radio program 
which he credits with making the name of 
Westinghouse known over a large section 
of the Volunteer State. 
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Pearl Harbor, again it was the South- 
ern Furniture Sales Co. which told a 
radio audience all over the Tennessee 
Valley about how it happened. 

Today, when President Truman 
steps before Congress to deliver a 
message, or when Gromyko rings up 
another veto in the United Nations 
councils, these events are speedily 
brought to the news-conscious listeners 
of radio station WNOX, Knoxville’s 
10,000-watt CBS outlet, by the same 
organization. This firm has invested 
$60,000 over a 10-year period in a 
radio program and the investment has 
paid off heavily for Westinghouse 
dealers over a large area of the Volun- 
teer State. 


Fowler Bros. Subsidiary 


The Southern Furniture Sales Co., 
major distributor for Westinghouse 
products in East Tennessee, is 
the wholesale department of Fowler 
Brothers Furniture Co., Knoxville. 
The newscast, titled “World Events,” 
is designed primarily to assist retail 
dealers in that section of Tennessee to 
sell appliances, and according to its 
sponsors, as well as numerous dealers, 
has been phenomenally successful in 
its mission. 

How does this distributor-sponsored 
newscast, now in its tenth year, specifi- 
cally help the retail dealer? Well, 
listen to some of these dealers tell it 





3 In the 
Sfore 


Thousands of East Tennes- 
see housewives, like the 
one pictured on right, have 
learned of new appliances 
as well as up-to-the-minute 
new happenings through 
the “World Events" pro- 
gram. The broadcast ad- 
vises her to call on her 
local Westinghouse dealer. 


in a few brief, well-chosen words: 


O. R. Sloan, of Madisonville, Tenn.: "The 
program presells our customers." 

C. E. Odell of the Odell Electric Co., Mor- 
ristown, Tenn.: “The program has certainly 
made people in my vicinity Westinghouse 
minded." 

Hugh Sterchi of Reed and Sterchi, Knox- 
ville: "There is no sales resistance to over- 
come from people who know about these 
appliances through the program ‘World 
Events’." 

Clyde Driskell of Driskell and Ray, New- 
port, Tenn.: "Customers come in and call 
for Westinghouse products described on 
"World Events’." 

Hugh Fielden of Fielden Furniture Co., 
Knoxville: "All along, I've seem evidence of 
better consumer acceptance due to the 
program." 

W. M. Vasey of Haun and Vasey, Lenior 
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2 In the Home 


Thousands of families in the East Tennessee 
area, of which this couple is typical, nightly 
sit by their radios to hear "World Events", 
the program which for 10 years has brought 
increased sales to Westinghouse dealers in 
that area, 


City: “It (the program) definitely has con- 
tributed a great deal to Westinghouse 
sales.” 


These expressions, chosen at random 
from letters in the file of E. L. Fielden, 
manager of the appliances department 
for Southern Furniture Sales Com- 
pany, are typical of the scores of retail 
dealers who profit from the program. 

“We chose the newscast as a major 
method of advertising when we realized 
it would send a voice of current events 
into more homes of our area than any 
other medium,” explains Mr. Fielden. 
“This type of program gives con- 
tinuous coverage and supplements the 
advertising done by our dealers through 
their local newspapers, direct mail 
and other forms of advertising.” 

(Continued on page 64) 
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— Biggest 
AD CAMPAIGN 


in washer history 


1947 Bendix campaign actually 
exceeds 1946 advertising of 
ALL WASHERS COMBINED! 


. +. More magazine advertising—more newspaper advertising— 
more outdoor posters—more painted bulletins—more radio—more 
outdoor signs—more spof movies—more window signs—more 


background displays—more window displays—more printed liter- 
automatic 


Home Laundry 
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ature than any other washing machine this year or any other year! 


BENDIX HOME APPLIANCES, INC., SOUTH BEND 24, INDIANA 
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Plenty of sales features you |: 
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THE Wes 


This powerful, lightweight 3-way portable has 
LOOKS ... PERFORMANCE... and is PRICED RIGHT. 

Your radio prospects are name conscious. Y our 
radio prospects want a real value. They get both 
ia the 148. It’s the portable that will be your 
summer sales leader. It has a well-known name. 
It is areal competitive value. It has sales features 
you can demonstrate . . . that prospects can see 
and hear for themselves. 

Home Radio Division, Westinghouse Radio 
Corporation, Sunbury, Pennsylvania. 


Tune in Ted Malone Monday through Friday 
11:45 A, M. E. D. T. American Broadcasting 
Company Network. 
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RADIO TELEVISION 
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S$fA NG A REAL PROFIT-STAR 


LX o> INTRODUCI 
{ 


LA! og COMPETITIVE SELLING 

















OFFERING NEW APPEALS 
FOR VOLUME SALES 


the new FASCO ventilator 
...it removes odors and grease- 
laden air and dust so quickly, 
quietly and without drafts. The 
modern, white-enameled grille 
adds beauty to any wall...is so 
easy and simple to remove and 
clean. Just one control operates 
both outside door and fan, too.” 





"| LIKE the new FASCO ventilator... it’s a high quality, 
efficient vent, but it’s reasonably priced. Low operating 
cost and no maintenance, except for an occasional clean- 
ing. No fire hazard from clogged-up ducts. Positive, weather- 
tight seal protects my walls.’ 





YOU'LL LIKE the new FASCO ventilator because it's 
amazingly simple, easy and quick to install or service. Long; 
trouble-free life satisfies customers. Popular price brings 
volume sales for multiple installation . . . kitchens, bath- 
rooms, playrooms, nurseries, etc. 


For full details see your FASCO distributor 


ee 
26 MADE BY SPECIALISTS IN AiR, | 
CIRCULATION—MAKERS OF THE FAMOUS — 


> NRCTICAIRE sa 
_¥. A. sua napeeeern co., 1 
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Careful preparation of commercial copy is a big factor in the success of any 
radio program. Continuity Director K. D. Wright of WNOX has written the 
“World Events" commercial copy for most of the 10 years it has been on the air. 


What’s the News? 





All commercial announcements are 
informal and are written and read for 
maximum appeal, according to Mr. 
Fielden. Overselling or exaggerated 
claims are strictly avoided, the accent 
being placed on better living through 
the use of better appliances. 

“The general idea,” says Mr. Fiel- 
den, “is to create an effective con- 
trast between the crisp, factual news- 
cast and the warm, friendly commer- 
cials—a public service combined with 
a message for better homes. 

“Our investment in the ‘World 
Events’ program has run to about 
$60,000 to date but the cost has been 
most reasonable, considering the re- 
sults achieved by this constant adver- 
tising. Every night in the week for 
10 years, all over East Tennessee, the 
name of our product has been heard.” 

How well Mr. Fielden’s point has 
been made is attested by the fact that 
the program has now passed its 
3,800th consecutive broadcast and still 
remains a heavy favorite with dealers 
and consumers in East Tennessee. The 
program is spotted at 6:15 P.M., a 
time calculated to reach most of the 
appliance buying public, and is of 15- 
minute duration. 

Periodically, dealers throughout the 
area are reminded by the Southern 
Furniture Sales Co. that the pro- 
gram is on the air for their benefit 
and suggestions are made for possible 
tie-ins with the dealer’s own advertis- 
ing setup. In this connection, it may 
be pointed out that the commercials 
for the program are so designed that 
the listener is directed to his nearest 
Westinghouse dealer and is urged to 
visit his shop. 


Celebrate Anniversary 


Radio Station WNOX, always ready 
to cooperate with a good customer, 
made a civic event of the occasion 
when the program celebrated its 
3,500th consecutive time on the air. 
On August 7, 1945, one of the win- 
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dows of the Southern Furniture Sales 
Co. on Gay Street, Knoxville’s main 
thoroughfare, was converted into a 
radio studio, complete with micro- 
phones and United Press teletype in- 
stalled. The window was decorated 
with pictures of U. P. correspondents 
and featured several of Westinghouse’s 


latest models in electrical appliances. -.. 


Not satisfied with launching the 
program and letting nature take its 
course, Mr. Fielden and Mr. Henslee 
followed up on dealer-listener reac- 
tion. The first programs were launched 
on a basis of two 15-minute periods a 
day. After a little more than a year, 
the morning broadcast was cut to five 
minutes and then eventually, was 
dropped altogether. The final de- 
cision was to air the program once 
daily on a 15-minute basis from Mon- 
day through Saturday, and this is the 
present schedule. 

Recently, local news of the East 
Tennessee area has been added to the 
program, as a result of the success of 
the armed service news. At the 
present time, Mr. Fielden and Mr. 
Henslee are studying the dealers’ re- 
action to this addition and from results 
surveyed so far, Mr. Fielden believes 
more local news will be put into the 
script. The commercials will remain 
on the same basis as at present, and 
the. opening and closing announce- 
ments containing appeals for support 
of. charitable organizations has become 
a fixed policy of the broadcast. 

“The proof of the pudding is in the 
eating, to be trite but true,” Mr. 
Fielden says. “We have proof posi- 
tive from our retail dealers all over 
East Tennessee that the ‘World 
Events’ program alone is responsible 
for a tremendous amount of their sales. 
As final proof, the program has a Cros- 
ley rating of 18, on the basis of a little 
more than 500 calls. That’s the story 
in black and white and I see no reason 
why we won’t be on the air with it for 
at least another 10 years.” E 
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An Old Time Washer Salesman 


Old washer salesman Red Barbera goes at 
kitchen prospects with a rule—he finds it 
fascinates them to have him measure up 
their place. 


J HILE Ted Johnson operates 

/ the Beverly Appliance Co., lo- 

cated at Chicago’s south tip 

at 1613 West 87th Street, his spe- 

cialty man on kitchen selling is M. Jf. 

(Red) Barbera. So this story will 

devote itself principally to what Red 

has found out about the ramifications 
of the complete kitchen business. 

You folks in Milwaukee remember 
Red when he installed the washer de- 
partment in Gimbel’s, away back 
around 1919 when washers shook, 
shimmied and rolled over in their ef- 
fort to do laundry work. 

Born of a Swiss mother and an 
Italian father and possessing an Irish 
looking face, Red was a natural at 
peddling washing wachines. He has 
ridden in the parade throughout the 
entire gaudy era of washing machine 
prosperity. He was a personal friend 
of Red Barker, the first washer sales- 
manager in the country, had called 
F, L. Maytag I by his’ first name. 

If the business had not gotten so 
highly competitive just before the 
war, he would still be selling laun- 
dries, 

“I figured a specialty man like me 
should follow the trends,” he says. 
“Washers were getting lower priced, 
were becoming over-the-counter mer- 
chandise and didn’t have the commis- 
sion any more for boys like myself. 
I figured the complete kitchen was the 
coming thing and went through the 


The store is located on the tip of Chicago's 
south side, but location is not important in 


the kitchen business. 


witches To Complete Kitchens... 


and Leileed Tel ws. uses 


Beverly Appliance Co., 
Chicago, finds isolated 
location no handicap in 


specialty business. 


school: down at Youngstown. The fact 
that Ted Johnson used to be a con- 
tractor and could see the picture was 
a help.” 

Here is the way that Red sells com- 
piete kitchens. He was in the busi- 
ness before Pearl Harbor, selling nine 
kitchens in 1941. Lack of merchandise 
during war years forced him to switch 
back to his original job as a machinist. 


How He Sells 


The fact that he has been a machin- 
ist, and is handy with his hands is a 
great help in selling kitchens, he says. 
First thing he does when he calls on 
a prospect is to yank out a slide rule, 
and start measuring. The' prospect 
follows him around the kitchen fas- 
cinated and opens up with every wish 
and every whim when she sees a prac- 
tical man on the job. 

“The way I get my leads may be 
lowbrow and it has brought a squawk 
from some of the kitchen manufac- 
turers, but I get results,” says Red. 
“T run a little ad in the Southtown 
Economist saying ‘$60 worth of cab- 
inets for $20.’ It’s the old E. J. Taylor 
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Although the store is jam-packed with merchandise, Beverly Appliance closes 
all of its complete kitchen orders in the homes. 


gag of nailing a washing machine to 
the floor and offering it as a bargain. 
These inquiries they send in to gen- 
eral advertisements are not so good. 
Everybody likes to daydream about a 





complete kitchen and they write for 
information years before they are 
ready‘to do anything. You can’t have 
a man running around making calls 
on names like these. But the fellow 
who snaps at an ad offering a bargain 
on cabinets is ready to shoot. Naw,'we 
don’t sell him the cabinets. He is just 
shopping but he really has tipped him- 
self off and out I go and show him 
what he really wants. I take along 
an armload of magazines with me and 
spread them out. You have no idea 
how classy an atmosphere all these 
pretty magazine ads and pictures give 
a deal. With my pencil I sketch out 
the layout of the customer’s home, run 
them down to the Beverly Appliance 
Shop to see the cabinets if they want 
to, tell them how much # will cost, 
and when we can shoot. 

Red fights shy of any tricky altera- 
tions such as knocking out walls, 
moving doors and the like. “That is 

(Continued on page 239) 
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"tout the clothes in, and take them out yy / 


Sounds too simple to be true? Stop, then, and recall exactly 
what it is that you put things into and what you take them — 
from, when washing with the 1947 ABC-O-MATIC. Those are — 
the keys to this story of utter simplicity . . . and it takes both ~ 
to do the sensational job that this washer does. 


When you PUT grimy, dirt-ridden things into the © 
ABC-O-MATIC washing compartment, its exclusive, pat- 
ented ‘Centric Agitator’ takes over. Controlled, uniform ~ 
forces of suction and pressure, created by a surging, to- ’ 
and-fro action of the agitator, gently rub, flex, squeeze, | 

and flush soapy water through the clothes . . . 156 times per — 
minute. There is no rotating or reciprocating action. The — 
effective motion takes place within the water itself, in 13 
pulsating orbits of action, set up by the vanes and central 

column of the agitator. 


put the clothes in, and take them out . . aE 


When you TAKE clothes out of the ABC-O-MATIC, © 
they are taken out through the exclusive ‘Scum-Free” — 
running-water rinse. It rinses each piece individually, in 
a shower and bath of clean, fresh, constantly changing 
water, washing away loosened particles of dirt and globules 
of soap-fat that would, otherwise, grey the cleanest clothes. 





These two are the team that does the work. And, once the 
work is done, whites are whiter, colors brighter, than they've 
been since they were new. This remarkable combination 
easily handles up to a 50% greater load than’‘other washers, 
and cuts 4 or more off the washing-time of the best of them! 
The “Centric Agitator’ CANNOT be overloaded, treats 12 
lbs. as a normal load. And, remember, it's all done with an 

- absolute minimum of effort. Just .. . 


Ks ep 4 ed Ms 
“put the clothes in, and take them out /; (h 
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ALTORFER BROS. COMPANY = PEORIA, ILLINOIS 








NATIONAL DISTRIBUTORS FOR CANADA 


NORTHERN ELECTRIC COMPANY, LTD. 


HEAD OFFICE: MONTREAL, QUEBEC 





Frigidaire’s continuing Market Research 


gets the facts that get the sales 


Finding out what people want, then doing 
it, is an old Frigidaire custom. And Frigid- 
aire’s Marketing Research Department has 
proved a vital factor in this kind of sales 


management. 


In the last year alone, more than 2000 
personal dealer calls, thousands of answers 
to questionnaires from housewives; and ex- 
tensive statistical research have given Frigid- 


aire the factual answers to many current 









BEFORE making improvements in convenience 
features, Frigidaire contacts hundreds of thou- 
sands of users. Miss M. J. Andrew talks with a 
Frigidaire owner to learn just what she thinks 
about Frigidaire and other products. 


AFTER months of survey, user demands and 
ideas are tallied. From these user ideas come 
many important product improvements such as 
Frigidaire’s new full-width Super-Freezer Chest, 
giving extra frozen food storage space. 


re re te 





' - a a — 


BEFORE selling plans are developed, Frigidaire 
learns by interview what dealers’ problems are 
and how they are handled. Thus, an overall 
operating and sales strategy is designed which 
is of most benefit to all dealers. 


AFTER two years of personal calls, searching, 
“finding out,”’ Frigidaire produced the famous 
Dealer Operating Guide, the most complete 
book of its kind ever produced. This is only one 
typical example of marketing research results. 
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sales problems concerning the new-building 
market, replacement business, rural electri- 
fication, and others. 

This sort of operation helps make the 
Frigidaire franchise the most eagerly sought 
and jealously guarded in the industry. It is 
further proof, too, that you can— 





« These are the specialists who direct the many 


phases of Frigidaire’s Marketing Research Dept. 
Here, at a general discussion, L. W. Smith, Mgr., 
(standing) emphasizes a point from a survey to 
E. G. South, Asst. Mgr. 


BEFORE Frigidaire produces its selling aids, 
thousands of salesmen are interviewed and hun- 
dreds of presentations watched. In this way 
Frigidaire learns at first hand just what help is 
needed to make selling easier. 


AFTER a nationwide survey and watching hun- 
dreds of demonstrations, Frigidaire produced, 
among other selling helps, the now-famous 
“Selling Station.”’ It is a typical example of the 
results of thoroughgoing market research. 
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ome Maker 


Making houses into homes, by providing 


the owners with electrical appliances, 


is the merchandising policy of R. W. Lovell, 
San Fernando, Calif. 


7 ’'M going to make the San 

Fernando Valley my _ home,” 
sang Bing Crosby on one of his most 
popular records, praising to the world 
the attributes of this long, sheltered 
valley a few miles outside Los Angeles. 
Thousands listened, then went and did 
likewise. 

“T’m going to make the San Fernando 
Valley A home,” says R. W. Lovell, 
young, alert, progressive appliance 
dealer who has tied his business wagon 
to the home-making star. And from his 
initial success, it looks as if thousands 
are going to follow his advice by 
patronizing his “Homemakers Appli- 
ances” store where he has set up a 
merchandising policy based on helping 
the Valley people make their homes a 
better place to live through the full and 
proper use of electrical appliances. 


New Homemakers 


Lovell knew that the people who 
came to the Valley just before the war, 
and the thousands of others emigrating 
from neighboring Los Angeles, were 
not just house builders, but were home 
makers. He knew this, knew their prob- 
lems, ambitions, tastes—because he was 
one of the newcomer-homemakers him- 
self. The Army took him from his 
Jackson, Mich., home and _ stationed 
him at the Santa Ana base, south of 
Los Angeles. With an honorable dis- 
charge, and the knowledge of the appli- 
ance business which he had accumu- 
lated working with his stepfather in 
Jackson, young Lovell called his wife 


| ae 











out to California, picked the Valley, and 
started into business. 

He had thought out his plans for 
business—he had all details of a busi- 
ness that would apply electrical appli- 
ances to the making of livable homes. 
He was all set, in 1943, to put “Home- 
makers Appliances” into operation. 
Only one element was missing—ap- 
pliances. There were no new ones, and 
none in sight. There were no used ones, 
for the mushroomed areas around the 
Lockheed Aircraft plant in Burbank 








What the name implies—Homemakers Appliances in San Fernando, Calif., is oper- 
ated by R. W. Lovell, whose aim is to make the homes of that Valley more livable 
through the use of electrical appliances. He'll sell the appliances. 
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house only refrigerators. 





Crosby's “San Fernando Valley." 


had drained every workable or repair- 
able appliance. But, unlike many others 
who decided to wait for the war’s end, 
Lovell studied his plan and realized 
that there was one vital element of his 
long range plan that could be instituted 
right then—the service department. He 
would have to have one because he 
knew that an essential factor in selling 
appliances as a feature of homemaking 
would be to provide service facilities 
adequate to keep these appliances oper- 
ating in the homes. Starting his service 
department then, he figured, would 
serve more than to provide an immedi- 
ate income. It would get him acquainted 
with the people of the Valley, get them 
to know him. It would be the start of 
“Homemakers Appliances” because he 
would be making the people’s home 
livable by making them bearable until 
the new appliances arrived. 

The plan worked. His service volume 
averaged $2,300 a month during 1944 
and 1945, at the same time building 
him a reputation for fair dealing with 
the people, making him known to the 
thousands who would be his prospects 
for new appliances. 


Opens New Store 


On November Ist, 1946, Lovell 
opened his appliance store in what 1s 
now mostly a residential district, but 
which is zoned for business cdevelop- 
ment. In the 40x100 ft., pale-green 
tinted stucco building, a new structure 
on which he has a long lease, Lovell has 
3000 sq. ft. for appliance display. 





Highlighted by overhead fluorescent is this wall display area that eventually will 


Curved, reflecting canopy is tinted plaster on lath. 
Small appliances will have tiered-tables in center of the floor. 


R. W. Lovell, young but experienced ex-Jackson, Mich., boy, has tied his appliance 
selling to the homemaking theme, gambled his success on the future of Bing 


A 12x20 ft. room in the rear for 
service has a six-foot counter opening 
into the showroom so that customers 
can inquire, deliver and pickup, directly 
from the service department without 
leaving the appliance floor. The serv- 
ice department adjoins a 20x20 ft. 
area which is used for receiving and 
unloading deliveries which come to the 
rear of the store. Feature of this room 
is the large, overhead-type door which 
permits large trucks to back in. 

The showroom at Homemakers Ap- 
pliances is a combination open room 
and specialty corners. Major appliances 
get the wall, where special display plat- 
forms with indirect fluorescent light- 
ing draw attention to the large appli- 
ances without subordinating the dis- 
plays of smaller appliances in the middle 
of the floor. 

To carry the homemaking into the 
display of appliances, Lovell is develop- 
ing kitchen, laundry and radio-tele- 
vision ensembles. To put emphasis on 
the largest market in this new-home 
building area, he has created a complete 
Kelvinator kitchen in an “L” arrange- 
ment which faces any person as he 
enters the store. Over the cabinet sink, 
a real window serves for the kitchen 
and the laundry area that is on the 
other side of the partition. In this com- 
pact 8 by 8 foot laundry, Lovell will in- 
clude a frozen food cabinet. He has de- 
signed the laundry to those dimensions 
because he found that is the size of the 
“service porch” which most of the 

(Continued on page 82) 
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This Year, Increase Your 


BATTERY SALES with 
PHILCO Local Promotions 
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» Now the famous Philco “‘Share-the-cost’”’ Cooperative Advertising Plan ing « 

is ready to help you get more business in dry batteries and other accessory E 

P ‘ 4 ' 2 — . he d 

products. Retail promotions that pull and pay! Local advertising in your tor | 

community over your name. Prepared for you by Philco retail merchan- off t 

dising experts! Giving you a consistent sales-building campaign, all year = 

‘ ° . ° . es 

round! Making Philco Batteries and other Accessory Products contribute had 

a big part to your sales and profits this year. It's the most sensational retail Mai 

promotion plan ever offered. Get it now from your Philco Distributor. wh 
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WNERS! Get the facts from your Philco,Distributor now! 
TABLE © f : 
POR “ oytdoor ' season 1S 1M - 3 LOCAL NEWSPAPER ADVERTISING G 
low. shen the © he country — ‘ : . 
é ue every section yee battery sales Big selection of ads featuring your store as headquarters for Philco Bat- 
i HOTLS ° . . . 

yet to promote your pore with the right teries, Special ads for portable, farm radio and other batteries. > 
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tyP store. 


radios— Plus t 
that will bring ¢ = 
Get the facts from Y 


to your 


¥#, LOCAL RADIO ANNOUNCEMENTS 


‘ 
~ r 
You have scores of spot announcements you can use on your local 
oY. radio station to get business from all types of dry battery users. 


utor! 
















ot" ps HANDBILLS FOR HOUSE-TO-HOUSE DISTRIBUTION 


Blanket your trading area with these strong selling messages—reach new 
customers at small cost—cover homes where you £now batteries are used. 





DIRECT MAIL ADVERTISING 


ered Select your own campaign to carry your message into every home in your 


area where farm radios, portable radios and other battery equipment is used. 





FREE POSTERS FOR YOUR STORE 


. Three new colorful Philco Portable Battery Posters—for your wall and 
aad L- window. Ask your Philco Distributor for them. Put them up now. 





I 
t 
i 
1 
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PHILCO ACCESSORY PRODUCTS ARE BIG BUSINESS! 
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N a summer night in 1912 a 
O man stood with his nose 

pressed against one of the 
display windows of Chicago’s Com- 
‘monwealth Electric Co. Inside the 
window stood a washer and a 
proposition inviting the public to sub- 
mit essays on why families should 
own electric washing machines. The 
prize was a free washer. 

The man was C. E. Sundberg and he 
wasn’t exactly a youngster. For at 
home he had three little mouths to 
feed, and his salary in the return goods 
department of Marshall Field & Co. 
wasn’t big enough to give three rous- 
ing cheers about. 

Even after 22 years with Field’s 
he didn’t see much of a future there 
for himself. As a boy he had stepped 
off the train at Chicago in 1888, com- 
ing over from Karmansbeo Bruk, 
Westmanland, Sweden. By 1890 he 
had taken a job as cash boy with 
Marshall Field & Co. It was an age 
of giants and he copied the dapper, 
correct way of dressing that Mr. Field 








Washer Saga 
























a choice. 





profits, in addition to salary. 


The appliance you sell should have i 


The Name "Sundberg" Means 
Washing Machines to Chicagoans 


It was away back in 1912 when C. E. Sundberg began selling washers. 
He worked up to a chain of 12 stores, and gradually swung over to 
distribution. Today, his firm is exclusively wholesale, selling washer parts, 
air conditioning, stokers and oil burners, and handling commercial refrig- 
eration. It also operates a fleet of coin operated washers. 


What Mr. Sundberg thinks of retailing opportunities today: "| would 
put in a 75 foot front with parking space today, if | were running a 
retail store. 1! would not be tied up with any brand, but give the public 


"| never believed in having too many salesmen in my retail days. You 
get best results with men when they are paid a bonus based on net 


"The best sales are those you attract to your store through advertising. 













Young dealers 


4 

















in. | am against premiums. 
were spinners. 


to 34% to do business. 
way to 40: and 2. 


Here is son Lawrence, who is gradually stepping into the management of this 
wholesale firm. 


issumed, boutonniere in his buttonhole. 
He watched P. D. Armour shop, gazed 
upon the majesty of Mrs. Potter 
Palmer and incidentally worked one 
time or another in six various depart- 
ments in Field’s. “It was my college 
education,” he explained. 

It won’t be putting the cart before 
the horse to explain that Mr. Sund- 
berg didn’t win that free washer of- 
fered by Commonwealth Edison Co. 
Nevertheless he did something that 
can be smartly copied today by 
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many young fellows rushing into the 
appliance business. 


Learned About Washers 


Before he touched pencil to paper, 
he decided to know more about the 
washing machine. It was named the 
Apex and the manufacturer lived not 
many blocks away from his home. Mr. 
Sundberg called one evening on him 
and asked if he could look over the 
machine in order to learn something 
about it. The maker was delighted, 
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“We always liked special features. In 1929 fully 75% of our washer sales 


"Today's dealer must take trade-ins in order to come out. 
The present short discounts will eventually give 


“When you are making money hold back a lot of your profits as a 
backlog against sudden shocks. They are bound to happen to a business. 
That is why some firms survive and others don't." 


gh to bring people 


It costs 32 


and offered to send over a washer for 
him to try out. Mrs. Sundberg de- 
murred because with three youngsters 
to take care of, there wasn’t any spare 
cash in the household for a newfangled 
electric washing machine. Finally she 
realized it was for a good purpose and 
Mr, Sundberg spent night after night 
in the basement doing everybody’s 
wash in order to master its mysteries. 
It was a primitive model, and dripped 
oil on the cement floor, but he thought 
it was wonderful. 

Vacation time was approaching and 
because of accumulated overtime Mr. 
Sundberg got three weeks in 1912. He 
decided to spend it trying to sell 
washers, to see if he had the knack. 
Up and down the street he rang door- 
bells asking people to let him send 
over a machine. The net of his ex- 
perience was that he sold one machine 
a week for the three weeks, which at 
$100 gave him margin enough to live 
on. 
Still, he wasn’t sure. So he went 
back to the manager of his depart- 
ment and asked for a six weeks’ leave 
of absence. He told him what he was 
going to do and the superintendent 
finally gave in to the idea. For six 
weeks Mr. Sundberg continued to 
sell a machine a week. Thereupon the 
die was cast. He quit his job at Field’s 
and became a washer peddler. 

“One of the things I remember,” 


can profit from the 
experience of C. E. Sundberg, 35 years 


prominent in Chicago washer business 


































he relates, “was that I put on a pitch 
in a grocery store, demonstrating with 
soap chips. It got a lot of leads. The 
main thing about my start, though, 
was that I didn’t let go one thing until 
I was sure of another. Young fellows’ 
today can profit by that.” 


Owned 12 Stores 


Time marched on, the Sundberg 
luck held, and gradually he increased 
the number of stores he owned. He 
ran the number up to 12. 

“The catch in multiple stores,” Mr. 
Sundberg declares, “lies in’ the man- 
agers. You can’t get employees to be 
as thrifty and take as much care as 
you would yourself. They all too fre- 
quently pitch out economies which 
represent the profits.” 

In 1924 Mr. Sundberg took a $50,- 
000 licking. He switched brands and 
ran into a sour deal. Nevertheless, 
he was not discouraged and carried 
on until 1929, when the drop in 
washer prices started. You could do 
things when you got $165 per washer 
that you could not do when the price 
was falling to $59 or $49. Store after 
store was closed because there simply 
wasn’t enough profit in the business 
to pay out. 

The year 1929 saw the stock market 
crash and the beginning of losses on 
Chicago’s collapsing building boom. 

(Continued on page 94) 
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WHIRLPOOL 


MUCUHUCES 








Load-Building Through 
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AUTOMATIC IRONER 


This new AUTOMATIC IRONER, like all 
products in the WHIRLPOOL line, includes 
. PLUS extra 
features that mean greater sales appeal and 
‘“Best-in-the- 
field’ quality at competitive prices results 


every standard convenience.. 


lifelong customer satisfaction 


from ‘‘best-in-the-field’’ facilities for 


volume, low cost production 


PA 


NINETEEN HUNDRED CORPORATION 


Manufacturers of the World's Finest Home Laundry Equipment 
MICHIGAN, U.S.A. 


IN CANADA: JOHN INGLIS. LTO. 
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a percentage of old models remaining 
on the system. 


Third—New Appliance Promotion 


Many power company men will ask 
themselves the question “How can new 
appliances be promoted if the power 
company does not sell them?” Our 
thinking is that a co-ordinated pro- 
motion on an industry-wide basis, with 
the power company taking a consid- 
erable share of the iocal effort, will 
be successful. This means that dealers 
and their sales staffs will have to be 
thoroughly trained in the product by 
the manufacturer and distributor, and 
in the application and use-of the ap- 
pliance by representatives of the power 
company. 

An outstanding example of this sit- 
uation is the promotion of electric and 
gas storage water heater sales through 
dealers. A year ago almost 100 per- 
cent of the sales of this item in our 
territory was handled by our own 
merchandising department. In twelve 
months, through intensive work with 
many dealers, we have been able to 
get their sales personnel almost as 
familiar with water heating and its 
many attendant problems as they al- 
ready were with problems of cooking 
and refrigeration. 

At the moment we are working on 
a series of meetings in connection 
with home freezers so that the retail 
trade as a whole may be told the full 
story of this appliance. 

I believe the same approach can be 
used successfully when electric blan- 
kets come on the market in volume, 
and the same for television and other 
yet unnamed appliances. 


Fourth—Guiding the Outlook Toward 
Quality Appliances 


In discussing quality appliances 
with the retail dealers, we cannot and 


CONTINUED FROM PAGE 52 
























































Dealers 





do not talk about the merits of one 
make against another, but do point 
out what to look for in stocking ap- 
pliances. It is suggested to a dealer 
that he take into consideration the 
manufacurer’s background, the dis- 
tributor’s setup, the general appear- 
ance and construction of the appliance. 
Where possible we suggest that opin- 
ions be obtained from dealers who 
have handled the manufacturer’s ap- 
pliance in the past. 

In the case of comparatively new 
types of appliances, such as electric 
storage water heaters, home freezers, 
etc., we are very often given the op- 
portunity of making tests on the first 
sample appliances received in the city, 
and the results of such tests are given 
to the distributor and made known to 
any interested dealer. 

Continual effort on the part of the 
dealer development representatives is 
necessary in seeing that the dealers, 
as a whole, are constantly reminded 
of the many disadvantages that come 
with the handling of poor quality ap- 
pliances. We can’t keep them out but 
we can keep the number sold at a 
minimum. 


Fifth—Is it less costly to add load this 
way? 


Studies made before the war, when 
we started to develop our dealer co- 
operative plan, indicated that E.A.R. 
or estimated annual revenue could 
be attained at less cost to our company 
through having all appliances sold by 
the dealers. This study makes allow- 
ance for the type of assistance being 
given to therdealers by this company. 

The dealers’ support was not ob- 
tained overnight, and relations with 
them must be fostered continually. 
We enjoy their confidence and they 
enjoy ours; with this type of under- 
standing, nothing is impossible. End 











“NOW TELL ME ABOUT YOURSELF” 
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Even when selling gets tough 
the Coleman Qil Heater 


Coleman dramatizes 
comfort—Coleman ads 
show your customers 
quickly why Coleman 
means “most for the 

money”. 


° 
Here are four reasons why a Coleman Oil 
Heater franchise dealer is a lucky guy, 
why his stock of Coleman Oil Heaters 
will continue to be “premium merchan- 
dise” even when the selling is tough: 
1, Coleman has a top-quality line of Oil 
Heaters. 2. Coleman’s advanced, heat- 
engineered features give far more than 


He's a “Boy Wonder” at selling— 
Coleman’s child illustrations, with the 
baby playing in safety and comfort 
on the floor, have won thousands of 
Coleman readers — convinced thou- 
sands of people—made hundreds of 
future sales for you. 


Automatic Oil Heater 
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ordinary heating performance. 3. The 
Coleman line on your floor is backed by 
consistent “through-the-years” advertis- 
ing that builds ready acceptance (and 
easier sales). 4. This year’s advertising 
and promotion campaign for Coleman is 
the biggest and most powerful in Cole- 
man history. 














We've put the wives in the picture! Women 
influence heater sales vitally—and Coleman 
is selling women by the thousands on 
Coleman cleanliness. It’s not hard to sell 
women the heater they associate with 
clean curtains—a cleaner house—less work 


and dirt! imc ITT 
The Coleman Co., Inc., 





h 


will still be" demand merc 


—— 


andise 9 





Coleman sells auto- 

matic heating — Gives 

your customers the work 
free heating service 


they want. 


Coleman sells clean- 
liness, too—Gives women 
as well as men a reason 
to prefer Coleman! 


“Warm Floors” means 
' “Coleman” to millions 
— Coleman gives them 
freedom from cold feet, 
discomfort, colds! 





A new, dramatic way to 
prove it’s a_ better oil 
heater—cutaway panels in 
Coleman ads dramatize 
Coleman features like (1) 
powerful low-draft burner; 
(2) hot-tube radiator; (3) 
heat-reflector doors; (4) 
furnace type heating unit 
with heat fins; (5) power 
blower; and many others. 


If you don’t know the name of your 
Coleman distributor, write for his name 
and descriptive literature. Write The Coleman 
Co., Inc., Dept. 'EM-951, Wichita 1, Kans., 
Philadelphia 8, Pa. (Terminal: Commerce 
Bidg.), Los Angeles 54, Calif. 


Dept. EM-951, Wichita 1, Kans. 
Please send me the name of my nearest Coleman 


Coleman Oil Heater line. 





Address. 





i 
| 
distributor and ask him to send me literature on the . 
| 
| 
l 
| 
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And suddenly the 
tables are turned! 











Oid we say Suddenly’? 


Yeah . . . about as sudden as the income tax deadline! Only no one knew 
for certain when this table-turning situation would arrive, and find our 
shopping gal friends upsetting many an unprepared dealer. 

But it's here now,! Today the lady has a choice. She doesn’t have to take 
second-rate merchandise. She’s once more a SHOPPER . . . and sales are 
again being made only when you offer her values like .. . 


@)@ ‘FIRST ON THE MENU—The Shelvador* 


Here's a feature that really whets a woman’s buying appetite! 


li rT Yes, it’s the Crosley Shelvador*, the exclusive Crosley develop- 
ment that puts 28 feet of front-row food at a housewife’s finger- 
tips . . . saves her steps, minutes and trouble every time she opens the door. 
Here's the only refrigerator that helps get easier, faster breakfasts, lunches 
and dinners, It’s the “Speed Way For Meals” . . . the feature that gives 


Crosley dealers the strongest self-demonstrating sales story in the field. Of 
course, it’s backed-up by all the refrigeration improvements women expect 
today . . . including the Oversize Froster, the new peak-efficiency Electro- 
saver unit typical of Crosley engineering and manufacture. 

The tables won't be turned on Crosley dealers. They have the Shelvador*! 


MORE FOOD FOR THOUGHT—AND VICE VERSA 


That’s right . 











MAY 





. ranges! And again they're studded 
with an array of features that add up to easier meal * 
preparation for women, easier sales for Crosley dealers. For example 
there’s a waist-high broiler, an over-size oven, complete insulation 

. in gas as well as electric models. 

They're an important part of a woman's plan to furnish her 
kitchen in the modern, practical manner; an important part of a 
dealer's plan to build sales on a sound basis of customer satisfaction. 











*Reg. U. S. Pat. Off, 
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DON’T FORGET—THEY’VE BEEN ON A DIET 


Home makers have been starved for merchandise 
of all kinds. So when it comes to kitchens, chances 
are your customers want a complete re-doing. And 
there’s no better, easier, more practical way to 
accomplish that than by furnishing a kitchen the 
Crosley way. 

That includes the sale of a Crosley Servisink. 
The Servisink has so many be-kind-to-women fea- 
tures (including ample space for all utensils, knee- 
recessing for sit-down tasks, and companion cabi- 
nets for extra shelf space) that it captures feminine 
fancy right off the bat. And that means it captures 
sales for Crosley dealers! 


AND OF COURSE THEY WANT MUSIC WITH THEIR MEALS Yc;,.. 


THE CROSLEY CARROLLTON 


Here’s a superb instrument for 
lovers of radio and recorded music. 
The luxurious cabinet of hand- 
rubbed mahogany complements the 
finest home furnishings; electronic 
engineering includes Crosley FM 
(Frequency Modulation), Floating 
Jewel+ Tone System and Master 
Tone Control. In excellence of tonal 
delivery and distinctive appearance 
this model represents Crosley crafts-. 
manship at its best. 


THE CROSLEY DEBUTANTE 


_ It occupies no more room than a 
dining room chair . ... but it. has 
: eigen ~ features formerly 
only in the most ive 
radios. That’s why this hes gt a 
favorite among apartment dwellers 
and owners of smaller homes. Fea- 
‘tures include: Crosley Floating 
Jewel; Tone System, Crosley FM 
Fg esa Modulation), Continu- 
ous 
matic Record Changer, = 





THE CROSLEY RONDO 


The sathe sleek appearance, front and 
back, makes the Rondo a smart addi- 
tion to any end-table. Sturdy construc- 
tion and plenty of power bring per- 
formance to a with smart styling. 
Has Baciossll lank Antenna, Sli 
Rule Dial, Continuous Tone Control. ° 


TPatented 
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one Control, Jam-proof Auto- 











. radios for every room in the home. 
Large consoles that add a distinguished tone 
to living rooms . . . compact table models - 
for rumpus rooms, bed rooms, or to sit atop 
the smartest end tables. 

They give Crosley dealers every oppor- 
tunity to meet demands for smart styling, 
electronic improvements, and exclusive fea- 
tures. The latter include the famous Crosley 
Floating Jewel} Tone System, (the permanent 
sapphire stylus that rides on sides of record 
* grooves, eliminates s-c-r-a-t-c-h-i-n-g). The 
Crosley Master Tone Control, which provides 
a choice of 64 different tonal combinations 
for radio or records is another outstanding 
feature. 

Illustrated on the left are three models 
representative of the complete radio line 
shoppers find at their Crosley dealers! 


Ny table ths Foblam 7 





Sooner or later (and probably sooner!) every 
home appliance dealer will face the fact that 
the end of shortages means an end of “order 
taking.” That's a sales problem that can’t be 
tabled indefinitely . . . and one that shouldn't 
be tabled any longer than absolutely necessary. 
We've outlined a few reasons why Crosley 
dealers are ready for the table-turning period 
. why they will continue to come out on 
top in sales. Those basic reasons are some- 
thing for everyone to think about now. 


Refrigerators + Home Freezers + Kitchen Sinks and 
Cabinets + Ranges +» Laundry Equipment + Radios 
« Radio-Phonographs + FM «+ Television « Short 
Waves Radar+ Home of WLW, "The Nation's Station” 


GROSLEY Division—The Aviation Corporation 
- Cincinnati 25, Ohio 
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. «++ That is the phrase used by many of those 
long familiar with electrical appliances in de- 
scribing American Beauty electric irons. 

The latest model . . . . with its Thermoscope, 
three-section plastic handle and terminal-box 


combination .... is a “Beauty” in its modern 
styling. 

But especially is it still a “Beauty” in per- 
formance, durability and simplicity of construc- 


tion and design. 


Sfimerican 





ELECTRIC 
IRON 


321-M 


ESTABLISHED 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 


1egoe4 
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‘The Contractor - Dealer 


Makes a Come-back 


In Minnesota, 69 percent of Electrical Asso- 
ciation members do double jobs; and they 
get 70 percent of state's appliance business 


ODAY there is a new respect 

and appreciation for a strong 
electrical contractor-dealer. Possibly 
it has been the war, when folks 
learned who they had to lean on for 
maintenance and repair, but the fact 
remains that the Minnesota Electrical 
Council has jumped from a member- 
ship of 225 to 535—nearly a third of 
which was gained in the past 12 
months. 

Things have changed a lot in the 
last two years, declares William A. 
Ritt, secretary-manager of the Min- 
nesota Electrical Council, and has 
changed so much and so fast that few 
fully realize the importance. In a 
survey which the Council recently 
made, based on detail returns from 
31 percent of the entire membership, 
it was discovered that only 31 were 
operating mainly as electrical con- 
tractors today, while 69 percent com- 
bined both contract work and mer- 
chandising. These firms did an 
average business of $31,655.04 in 1946, 
of which $21,343.50 was for contract- 
ing and $10,311.54 was for appliances. 
This is not to be sneezed at, as you 


can remember when you realize that 
the 1939 census showed that the aver- 
age volume of business for all of 
Minnesota’s 40,448 retail establish- 
ments, including chain and mail order 
houses, was considerably less than 
$25,000 per store. This 1946 figure of 
$31,655.04 represents materials and 
appliances. Add labor, and you find 
the average contractor-dealer in Min- 
nesota did for 1946,. an estimated 
$41,851.51 of business. 

He accomplished it with trucks 
worth $2,026.58, tools and testing 
equipment worth $1,078.28, store and 
office equipment $1,521.14, a total in- 
vestment of $4,626. His radio and 
appliance sales amounted to 32 per- 
cent of his total merchandise moved. 

Some 65 percent of these contractor- 
dealers own their own shop and store 
building and 45 percent had made im- 
provements. The average value of 
the shop and store ran $10,916.07, and 
they had put in $3,228.79 worth of 
improvements. They employed 6% 
employees per firm. 

That manufacturers should come to 


(Continued on page 78) 





Sales: (Exclusive of labor) 


1— Contracting Business 
Wiring materials 
Lighting fixtures 
Motor & Power equipment 
Total 


11 — Electric appliance sales 


Small electrical appliances 


Total 


Radio and appliance sales 


His investment in service facilities 
Equipment 


Trucks 
Tools & Testing equipment 
Store & office equipment 


His total equipment 
Shop and Store 


Property values — 
Average value of shop and store 
Average value of improvement 





HOW MINNESOTA CONTRACTOR-DEALERS STACK UP 
(69% of Association Membership) 


Large electrical appliances 


Radios, parts and supplies 


Total sales (exclusive of labor) 
Percentage of total 
Wiring materials, lighting, motors 


1946 Volume including Labor (estimated) 


Percentage who own shop and store building 
Percentage who made improvements 


Average number of employees—6%4 


$15,589.73 
4,200.45 
1,553.32 ' 
$21,343.50 68% 
$ 6,897.04 
1,553.32 
1,861.18 
10,311.54 32% 
$31,655.04 
68% 
32% 
$41,851.61 
$ 2,026.58 
1,078.28 
1,521.14 
$4,626.00 
65% 
45% 
$10,916.07 
3,228.79 
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@ MODEL 200 

The famous triple 
function unit— 
cools — freezes — 
preserves. 123 cu. 
ft. food capacity. 
The best answer to 
better food preser- 
vation. 


MODEL 30R > 

30 cu. ft. freezer. 
Compact, conven- 
ient, large capacity. 
Contact freezing 
plates. 
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The Complete Amana Line 
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ee 2 oce Amana ‘Pirot 


HERE IT IS—Amana’s great campaign that is consistently 
appearing in America’s greatest publications. Amana — The 
Freezer with the National Reputation —pre-sells your cus- 
tomers —so it’s good business for you to Line Up With The 
Leader now! It’s good business for you to join the Nation-Wide 
Amana Organization — and offer your customers the complete 
Amana line. For details— write today. 


REFRIGERATION DIVISION, DEPT. E-57 


AMANA SOCIETY, Amana, lowa 


© 1947 — Amana Society 


With models ranging from 5 cu. ft. to 123 
cu. ft. Amana meets the needs of every 
requirement. You are able to sell every 
prospect. This complete line is one more 
big advantage for every Amana dealer. 

















. @MODEL 110 gas 
10 cu. ft. —j{ 
many out-) 
Standing fea- 
tures. 


MODEL 50 > 
5cu. ft. freezer 
for the aver- 
‘age home. 
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10-STATION 
MASTER UNIT 


J OPERADIO---THE 
OUTSTANDING SOUND 
EQUIPMENT LINE FOR YEAR 


ROUND SALES AND PRoFITs! 


Smart New Designs... 
New Features! 


Outstanding . . . that’s the word for the 
new OPERADIO sound equipment line! 
Every unit is designed, engineered and 
constructed to OPERADIO-quality 
standards ... with important new 
features and smart styling for added 
sales-appeal. OPERADIO sound equip- 
ment is nationally advertised to assure 


you of steady, successful sales. 


OPERADIo 
Gound Equipment 


ole Sy 


SPEAKERS 


PRE-AMPLIFIERS-- 
BOOSTERS AND 
MOUNTING RACKS 





20-WATT AMPLIFIER 


ae ° 


e& 
>< 


ee gi Se 









OPERADIO MFG. CO. 
Gentlemen: 
Please send us free information on the items checked: 


C) Operadio Sound Equipment 
(C0 FLEXIFONE Intercommunication 


DEPT. EM-13 ST, CHARLES, ILL. 


Name 
Address 
City State 


‘oy —_ _ = 
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appreciate the importance of this 
group who were doing 70 percent of 
the appliance business in Minnesota 
was pointed out by Mr. Ritt. 

“This is not anti-chain store prop- 
aganda,” said Mr. Ritt. “They are 
large enough to fight their own battles 
and they fight them well. We have 
no notion whatever of putting them 
out of business or much hope of 
cramping their style. 

“But it is tremendously important 
that we meet them on their own 
ground. 

“If they can get so much attention 
when they sell an aggregate far less 
than 30 percent of the consumer dur- 
able goods, including electrical sup- 


Dealer Lists 
Repair Parts 


Helps Make Customers 
Service - Conscious 


AD experiences during the war, 

when homeowners found major 
appliance repairs difficult to obtain, 
servicemen few and far between, etc., 
have made the  appliance-buying 
public extremely “service conscious,” 
according to Wallace-Johnston Co., 
appliance dealers in Memphis, Ten- 
nessee. 

“A lot of customers are going to be 
looking for dependable service facili- 
ties before deciding where they will 
buy appliances of any kind,” it was 
pointed out, “and therefore, the dealer 
should aggressively merchandise his 
service shop as he does his major 
appliances.” 

Maintaining a comprehensive re- 


pair shop covering refrigerators, 
washing machines, ranges, small ap- 
pliances, commercial refrigeration, 


house heating, vacuum cleaners, etc., 
the Wallace-Johnston dealership isn’t 
hesitant to “let the customer know 
about it.” To impress the public 
with the huge parts inventory which 
makes it possible to put every appli- 
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plies and appliances, why can’t the 
rest of us, including our wholesalers, 
start trumpeting about the 70 per- 
cent of the total which the inde- 
pendents promote, sell, install and 
service ?” 

Bill Ritt points out that the con- 
tractor-dealer does a complete selling 
job. By complete, he means that he 
hooks the device in the customer’s 
home, makes it operate. Without this 
service much electrical equipment is 
no good at all to the owner, and 
therefore the contractor-dealer is in 
a vital position with the ultimate con- 
sumer. This should be respected more 
than it is by the manufacturing brass 
hats. 


ance back into operating service in 
short order, a large permanent sign 
has been constructed in front of the 
parts room window, which lists the 
total parts inventory out where any 
entering customer can see it. As 
shown in the photograph, the sign 
is headed with lettering which indi- 
cates “We are now stocking ......... 
items totaling ......... pieces for 
repairing your G. E., Roper, Maytag, 
and Universal appliances.” Behind 
each brand name in large letters on 
the left, are listed some of the appli- 
ances which are carried in stock under 
that name. In the blank spaces under 
“We are now stocking” are black 
strips on which the actual daily in- 
ventory can be written in ordinary 
blackboard chalk. At the time the 
photograph was taken, the Wallace- 
Johnston Co., was stocking 2065 items 
totaling to 4,666 pieces for repairing 
appliances.. 

Although many dealers feel that 
women will not be impressed by thus 
listing off the inventory of replace- 
ment parts, they are actually quite 
conscious of it, according to the man- 
agement. When a refrigerator breaks 
down in one woman’s home, for ex- 
ample, a friend is likely to tell her 
that the Wallace-Johnston Co. has 
“just oodles of parts, because they 
have a sign up telling you so,” etc. 

The chalk figures on the sign are 
replaced whenever new inventory re- 
placement shipments are received— 
it is always up-to-the-minute. End 








By means of this sign the Wallace-Johnston Co., Memphis, Tenn., lets customers 
know just how large its stock of repair parts is. The number of items and total 
ber of pi are marked in chalk so changes can be indicated. 
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PEDESTAL FAN Pearl- 
essence finish on 
blades, motor housing and base. Brightly finished guard. 
Adjustable for height—12 and 16-inch models from 38 up 
to 62 inches ; 10-inch fan from 35 to 59 inches from floor to 
center of guard. Wide, quiet-running, overlapping 10, 12, 
and 16-inch blades. Totally enclosed oscillating mechanism. 
Two speeds on 12.and 16-inch fans. Guaranteed five full years. 
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BANNER FAN Popular-priced. 


delivery at.low current cost, Lus 
brown finish, Streamlined, sturdy, di 





nism. Wide, quiet-running 10, 1 


Two speeds on 12 and 16-inch fans. ‘Wa 


~ bracket included. One full year guarante 
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ReaM NATIONALLY 
ADVERTISED FANS! 


As complete an assortment as you could ask for. Styles to suit every taste. Prices to 
fit all purses. 

And they’re good fans—backed with 50 years of fan-making skill. They’re busi- 
ness-builders for you, too. They give your customers the one thing that brings them 
back—satisfaction. For you are authorized to repair or replace any R&M Fan found 
to be defective during the life of the guarantee. 

National advertising helps you merchandise them. Point-of-sale material, news- 
paper mats, and other sales stimulants (all at no cost to you) help you sell them. 
So, see your nearest R&M Fan distributor OR mail the coupon for his name, address, | 
and literature on this fast-selling R&M Fan line. 


ROBBINS « MYERS, INC. | 


SPRINGFIELD, OHIO +© BRANTFORD, ONTARIO } 
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Products of 


BORG-WARNER 














With the elevation of the Norge 


electric storage water heater to full 








status as a major household appliance, 





Norge now offers seven passkeys to 


cage emmnmanen-onrommnmecececes mete 


profits. Seven lines, seven leaders... 


i 
rs 
e 
‘ 


seven big-ticket items with which | 


the Norge dealer can plan his future 


and build his fortune! 













Two styles—a standard design, 
as illustrated, and a 36” high 


“table top” design. Six models, 





30- to 82-gallon capacities. 


“The Best Dealer in Town 
Sells NORGE!” 





Norge is the trade-mark of Norge Division, Borg-Warner Corporation 


Detroit 26, Michigan. In Canada: Addison Industries, Ltd., Toronto, Ont. BEFORE > @) U B uY 
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The Handi-Cube Tray model 
illustrated combines striking 
beauty with sensational perform- 
ance. Tray lifter is optional. 


Pastel-tinted or transparent plastic 
tare partitions add both eye-catch- 
__ ing beauty and functional utility to. 
the Inland Handi-Cube Tray. | 
The striking new plastic grid 
-_ delivers ice cubes with revolution- 
* ary ease, and a touch of the tray 


' lifter instantly loosens the tray from Tay dad ier 3 


# | ; the freezing compartment. cause it serves better. 


For complete details and prices write to— 
INLAND RANUPACTURING DIVISION, General Motors Corporation, berger) 
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Home Maker 


oo CONTINUED FROM PAGE 69 


homes in the Valley have and which is 
the space which must be converted to a 
laundry. 

In another corner of the room, 
adjacent to the floor displays of radios, 
an 8x14 ft. room has been designed 
for high-fidelity radios and television 
receivers. With decoration considered 
a major factor in promoting these high- 
priced items, Lovell has designed the 
room to appear as a corner of a large 
living room. The walls of the room are 
packed with rock wool insulation to 
make them soundproof. 


Has Salesmen In The Field 


Lovell knows that in the long run, 
the people of the Valley are not going 
to beat a path to his door to let him 
help make their homes more livable, at 
least not enough of them to keep his 
volume up. He’s got to get to their 
homes and sell these people on the idea 
of improving their homes, and he has 
to do it with field salesmen. 

Not satisfied to wait until he had 
washers, ranges, refrigerators, etc., to 
sell, Lovell put together and trained a 
crew of three salesmen and sent them 
into the outer Valley selling the major 
items which he can deliver immediately 
—water heaters, ranges, space heaters 
and vacuum cleaners. He knows why 
he’s doing it: 

“T know that these outside salesmen 
will be the basis for much of our selling 
eventually, so I want them to get 
started now. I want them to get the 
feeling of selling, to meet some compe- 
tition, to meet sales resistance, so they 
will be on their toes when the selling of 
the other appliances gets tough. And at 
the same time I want to get our men 
into the homes here in the Valley as 
soon as possible. We need to keep up 
the contacts we established as service 
people, pave the way toward sales of 
ranges, washers, complete kitchens in 
the future. With the very few appli- 
ances which these men have available 
to sell now they will still be making a 
start in our program to make the peo- 
ple’s homes more livable through the 
use of electrical appliances.” End 


“CONGRATULATIONS — YOU'VE WON AN 
AUTOMATIC WASHER, AN IRONER, AND 
TWO - YEAR COURSE IN HOME ECO- 
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THE PRESTELINE ELECTRIC RANGE WITH THE Safely TOP! 


“THAT'S FOR ME!” is the unanimous verdict of the great 
American Jury of Mothers—the moment they see the new 
Presteline electric range with the new Safety Top. Here, at 
last, is the answer to the problem of tiny tots and hot utensils. 


DEALERS FROM COAST-TO-COAST report that they’ve 
never experienced anything like the lively interest which 
this Presteline Safety Top is creating. Presteline national 
magazine ads had barely left the presses before women 
started asking about it—and it’s a demand that’s snow- 


balling, day after day. 




























THREE TOPS in one great new electric range! In addi- 
tion to the new Safety Top, Presteline gives your cus- 
tomer a choice of the Divided Top or the Cluster Top 
—a choice that enables you to meet the demands of 
97% of American women. That means less “looking 
around,” quicker buying decisions, and ONE range 
does the demonstrating of three conventional ranges! 
This is only one of Presteline’s six exclusive features— 
six big reasons why Presteline is one of the most valuable 
franchises in major appliance history. 


Remember . . . No Other Electric Range Gives You All 21 Presteline Features 





hes 
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. . - Features That Out-Range Competition 


PRESTELINE HOME APPLIANCES 
PRESSED STEEL CAR COMPANY, INC. 
F Domestic Appliance Division 


ELECTRIC RANGES 666 Lake Shore Drive + Chicago 11, Illinois 
PAGE 











The experience of an organization 
which has produced more than 2% 
million air-cooled engines is built 


into every Briggs & Stratton engine. 


Theories or hopes do not dictate 


the adoption of designs, mate- 
rials or manufacturing methods — 
actual experience and long testing do 
..« The experience of users proves 
that Briggs & Stratton engines stand 
up under all kinds of service — 
year after year — proof that they 
are designed right — built right — 
the right power for your equipment. 
BRIGGS & STRATTON CORP. 


Milwaukee 1, Wisconsin, U.S.A. 
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Small City Ideal for. 
Refrigerator Specialist 


Domestic and commercial units, 
plus freezers, hit both home 
and farm trade, Woolsey finds 








A. C. Woolsey, owner of the firm, is 
resourceful in putting the advantages of 
freezers before the pu 


A PROSPEROUS small city serv- 
ing a surrounding agricultural 
area is an excellent location for a 
store specializing in refrigeration, in 
the opinion of A. C. Woolsey, owner 
of the Woolsey Appliance Co. of 
Roswell, New Mexico. There are 
always the local homes and surround- 
ing farms for home refrigerators, the 
town stores for commercial boxes and 
storage units and a wide variety of 
demands for home freezers of vari- 
ous types. The town dweller with 
no country connections may desire 
only a combination refrigerator with 
freezer compartment for storage only. 
Then there will be the man who lives 
in the city but has a garden patch on 
the outskirts of town, or who has 
some connection with a farm which 
provides him with more fresh food 
than he can use at certain seasons. 
He will want a freezer of moderate 
size, either upright or chest type. 
The farmer qualifies for a walk-in box. 


Handle Other Appliances 


The Woolsey Appliance Co. handles 
other electrical equipment as well, but 
has come to be recognized as head- 
quarters in that vicinity for every- 
thing in the refrigeration line. Mr. 
Woolsey handles a variety of makes 
and has even built jobs of his own 
where other equipment was not adapt- 
able. He has on occasion taken stand- 
ard upright freezer boxes, removed 
the interior arrangements and put in 
a partition and a blower fan in the 
top to make a very satisfactory com- 
bination freezer and_ refrigerator. 


When necessary he installs his own 
compressor, or otherwise adapts the 
equipment to the customer’s particular 
needs. 

He has found that locker users are 
the best prospects, and he keeps a 
record of the local renters which is 
available to his salesmen. His men 
go out into the Pecos Valley country 
surrounding Roswell for about 30 
miles in every direction. They aver- 
age about two sales a week under 
present conditions. 


Fair Attraction 


An exhibit of freezers dominated 
his booth at the State Fair held in 
Roswell last October, and attracted 
much attention. One freezer was sold, 
as well as a number of other appli- 
ances and about 100 prospect names 
were secured for later follow-up. 
Rather amusingly, the compressor unit 
on the exhibit freezer broke down 
during the second day of the fair. 
But this did not upset Mr. Woolsey. 
He merely proceeded to use the non- 
functioning unit as an example of 
how long food remains in good shape 
in a freezer unit even when the ma- 
chinery is not operating! Prospects 
were tremendously interested in the 
demonstration and many of them said 
they were glad to see for themselves 
that a power interruption does not 
constitute a serious danger. 

Frozen foods on sale from a com- 
mercial-type unit in the front of the 
store bring many people in who later 
buy home equipment just because they 
are brought in frequent contact with 
the opportunity to do so. 

The store carries Deepfreeze, 
Amana, Zerosafe, Admiral, Harder 
Freez and Jacobs lines. End 

































































In the prosperous small city of Roswell, 
New Mexico, is located the Woolsey 
Appliance Co., which sells freezers in 
town and in the surrounding rural area. 
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YOU'LL SELL MORE 


Send for free Ray-O-Vac 12- 


wn page Sales Calendar . . . geared 


the 
lar 


to LEAK PROOF advertising in | EAK |-) > Leto} 4 


LIFE, POST, andother magazines. 


by tieing in with the 
RAY-O-VAC SALES CALENDAR 
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1 DISPLAY THIS CARTON 
THROUGHOUT THE SUMMER 
: LEAK PROOFS 
come packed in this 
A handy merchandiser 
—designed for 
counter and 
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Ray-O-Vac gives you new opportunities 
for spring and summer battery sales! 
Monthly LEAK PROOF ads in national 
magazines keyed to HOME, OUT- 
DOOR and MOTORING illustrations 
are reaching more than 46 million 
readers. You'll sell more LEAK 
PROOFS—Ray-O-Vac’s Sales Calendar 
will show you how! Send coupon for 
free tie-in helps today! 








¢ 
LEAK PROw 


FLASHLIGHT 









Ray-O-Vac, Dept. E57: 
Please send us the Ray-O-Vac Sales Calendar and LEAK PROOF admat. 


2 USE THIS LEAK PROOF ADMAT 


Send for this 1-column by 1-inch DAMIR 5 6c oi Sio ic be Vode Saccstcensich Hosea ues byte mebseentehckesCaueee onsaan 
admat today. 


RAY-O-VAC COMPANY, MADISON 3, WISCONSIN 
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EXAGGERATED — Not at all! 


The problem of tossing, flinging and pitching the cord about — to 
keep it free of her feet and out of the way of the machine — has beset 
every woman who has ever used a vacuum cleaner. 


Cord pays out of cord outlet at 
the operator's fingertips—Wound 
on reel concealed here. See cut- 
away illustration 





EQUALLY ADAPTABLE TO TORPEDO TYPES 


Cordomatic Reel mounts in detachable blower end cap. Note wireless . 


connections between reel and cleaner body. When flexible hose is 
coupled to the cleaner “Blower end’ an automatic closure seals cord 
outlet port eliminating all pressure loss. 


COMPARE! This picture compared to the one at left tells the story. This “*Cordomal 
equipped" cleaner gives the housewife fingertip control of the cord length at ¢ 
times. It speeds her cleaning by ending cord distractions . . . provides all room acc 


Licenses to the outstanding Cordomatic Automatic Cord Reel sales and convenience pra p > a er 
° ‘ ‘ — sibility from one outlet . . . it rewinds the cord automatically and invisibly after use. 


features are available to reputable manufacturers. 





P featuring INVISIBLY MOUNTED COR’ .. 


stops Cord Entanglements , 


...4n the lifeline of your Cleaner 


A 


Investigate ‘‘Cordomatic Engineering” for the Cord on your 
Cleaner Today—Remember it will set a new standard 
in quality Vacuum Cleaners Tomorrow= 


of comparison 


Millions of housewives who have for years 
put up with tripping, stumbling and kick- 
ing twisted and tangled Vacuum Cleaner 
Cords out of the way will instantly recog- 
nize in the friendly ““Cordomatic Feature” 
— the long awaited solution to all of their 
cord troubles. 

These long endured annoyances will 
naturally direct their choice to the Cleaner 
“CORDOMATIC EQUIPPED.” To make 
those sales tomorrow, investigate “Cordo- 
matic Engineering” today. 

Be ready to answer this long pent up 
demand for a quality Cleaner that gives the 
housewife these solutions to her Vacuum 
Cleaner Cord problem: 


a. Finger tip control of any cord 
length needed at any time. 

b. All room accessibility — from a 
single electric connection (Extra 
length cord). 

Accelerated cleaning — the cord 
automatically “takes care of it- 
self.” 

Automatic rewinding of the entire 
cord length after use. 

Invisibly Mounted Cord — Auto- 
matically Controlled. 


Thus, it is easy to see that Cordo- 
» matic provides a refreshingly 
new sales and advertising 
angle for your top qual- 


It revives waning consumer interest in 
home demonstrations. 

It minimizes cord servicing by reducing 
cord wear. 

It makes old-style vacuum cleaners obso- 
lete in the minds of the folks who own 
them. 

It adds dollar value to any new cleaner 
design — conventional or tank type. 

It paves the way to new, modern designs, 
new beauty, new convenience, new pride of 








“‘Cordomatic Engineering’’ princi- 
ples applied to your new Cleaner 
Model will:— 


Eliminate unsightly entangled 
Vacuum Cleaner Cords that affront 
the eye and endanger life and 
limb. 


Eliminate the ‘‘manual labor’’ of 
winding and unwinding cord on and 
off unsightly handle hooks every 
time Cleaner is used. 


Eliminate the annoyance and 
bother of tossing and whipping the 
Cord about — to keep it free of 
the feet and out of the way of the 
Cleaner. 








ownership — and hence new ease and ef- 
ficiency in selling. In short, Cordomatic 
offers the greatest single vacuum cleaner 
sales feature in. years. 

Cordomatic units are rugged, fool-proof 
and unconditionally guaranteed for five 
years. Listed Underwriters’ Laboratories. 


CORDOMATIC CONTROL FOR OTHER ELEC- 
TRICAL MACHINES AND APPLIANCES — 
Regardless of the type, design or service 
of an electrical machine or device, there is 
a Cordomatic Reel Unit that can transform 
the unsightly troublesome and entangling 
extension cord into one of the prod- 
uct’s most outstanding sales and conven- 
ience features — invisibly mounted cord, 
automatically controlled. 


NOTICE TO THE TRADE: Cordomatic 
Vacuum Cleaner Handles or Reel Units 
are not sold separately as attachments. 
They are available only to manufacturers 
for installation as original equipment on 
quality cleaners. We are advertising them 
here simply because we want every 
distributor, dealer and salesman to 
know about them — and to urge that 
you write to your manufacturer and 
request that Cordomatic be adopted 
as original equipment without de- 

lay. Think how much easier it 

will be to sell with the 
Cordomatic feature than 

against it. 


o * 
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ity vacuum cleaner. 
Cordomat DIVISION OF 


ngth ot (VACUUM CLEANER CORP. : 
oom accel OF AMERICA # F, 
fter use. es 
AUTOMATIC CORD CONTROL REEL 
1724 W. Indiana Ave., Philadelphia 32, Pa. 


MANUFACTURERS AND LICENSORS) 
OF CORDOMATIC EQUIPMENT 


* Reg. U.S. Pot. Off. 


Ri.. AUTOMATICALLY CONTROLLED! 
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Are YOU just as ready to 
receive customers? 
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Ahhh! There’s a wise business man who’s got 
his door wide open for business. 


How about you? You can be just as ready 
to receive the calls of shoppers through the 
‘yellow pages’ of your local Telephone Direc- 
tory. Your advertising in the ‘yellow pages’ 
will quickly tell prospective cus- 





tomers just what they want to know S$ 
[s/ 






...What goods you sell and the 
services you have to offer. 


For further information, call your 
local telephone business office. 


MAY |, 





Young Men 
In a Hurry 


oom CONTINUED FROM PAGE 49 =e 


our salesmen in their stores, and it 
is my personal impression that when 
they come to Memphis, they want to 
see the bosses—a whim we cheerfully 
indulge.” 

In the McDonalds’ long-range pro- 
gram are well-trained salesmen, ade- 
quately equipped to serve as company 
ambassadors and to develop peak sales. 
The present sales nucleus of sixteen 
men will be fully equipped to swap 
punches evenly with the rest of the 
boys, thanks to the judicious training 
they are now undergoing. At Satur- 
day morning sales meetings, the crew 
reviews the previous week’s business, 
prepares for the coming week by re- 
hashing promotional, sales, and serv- 
ice problems. As sales incentives, the 
McDonalds offer cash and merchan- 
dise prizes. 


Specialized Selling 


Appliance retailers taking a_ leaf 
from the book of the McDonald 
Brothers will acquire a lesson in spe- 
cialized selling since it is the com- 
pany policy to assign sales teams to 
each of the major lines. A  seven- 
man team has been mustered for the 
sole job of selling Philco lines—five 
men are on refrigerators, radios, home 
freezers, etc., and the other two have 
been put on parts and accessories. 
The remaining nine salesmen are de- 
tailed to the other lines which the 
company distributes within a 200-mile 
radius of Memphis. 

Who will be the appliance retailers 
to survive the test the next few years 
of spirited competition are destined to 
bring? J. G. and J. W. McDonald 
agree that the retailer who will nose 
out the rest is the one who launches 
organized selling, and a balanced pro- 
motional program before the competi- 
tion. The dealer who,combines an 
attractive sales background with an 
efficient repair service department. 


Favorite with dealers is the McDonald 
Bros. self-service parts department. Ra- 
dio parts sales volume here has put the 
department on a par with radio and 
refrigerator departments, J. G. says. 
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CHECK THESE MERTLAND FEATURES 


for quality, durability, convenience, and economy 


UL opproved 


Heavy gauge galvanized steel 
fank, hot dipped. Made and 
golvanized in Mertland's ultra- 
modern tank and galvanizing 
plant. 


Fully automatic, adjustable, snap 
Qction temperature control 


Chromalox quick heating immer- 
sion type heating unit 


Protected from corrosion by 
Mertland Magnesium Anodic Rod 
{optional equipment) 


Working pressure guaranteed 
127, Ibs. (Tested 300 Ibs.) 


Thick, blanket type Fiberglas 
insulation olf around tank 


Eight coats of white enamel 
baked on heavy steel jacket 


Wattages and voltages to your 
speciticotions 


Inlet boffle evenly distributes 
incoming water 


Heavy gauge copper wiring 


Circular black base conceals 
mop marks, flush to floor 
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M. M. HEDGES MANUFACTURING CO., Inc. 


TENNESSEE 

















--WITH A PORTABLE ELECTRIC 


SPLEND-AIRE 


VAS Bee y week: 


“AT HOME” IN ANY SETTING 
ADJUSTABLE TO FIT ALL WINDOWS 


ip OA 410) 0F-\ Micelol Me a-ilillolilelaMel Mme Mil-1¢-Migelailol Me) Miil-maeli mei 
built-in ventilating installations! . . . Now you can sell your 
customers this inexpensive luxury — with the ‘“SPLEND-AIRE”’ 
Portable Electric Window Ventilator. 


Only SPLEND-AIRE Offers These Features: 


@ 20 complete air changes hourly 
in average-size room 

@ PORTABLE — can be almost in- 
stantly installed in any sian- lowering window sash 
dard window. Mounts with 4 @ Attractively finished in Ivory 
screws and Chrome ; 


@ Dispels all smoke, cooking odors 
— keeps walls clean 
@ No interference with raising or 


SPLEND-AIRE 


is operated by quiet 
AC Motor — 110- 
volt, 60-cycle. 11- 
ft. cord — Feed- 
through line switch 


3 SIZE MODELS 
Small — for 22° to 27°° window widths 
Mode! '0C 
Medium — for 24°° to 31°° window widths 
— Mode! 108 
large — for 27 to 36°° window widths 
Mode! 10A 
Immediate Delivery. Illustrated Bulletin 
Prices ond Discounts Upon Request 


METAL-TEX CORP. 


DEPT. C — 1600 JUNCTION AVENUE, RACINE, WISCONSIN 


LOWEST PRICED 
PORTABLE VENTILATOR 
GUARANTEED 
ONE YEAR 
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This is the new appliance floor Harold Kelley of Portland, Ore., has set up to 


emphasize inside selling. It is twice the size of the old one and departmentalizes 


appliances. 


Converting From Outside 
To Inside Selling 


Change in methods necessary says 
Harold Kelley of Portland, Ore. 


Harold Kelley has no objection to out- 
side selling, but he doesn't want to try it 
again unless pre-war margins come back. 


re the war, Harold Kelley 
of Portland, Oregon, successor 
to the H. A. West Co., operated with 
two stores and a crew of outside 
salesmen. The war changed the pic- 
ture. First result was to take the 
salesmen away for war service and 
later to close the downtown store. 
Mr. Kelley and Miss Virginia Coon, 
his assistant, kept the Sandy Boule- 
vard store open, adding furniture and 
other items to keep up the volume 
of business. Now Kelley has moved 
a block from his former location and 
opened up a new shop on new lines. 


Store Selling Emphasized 


Emphasis is to be on store selling. 
The store has double the floor capacity 
of the old and is departmentalized 
by appliances. All non-electrical 





wares, except for a few closely allied 
accessories, have been given up. 
Salesmen have been reduced in number 
as against the pre-war setup (four, 
compared to a former staff of ten) 
and will give their attention almost 
entirely to store sales. Later on some 
field selling will undoubtedly come 
into being, as it becomes necessary to 
close sales started in the store in 
competition with other stores, but un- 
less margins increase to their pre- 
war levels, the amount of money avail- 
able to pay salesmen will not permit 
of extensive field work. Mr. Kelley 
has no prejudice against outside can- 
vassing, but will cut his cloth by the 
yardage available as expressed in 
margins. 

In the meantime, the store has an 
attractive and well lighted exterior and 
window displays to attract traffic. It 
is well stocked with merchandise and 
located in ‘the heart of neighborhood 
shopping district. Long experience 
in this area has made Mr. Kelley 
and his assistant thoroughly familiar 
with the population. A neighborhood 
store is like one in a small town. 
with friendly contacts established by 
past service and with loyalties and 
prejudices which determine avenues 
of selling quite independent of other 
factors. This trade the store is set 
up to attract and hold. 

To the rear of the visible display 
room and glass enclosed office is an 
area of considerable dimensions for 
service and deliveries, opening on a 
rear alleyway. Here, too, is space 
for a used appliance display room, 
where trade-ins will be handled, when 
trade-ins again become a factor in 
selling. This can have an entrance 
on the side street and be independent 
of the main new appliance division. 

One complete department of the 
store is given over to small appli- 
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T’S the finest portable G. E. ever built, and ready right 
now in ample quantities at the very beginning of the 
portable season. You never saw a portable with so many 
selling features. It has standard broadcast and short-wave 
bands with push-button controls. And its power and tone 
compare favorably with big console models. 


fade 


TO BOOST SUMMER PROFITS 


Standard and 5 short-wave bands 
Plays on battery or a-c current 
Rechargeable battery 

Built-in charger 

Visible battery indicator 
Push-button controls 

3 gang condenser tuning 


6/2" Dynapower speaker 


Sturdy die-cast aluminum case 


Lucky owners of G-E Model 260 can play this de luxe 
portable as freely as their radio at home because they 
can renew its battery power over and over again just by 
plugging the set into an a-c outlet. For full information, 
see your G-E Radio Distributor or write to Electronics De- 
partment, General Electric Company, Bridgeport, Conn. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL (&& ELECTRIC 


PORTABLES + TABLE MODELS + CONSOLES + FARM SETS 
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® Backed by eighty-five years of experience, 





the New WASHINGTON Line is styled and 


priced to meet today’s market needs as well as 
to anticipate those of tomorrow. 


Although still limited by materials shortages, 
our production is gaining and the future is 





Down-Draft Hot Blast Combustion 
insures maximum efficiency. Heavy- 
duty special alloy slotted fire pot and 
Igrge heavy ribbed combustion cham- 
ber, adding extra heating surface, 
insure long life and added years of 
sotisfactory service. 


bright. Why not share in 


the expanding volume of 
WASHINGTON Appliance 
Write for details. 


sales? 














The modern styling, rounded corners for 
easy cleaning, the striking lines, the 
gleaming porcelain enamel finish—all 
contribute to the smart appearance of the 
George Washington Cast Balanced Range. 


Established 1862 


NASHVILLE, TENNESSEE 
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Down-Draft Hot Blast spreads flame in the radiator- 
type combustion chamber, insuring maximum heat- 
ing capacity. A truly beautiful, powerful and durable 
heater. 





A 
WORTH? OF Tht samt & 


Gray &Dudley Co 


GRAY» D DU DLEY 


eer AN Y 
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ances, which are to be a featured 
part of the stock, with a specialist in 
this field in charge. This department 
has the advantage of representing 
almost entirely cash sales, with very 
little follow-up required. Small appli- 
ances make excellent gifts for wed- 
dings, birthdays and graduation, as 
well as other anniversaries and as 
such have a year-round appeal, with, 
of course, special emphasis at Christ- 
mas time. The step-back display case 
which occupies the front of the store 
allows for a complete exhibit of 
samples of this equipment. Selling 
is done from ths stock, with deliveries 
made from the reserves which are kept 
behind the scenes. At the present 
time the manager of this department 
is also stockman and bookkeeper. 

With a larger volume in total sales 
than before the war, it is possible to 
get along with an office staff of two 
in place of the former four. 


Paying Salesmen 


Salesmen used to be paid on a slid- 
ing scale, favoring them in the slow 
season and lowering commissions 
somewhat when the demand was brisk. 
Under present margins, the same com- 
missions could not be paid. Hence, 
emphasis is upon salaries. This also 
enables the store to exercise more 
control over the salesmen’s activities 
—important in store selling, where 
there are a good many operations, 
necessary to successful meeting of 
the public, which do not result in 
actual sales. The saleman who is 
primarily on a salary is not so im- 
patient about these non-income pro- 
ducing activities. There is a selling 
bonus in addition to salaries, based 
upon department sales. This fosters 
the team spirit and encourages a help- 
ful interchange between salesmen on 
the floor. 

Mr. Kelley himself at the present 
finds that his duties are complicated 
by the necessity of keeping clientele 
friendly even when-they are not re- 
ceiving the appliances they desire. 
He figures that about 90 percent of 
his time is spent talking to such un- 
satisfied customers. Later he will have 
more time to devote to the planning 
of merchandising activities designed 
to bring people into the store and 
hence to sell merchandise. End 





“| BEEN HOLDING OUT ‘TILL THE MISSUS GETS 





ONE OF THOSE DISHWASHER CONTRAPTIONS” 
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HEN you think of 
better refrigeration 
it’s natural to turn to 
aluminum. That’s why 
Reynolds Eskimo Freeze, 
the great new home freeze unit with inner 
and outer walls of finest Reynolds Lifetime 
Aluminum, is sweeping ahead in sales and 
profits for dealers all over the country. 
Aluminum is nonstaining . . . can’t con- 
taminate food . . . cleans easily . .. can’t rust. 
Its high-heat conductivity permits more 
rapid and efficient flow of temperature be- 
tween refrigerant and freezer compartment 









—— 








... gives more even refrigeration . . . more 
efficient operation. 

Reynolds has embarked on a long-range 
program in the refrigeration field. Many 
leading organizations all over the country 
are already distributing Reynolds Eskimo 
Freeze. And behind each Eskimo Freeze 
unit are all the resources of Reynolds, the 
great new source of aluminum .. . with 
complete quality-control of production 
from the mine to the finished product. 

For further information write Reynolds 
Metals Co., Refrigeration Division, 2557 
South 9th Street, Louisville 1, Ky. 


We're introducing Eskimo Freeze to over 7,000,000 readers of House and Garden and Better Homes and 
Ij Gardens in full-color advertisements beginning in June. Order now for your share of this business. 


Rade S 


> 


ife wants. 





yn" 1 
| Cold facts... and quick sales " 





6 cu. feet capacity . . . holds approximately 210 
pounds of food 
All-aluminum . . . corrosion-resistant . . . can’t con- 


taminate food 

Compact, portable . .. weighs only 185 pounds (over 
100 Ibs. lighter) 

Trim design . . . gleaming white baked enamel finish 
Four-inch blanket of Fiberglas insulation 

1/5 h.p. hermetically sealed compressor for fast 
freezing 

Warning light on front center 

Outside dimensions: Lgth. 40”; Hgt. 37”; Width 28” 
Inside dimensions: Lgth. 32”; Width 20”; Depth 17” h 
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REYNOLDS METALS COMPANY on 
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| All These Power-house Magazines 
Tell the Story of the New 


COOLERATOR CONVERTIBLE 


» LUCKY ME | 


| Found o Way 
te Beat 

High Refrigerator 

P prices Right Now! 









ATORS: CONVERTIBLE 


2-Step Way 








on A 
on yo boot 
And you car take 
Sep | for this bese 
vital, etl. 


The Saturday Evening Post 








This Week Magazine 

Tie in with this great promotion Poe 
reaching 61,000,000 readers this Household 
spring. You can show your customers True Story 
how to beat high refrigerator prices ‘American Home 
—win their confidence and make McCall’s 
more sales! Ladies’ Home Journal 

The Coolerator Convertible is the Redbook 
newest, most exciting thing today in Cosmopolitan 


the refrigeration industry! Enables . 
you to sell at a time when merchan- —— 
dise is still hard to get. Helps your cus- 
tomers beat high prices and at the 
same time buy the refrigerator they 
need so badly. When converted into 
an electric, it gives your customers a 
complete 7%4 cubic foot refrigerator 
... takes less kitchen space . . . is ideal 
for small and crowded kitchens. 

For further information, write The 
Coolerator Company. 


American Magazine 
MacFadden’s Women’s Group 


T. M. Reg. U. S. Pat. Off Better Homes & Gardens 


Cooleratorx 





FtavCt-OACCE REFRIGERATORS AND FREEZERS 
The Coolerator Company, Dept. EM-57 
Duluth 1, Minnesota 








[ Manufacturers of Electric and. ice Refrigerators, Home and Farm Freezers #| 





Washer Saga 


oo CONTINUED FROM PAGE 7) 


Mr. Sundberg sadly points to an 
apartment building. “That caught me 
for $100,000,” he says. 


Repair Business Blossoms 


Soon it was 1932 and Mr. Sundber, 
was down to one store. He had the 
proud distinction of having sold fully 
100,000 washers in Chicago. These 
owners knew him and couldn’t afford 
to buy new machines during the de- 
pression. They came to him for re- 
pair parts, and quite without effort 
the store’s parts business boomed into 
a dominant portion of the business. It 
was a case of the tail wagging the 
dog. The first thing he knew other 
dealers came dashing over to his place 
of business to buy parts for their re- 
pair business. Believe it or not, by 
1942 the Sundberg parts business had 
grown to such proportion that he de- 
cided to give up all retail selling, deem- 
ing it not fair to the other dealers 
who came to him for repair parts. 
Today the firm is a distributor for 
many makes of washing and ‘ironing 
machine parts. It distributes Fair- 
banks-Morse_ stokers, Gilbarco oil 
burners and Carrier air conditioning. 


Service Department Important 


There are approximately 200 deal- 
ers repairing washers in Chicago, Al 
Macy, who heads up the repair parts 
business, declares. The department 
occupies 15,000 sq. ft. of floor space 
in the building at 615 West 79th St., 
Chicago, out of a total of 25,000 
Parts for approximately 260 brands 
are carried, supplied by 21 manufac- 
turers. 

Mr. Sundberg expects 75 percent of 
the washers sold in the future to be 
of the conventional agitator type. A 
well organized service department 
will give the small dealer an advan- 
tage over competition. 

“A dealer today needs $10,000 cap- 
ital to start,” said Mr. Sundberg. 
“He needs to break up his stoch. I 
would suggest that he try to do one- 
third of his business on repair, two- 
thirds on appliances and other quick- 
turn merchandise.” 


Recommends Package Charge 


One of the things that is cumula- 
tive in Chicago is the possibility of 
trouble with warranty work. Too 
many washers are being sold over the 
counter to customers who know noth- 
ing about them. The result is a 
service call which is profitless to the 
man who is pandling the warranty 
work. All that was needed in the 
first place was a demonstration. 
Dealers handling warranty work, Al 
Macy thinks, should include installa- 
tion and demonstration in one pack- 
age, and definitely with the automatic 
washing machine. 

C. E. Sundberg lets his son Law- 
rence run the business these days. 
The washer industry has been awfully 
good to him and he is pleased to pass 
this information along. End 
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ALL OVER AMERICA* CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Chicago, Ill., 60% of the women shoppers interviewed at the 
Beverly Electric Shop read Ladies’ Home Journal 


In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ ==, Z 


* 61,809 interviews—159 cities—14 catecories of stores confirm this fact. Results upon request—Ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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MARQUETTE 


From coast to coast dealers 
are proudly displaying the beau- 
tifully styled Marquette Home 
Freezers. Marquette Home 
Freezers command attention . 
by their gleaming white Dulux 
enamel finish with contrasting 
black trim and polished alumi- 
num door lifts and name plate. 


PRICED TO SELL 


Marquette Home Freezers are 
“priced to sell” with generous 
dealer and distributor mark-up 
schedules. The outstanding pro- 
duction of Marquette factories 
enable Marquette to maintain 
leadership in quality without in- 


creasing prices. 


ENGINEERED FOR EFFICIENCY 


Triple-Sealed doors, Scientific 
Thermo - Breaker, Hermetically 
Sealed Unit, Adjustable Thermo 
Control, Heavily Insulated and 
Solid, Welded Steel Construction, 
All Marquette Home Freezers are 
designed for Fast. Freezing as 


well as Storage. 










































GO FORWARD WITH MARQUETTE 


Set yourself for a profitable 
Marquette Dealership. Mar- 
quette is backing you up with a 
quality product, consumer adver- 
tising and outstanding produc- 
tion. Write or wire today! 


MARQUETTE APPLIANCES, Inc. 


MINNEAPOLIS 14, MINN. 


WRITE TODAY 
FOR 


DEALERSHIP 
DETAILS 
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Before the 30 x 40 +. record department, are co-partner James Hume and wife Emma- 
jean. Selling used records from the company's prosperous juke box business started 
Hume and father-in-law Murphy in retail business. 


In A Resort Town 


Harold Murphy and James Hume of Palm Springs, 
Calif., have set up a large appliance-radio-record 
store, and gone after the 12,000 winter visitors. 


T TAKES all kinds of people to 
make up an appliance dealer’s 
market, and when it comes to 

all kinds of people, Harold Murphy 
and James Hume of the Palm Springs 
Music Co., have them now, or will 
have them soon. 

Few appliance dealers have a more 
unorthodox market than Murphy and 
son-in-law Hume. Located in the semi- 
arid, resort-booming area across the 
San Bernadino Mountains from Los 
Angeles and Hollywood, Palm Springs 
has three distinct market groups to be 
served. Suppose you, a dealer in Osh- 
kosh, Dallas or Newark, figure how 
you would sell them if you were Mur- 
phy and Hume. 


Three Different Groups 


First there is the prosaic permanent 
resident—about 8,000 of them in all 
who own the hotels, operate the stores 
and bars, who work in the restaurants 
and do the cleaning and maintenance 
for the transient groups. Then there is 
the winter resident, the has-to-be 
wealthy mid-westerner or West Coast 
family that can afford to own and main- 
tain a second home, located in the Palm 
Springs area where the winter sun and 
warmth are what Miami and Los 
Angeles wish they had. Third is the 
newest and fastest growing group, the 
week and week-end visitors, the tired 
Los Angeles business man or the bored 
Hollywood star, or both of them on a 
“Florida Honeymoon”, seeking relaxa- 
tion and refreshment. The second and 
third groups add about 12,000 people to 
Palm Springs’ population for Kittle 
more than four months a year. 


If you owned the Palm Springs” 
Music Co., you’d have to figure, as 
Murphy and Hume have done, how to 
serve each group profitably, for their 
needs are different. For the permanent , 
resident, a small, unpretentious, eco- 
nomical-to-operate store with a full line 
of quality but not high priced appliances 
would be the basis of a successful oper- 
ation. Murphy and Hume have fol- 
lowed that plan only to the extent of 
having a full line of moderate priced 
appliances as part of their full stock. 
Their new store is pretentious, and be- 
sides the appliance line they have out- 
size appliances, high-priced radio- 
phonographs, a very large stock of 
records, a full line of musical instru- 
ments, plus extended delivery and serv- 
ice departments. 

All except the essentials are a conces- 
sion to the transient trade, and are the 
result of very thorough study of what 
this trade wants and will buy when they 
are in Palm Springs. The winter resi- 
dents, for example, used to equip their 
desert homes with appliances shipped 
in from their home cities, often as far 
away as Illinois or Indiana. No longer 
need they do that, for the Palm Springs 
Music Co. has set itself up to provide a 
choice of deluxe models, even over- 
sized, equal to that available elsewhere, 
plus delivery, installation and service— 
and they can do it for less than it cost 
to send in individual appliances. 


For Window Shoppers 


A full line of socket appliances, well 
represented in the window displays, 8 
a direct play for the transient, the week- 

(Continued on page 98) 
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ITH these Monarch-built, twin-designed ranges on 


your floor, you can offer the woman who prefers 


gas or the woman who prefers electricity .... the 


same top-flight quality in modern range design. All 
the weight and strength of Monarch’s half-century of 
range-building experience can be thrown behind the 
sales effort of your entire range line, both gas and 
electric — to give every range customer the very last 


word in up-to-the-minute cooking conveniences. 


MALLEABLE IRON RANGE COMPANY 
3857 Lake Street Beaver Dam, Wisconsin 


RANGES AND HEATERS 
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13 SPECIALLY DESIGNED 
ATTACHMENTS FOR THOROUGH 
CLEANING EVERYWHERE! 


“A Special Knack For Every Cleaning Act’ 































3 Dropery Nozzle 
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Sensational, Different, Exclusive 


New Universal Features Sell on Sight! . 


1. Exclusive ‘Tattle-TaleLight” | 
flashes red when dirt bag needs 
emptying. Assures efficient oper- 
ation at all times for faster, 
more efficient home cleaning. 


2. Exclusive “‘Instant-Seal” 
Hose Connection provides 
quick, suction-tight seal of hose- 
to-cylinder. Easy to connect — 
easy to disconnect. Won't let go 
until released. 
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3. Exclusive ‘‘Thread-Picking, 
Self-Cleaning Nozzle” picks 
up lint, hair, thread, fuzz. Can’t 
clog. Won’t drag or seal rugs. 
Slips-easily under furniture. 


4. Exclusive New ‘’Super- 
Power Motor” provides 20% 


.more powerful suction. Cleans, 


sprays, demoths, shampoos, 
polishes, deodorizes and puri- 


fies air while cleaning. 
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Hit The Buyers Market... 
with 
A Perfect “Postwar” Product 


@ The buyers’ market is here ... NOT just around the corner 
... but HERE. Your product must be good. “Dressed-up” 
appliances won't do. 

What are YOU going to do about it? Make a better prod- 
uct...a real post-war product... of course. 

You can do it... just as many other makers of electrical 
appliances are now doing . . . by application of the 





L.G. S. sprinGc cLuTcH 


L. G. S. Spring Clutches are compact . . . only three basic 
moving parts. They allow instant disengagement or engage- 
ment with minimum effort... even under full load. If there’s 
a clutch in your product, better use economical, efficient 
L. G. S. 

These clutches are especially adaptable to automatic wash- 
ing machine transmissions. 


Write today . .. send along your specifications . . . to 


THE SPECIALISTS IN CLUTCH ENGINEERING 





L.G.S. SPRING CLUTCH CORPORATION 


DIVISION OF 
CURTISS-WRIGHT CORPORATION 
| HOLT ROAD AT FARNSWORTH ¢ INDIANAPOLIS 6, INDIANA 
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ender or short-vacationist, whose time 
is spent frequently in leisurely strolls 
along the town’s streets, always win- 
dow-shopping, often buying. The pur- 
chase of traffic appliances by these 
transients often leads to the buying of 
major appliances. As Murphy sees it: 
“These people will take time to look at 
the appliances here and will listen to a 
sales talk, because they’re not in a 
hurry or because they have nothing else 
to do. We don’t feel that these sales are 
money out of the home town dealer’s 
pockets—they are extra sales, above 
and beyond that which the people would 
find necessary to buy at home. Their 
local dealer never would get them in an 
equally relaxed, receptive mood.” 

In order to serve these transients, the 
Palm Springs Music Co. has facilities 
for delivery as far as Los Angeles and 
Hollywood and is arranging for service 
that will maintain guarantees on all ap- 
pliances sold outside the normal serv- 
ice area. 

Because they have expanded to meet 
the requirements of selling this unusual 
trade, Murphy and Hume have been 
able to enlarge their selling activity in 
the Palm Springs area without much of 
the risk that would be involved if they 
had to depend on the territory for all 
their overhead. Today their selling ac- 
tivity extends to all sections of the large 
Coachello Valley, east to Desert Center, 


| south to the nearest large city, Indio, 


north to the edge of the San Bernardi- 
no-Redlands trading area. 


When the Palm Springs Co.’s outside 

sales force is completed, six men will be 
covering this territory, selling to the 
isolated homes, the large ranches, the 
grape and date growers, etc. Behind 
them will be the management repre- 
sented by partners Murphy and Hume, 
a service department with three men 
and two trucks, and for the men to sell 
in the field the full Westinghouse line 
(except Laundromat), Norge, Bendix, 
Ironrite, Thor, Simplex, Eureka, RCA- 
Victor radio, Stromberg-Carlson, Scott 
radio. Drawing trade to the store are 
full lines of small applianves, plus a 
record department with RCA-Victor, 
Columbia; -Decea, and almost every 
other record line. 


Company Background 


But, ‘twas not ever thus. The Palm 
Springs Music Co. had a spectacular 
beginning. Says Murphy: “We didn’t 
go into the business as much as the 
business took us in.” For many years, 
Harold Murphy has been a successful 
coin operator in the Coachello Valley, 
with headquarters in Palm Springs. 
During the war he had a large contract 
with General Patton at the latter’s 
secret Desert Training Center that 
preceded the African invasion. And it 
was largely as a result of that contract 
that Murphy got into the retail appli- 
ance-radio-record business. 

In 1943, Murphy found himself with 
25,000 used phonograph records at a 
time when records were hard to obtain 
anywhere. With these as a starter, he 
opened a retail shop in Palm Springs 
in what he calls a “cubbyhole.” The 
records sold like nylons, but before he 


CONTINUED FROM PAGE 9% 





Big Business in a Resort Town 





was cleaned out he had been offered 
the Columbia franchise, then the Decca 
franchise, finally the RCA-Victor line 
of records. His success in retailing, 
and his thorough knowledge of the 
regional market impressed distributors 
who had been watching the tremendous 
growth of the Palm Springs area as a 
market. Murphy was given the Bendix, 
Norge and associated lines handled by 
the RCA-Victor distributor, The Leo J. 
Meyberg Co. Before his new, modern 
store was opened, he had obtained the 
full Westinghouse line, and a full com- 
plement of other appliances. 

Facing onto Palm Springs’ main 
street, the new store has a 35 foot 
frontage, and 3,000 sq. ft. of display 
space. The record department, the 
biggest traffic builder, has an area 30 
x 40 ft., supplemented by three listen- 
ing booths. To fulfill his Scott fran- 
chise, and to provide adequate sur- 
roundings for the wealthy prospects, 
Murphy has built a plush room de- 
voted to a demonstration area for the 
Scott radio-phonographs. 

Knowing that the Palm Springs area 
is one of the worst in the country for 
radio reception—it is enclosed on three 
sides by high mountain peaks, with the 
fourth opening toward Mexico, and 
most of the valley is below sea level— 
Murphy and Hume knew that their 
market for high-priced radio consoles 
and. combinations would be limited un- 
less they could improve the reception 
for their customers. Experiment, plus 
radio engineering knowledge, produced 
the design for a special antenna that 
provides excellent reception for all 
large receivers. Designed primarily to 
make possible volume sales of the Scott 
and the higher-priced models of their 
Stromberg and.RCA lines, this antenna 
is a 50 foot vertical pole, made of three 
sections of water pipe, insulated by 
their own method. At the customer’s 
home the antenna is mounted in a con- 
crete base. Selling at between $75 and 
$100, installed, it is practically at cost, 
but it serves its purpose of creating 
sales for receivers. 





= 


With wide, sloping glass to allow the 
transient vacationist as well as the perma- 
nent resident a chance to window-shop, 
the Palm Springs Music Co. opened De- 
cember 1946 in this newly - remodeled, 
desert-city style building. 
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Vornadofan’s many extra features, sensations when first intro- 
duced, offer topflight dealers a margin of superiority no ordinary 
fan can possibly boast. Vornadofans are indeed so superbly better, 
a demonstration alone is enough to sell the customer. 


con- 
) and 

cost, 
ating 


Injector cones 
compress a 
great volume 
of air. 


SATISFIED CUSTOMERS — ENTHUSIASTIC DEALERS 


A huge new advertising cam- Vornadofan is the fastest seller 
paign has just been released. ; ; ae 

Big copy in color will reach in America. See your distributor 
27,000,000 families on an 
all-year schedule. No need 
to waste time meeting sales 
resistance with inferior mer- 
chandise. 

















Rubber motor at once. 


mounts elimi- 
nate noise and 
chatter. 













High-pitched all : 

blades bite off . 
more air and 
drive harder. 
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Subscriber #11-10-ZMH 166-084 Subscriber #4-10-ZMH 424-598 Subscriber #12-75-ZR 523-457 
Princeton, New Jersey Dalias, Texas Houston, Texas 





ere are |5 homes of TIME subscribers. You have seen them 
pictured (one by one) in the advertisements we have been publishing here since the 
Fall of 1945. Recently we wrote and asked the owners of these homes what appli- 
ances they now have—what new appliances they've bought since the war—and what 
they want to buy. 


They own, among them, 243 models in a list of 28 types of home 
appliances—from vacuum cleaners (they all have one) to electric gar- 
bage disposal units (only one in 15). In radio and phonographs, they 
account for 42 different sets. 


What’s more, they have bought since the war or intend to buy 73 
new appliances—almost 5 new appliances per family. 


These show-room homes, outside and in, present 15 units of evidence that TiIME’s 
1,500,000 families (1) buy often and buy well, and (2) set new living standards for other 
families who look to them for example and advice. 


. What is the actual market for appliances among 
’ better-off U. S. families? What appliances did 
they carry over into today from their pre-war 
and war-time buying? For a fully documented, 
recently completed research study of appliance 
ownership among a// Time families, write David 


ES Wallace, Research Director, Time, 9 Rocke- 
F A pPL feller Plaza, New York 20, N. Y. 





TIM rack FOR HO 


THE sHOW = Sj @ NEW YORK © CHICAGO © BOSTON + PHILADELPHIA 


CLEVELAND © DETROIT © ST, LOUIS * SAN FRANCISCO + TORONTO © MONTREAL 
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CLOTHES DRYER 


Some salesmen say: what's in it for me? Smart salesmen say: 
what's in it for my customer? Hamilton’s answer to both 
is... plenty! 


For the man whose first interest is in today’s sales, the 
Hamilton Automatic Clothes Dryer is a natural. It’s alone in a 
new, fast-growing market. To buy a use-tested home dryer, 
his prospect must buy a Hamilton. There is no question of 
competition. He’d probably call it an ‘easy dollar.” 


The salesman who sells service, building for the future, sees 
the Hamilton as an exciting opportunity. With it, he can do 
more for his customers than he has done before. He can 
make their work easier, give them more leisure. Certain of 
the quality of his merchandise, he will work with assurance 
and satisfaction. 


Every sales force has some of each kind of salesmen. It is 
not often that a product offers each what he wants. Hamilton 
does. 


Hamilton 
MANUFACTURING GOMPANY 


TWO RIVERS, WISCONSIN 














World's Largest Manufacturer of 
Equipment for the Professions 
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Electric Medels: 220 volts to 240 volts A.C., for 
drying as fast as you wash. 110 volts to 120 
volts A.C., for drying as fast as you iron. 


Ges Medel: For manufactured, natural, mixed, or 
bottled gas. Requires 20,000 BTU output. 
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Some 800 visitors, the largest num- 
ber on record, swelled the 13th annual 
sales conference of the Edison Electric 
Institute at Chicago’s Edgewater 
Beach Hotel, April 1 to 3. Papers 
on a variety of subjects of importance 
to the appliance trade were presented 
by top-notch speakers, many of whom 
laid particular stress on the theme that 
“the time for selling had arrived.” 

One of the high points of the three- 
day program was a paper presented 
by A. C. Crandall, vice-president of 
the Indianapolis Power & Light Co., 
who described the market potentialities 
for a relatively new appliance—the 
heat pump. About 25 percent of the 
new homes costing $9,000 or more to 
be built in Indianapolis during the next 
five years will use electric heat pumps 
in their heating systems, he predicted. 
In addition, he said, another ten per- 
cent of existing homes in the terri- 
tory will buy heat pumps in the same 
period—assuming, of course, that the 
equipment will be available. If these 
estimated 3,480 heat pumps are in- 
stalled, Mr. Crandall pointed out, it 

will mean an annual increase of over 
31 million kw.-hr. in residential sales 
of the power company, or 17.4 percent 
of 1946 total sales. 

In a specimen home, Mr. Crandall 
said, the cost to the customers for 
heating a home in the Indianapolis 
area was $14.24 a month, based on a 
two-year experiment. The heat pump 
will also provide hot water service 
at a lower figure than present re- 
sistance methods, he said. 


Television as Load-builder | 


Television is another newcomer to 
the residential appliance field which 
will help boost utility load, according 
to R. R. Kraft of the National Broad- 
casting Co. The average television 
set, he said, will consume 300 watts 
and if some 400,000 sets are sold in 
1947 with one, two or three hours of 
use per day, the possibilities are tre- 
mendous. 

Still another industry which is mak- 
ing its mark in the utility field is the 
frozen food industry which can be 
expected to use 11 billion kw.-hr. per 
year eventually, according to E. W. 
Williams, publisher of Quick Frozen 
Foods. Such an energy consumption 
will be required by the anticipated pro- 
duction of 40 billion pounds of frozen 
foods by 1955. The estimate, inci- 
dentally, does not take into account the 
energy used by home freezers—an- 
other large potential. 

Formal announcement of both the 
Planned Lighting Program and the 
“Go All Electric’ Program was made 
at the meeting—two important activi- 
ties designed to put the industry on an 
energetic sales basis. The former, 
presented by Harry Restofski, chair- 


Peak Attendance Record 
Hit at EEl Sales Conference 


Need for aggressive selling seen in 


many contributions to Chicago meeting 


man of the Better Light—Better Sight 
Bureau and J. S. Schuchert, chair- 
man of the EEI commercial section, 
outlined the need for three to seven 
or more times the amount of lighting 
in the homes, schools, offices, stores 
and factories of the nation. The latter 
program—‘“Go All Electric”’—was pre- 
sented by J. R. Poteat of General 
Electric, chairman of the NEMA cam- 
paign committee, which envisages a 
drive to sell the farm and small town 
market on doing all household jobs 
electrically rather than splitting them 
up between competing fuels and serv- 
ices. The range and water heater 
load is the primary objective of the 
campaign, which is designed to offset 
the inroads made by bottled gas and 
other forms of competition. 


The Competition Speaks 


Of particular interest, in light of 
the foregoing, was the appearance on 





the program of Howard D. White, 
executive vice-president of the Liqui- 
fied Petroleum Gas Association, whose 
subject was “Selling LP Gas.” Mr. 
White turned out to be a good-tem- 
pered and agreeable gentleman who 
told the gathering that LP gas now 
served 3,500,000 customers and that 
they expected to increase that num- 
ber just as rapidly as they could. 
Competition, he said, was the life of 
trade, and as far as the LP gas 
people were concerned, they were pre- 
pared to furnish plenty of it. 

Other papers of interest included 
a talk on “Inflation or Deflation” by 
Dr. Paul L. Morrison of Northwest- 
ern University, who warned that ap- 
pliance inventories should be kept to 
a minimum and that appliance prices 
will settle at a level considerably above 
pre-war; a discussion of the modern 
all-electric home laundry by M. R. 
Rodger, utility sales manager of Ben- 


TRUESDELL'S WELCOME: Executives of Hotpoint, Inc., recently gathered around 
the dinner table to welcome Leonard C. Truesdell as new vice-president in charge 
of marketing. Left to right: W. H. BonDurant, central regional manager; F. B. 
Williams, southern regional manager; J. J. Nance, newly elected president; L. R. 
Boulware, G-E vice-president and Hotpoint director; Mr. Truesdell; R. W. Turnbull, 
until recently president;:A. A. Borgemenke, eastern regional manager; and A. H. 
Jaeget, manager of utility sales. 


ELECTRIGAL MERCHANDISING—MAY {, 1947 


dix Home Appliances, Inc. ; an analysis 
of residential sales training methods, 
supplied by C. R. Stackpole, Consol- 
idated Gas, Electric Light & Power 
Co., Baltimofe; and the A.H.LJI. 
Residential Fixture Certified Program, 
presented by W. A. Sawyer, president, 
American Home Lighting Institute. 


Other Speakers 


Important contributors to the meet- 
ing included, in addition, Don G. 
Mitchell, president of Sylvania Elec- 
tric Products, Inc.; Arthur H. Motley 
of “Parade” publications; Adolph 
Rebensburg of Hotpoint, who dis- 
cussed market research; E. O. George 
of Detroit Edison, who brought the 
group up-to-date on the EEI sales 
training program; P. E. Miller of the 
University of Minnesota, who talked 
on the farm market; Miss Ruth Gaff- 
ney of Farm Journal, who supplied 
facts on home laundry labor-saving; 
Gerald Hulett of Electromaster on the 
subject of salesmanship, and Miss 
Fern Snider of Georgia Power, chair- 
man of EEI’s home service committee. 

Announcement was also made of 
the winner of the 1946 McCall award 
for outstanding performance in the 
home service field. It went to Mar- 
guerite Fenner of the Pacific Gas & 
Electric Co., with Emma Renaud of 
New York Power & Light, second, and 
New Orleans Public Service home 
service department, third. Charlotte 
Mobley of Duke Power took fourth 
prize and Kathryn M. Holy of Florida 
Power Corp. fifth. 


January Record Month 
For Canadian Major Appliances 


Domestic electric refrigerator and 
washing machine production beat all 
previous post-war records in Janu- 
ary, according to the Dominion Bureau 
of Statistics. Refrigerators totalled 
7,886 units for the month, as against 
5,938 in December, the previous post- 
war high of 7,230 in November and 
2,384 in January of last year. Wash- 
ers advanced to 10,177 units for Janu- 
ary as compared with 8,612 in Decem- 
ber and 7,722 in January, 1946. 
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Plenty of Utility Interest in Appliances 
Edison Electric Meet Shows 


Talk of A. C. Crandall, Indianapolis Power & Laura McCall Award winner was Marquerite Spark plug of the home service girls program Jim Coatsworth, commercial director of E.E.\. 
Light, Co., grabbed the headlines of Chicago Fenner of Pacific Gas & Electric Co., San Fran- was Fern Snider, unreconstructed rebel with the in @ serious mood. 
newspapers. cisco. Georgia Power Co., Atlanta. 


Manufacturers’ men were at the Edgewater Beach, too; T. J Two experts on heating elements: Bruce Fleming of Edwin L. oo Ugit ce: — ge = = eo te Seas 


Newcomb of Westinghouse and 8. F. Sullivan of General Electric. Wiegand Co., and M. J, (Mike) Maier of Malleable Iron - =~ gM Dany Bn Ay Ay 
Range Co. 


Lik # Pacifi + A. C. McMick Portland G.E. Charlie Michel ponied up the pennies for his luncheon ticket. Camille Beauchamp -_ Kiene a Bob Beatty of Westing- 
Co, Scowe all the “cnmmene electric costing. He is chatting With him, right, is M. E. Skinner, also of Unon Electric Co., house take an int the red good health of Les 
with D. C. Marble of Hotpoint. St. Louis. Moffatt, editor of ELECTRICAL MERCHANDISI NG. 


Reese Mills of Westinghouse and W. J. Donald of N.E.M.A. A. D. McLay of Detroit Edison gives a penny for Be fnae hts A line-up. Left, Wilson Arthur, Consumers Power Co., Michigan, 
find something in common. of H. P. T. Steinmetz, Public Service Electric : O. Rodney Doerr, a Gas & Electric, San Francisco, "and D. M. 
Newark, N. J. DeBard, Stone & Webster, N. Y. 
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“Phie is the salesman 
x trained to sell MORE* 






“his is the customer 


sold on the STORE™ 


our subject for rhyme 


This is the TRON , 





And here’s the technique that SELLS every time 


DO THIS Iron as you nor- . « » touch the . . - lower iron. Slight 
* the easy Never-Lift demonstration sells mally would... button and iron handle pressure locks legs 


up to a better quality product for better lifts itself... and you resume ironing. 


pleased customers and better profits. 


** because the Never-Lift brings new ease 
to ironifg, you make a friend as well 
as a sale when you recommend a 





Proctor Never-Lift. SAY THIS You iron with the Simply touch the red Lower iron and 
= Never-Lift just as button and the iron gently press rear of 
you would with any magically lifts itself. handle to lock legs 
good automaticiron. No. lift...No tilt... in place. Resume 
ps No twist. ironing. 





=\, 


NEWSHMIAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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Noma Reduces 


Bubble-Lite Prices 


In its fourth price reduction move 
in the last few months, Noma Elec- 
tric Corp., manufacturer of decorative 
lighting, has announced a 20 to 30 
percent reduction in retail prices of 
Bubble-Lite, one of its largest selling 
items. Henry Sadacca, Noma’s presi- 
dent, said that the string of nine lights 
which previously retailed for $5 will 
now sell for $4, and the single Bubble- 
Lite will sell for 35 cents, as com- 
pared with the previous 50 cents. 
The corporation said the price cut 





was made possible by lowered manu- 
facturing costs resulting from  in- 
creased Bubble-Lite production, which 
this year is expected to triple that 
of 1946. 

Noma recently lowered some of its 
commercial frozen food cabinets 20 
percent in price, and before that an- 
nounced reductions of $51 in the price 
of large model Estate and Frigid 





Freeze home freezers. Mr. Sadacca . INDIVIDUALLY 
said, in part: . , 

“It has been the experience of te : r PACKED IN 
American industry that whenever e _ SELF-DISPLAY” 
prices are lowered, retail sales are f 
stimulated and factory employment in- 
creased. . . . Now is the time for all 
producers to scrutinize carefully their 
prices Undoubtedly, the price of 


many articles today is too high for 
large-scale consumer use, and this is 
a sign of inflation . . . as mass pro 
duction is achieved . . . and manu- 
facturing techniques improve a 
prices are certain to be lowered. This 
would be a healthy sign especially 
today when buyers are becoming more 
and more price conscious.” 


Arbuckle to Head New 
Westinghouse Division 


The formation of an Apartment 
House and Builder Sales Department 
to replace the former Home Building 
Department has been announced by 





























T. J. Newcomb, sales manager of the | 
Westinghouse Electric Appliance h 
Division. W. R. Arbuckle, head of 
the Home Building Department, will SEE IT! FEELITE Tar iT? 
Counter display, window strips, leaflets, ad mats and electros — yours, 
‘without cost. Filter now featured in current national advertising. ; 
- Tr re er rr a 4 
| , @ . ‘ ae . é 
| : ; e » 
| . 
| AFC FILTER incl |S 
W. R. ARBUCKLE | | 


be manager of the new section, and 








es] eee > 
- . Pers ' 
will report to C. H. Guy, assistant 
sales manager. Mr. Arbuckle joined Chicago 6, U.S.A. 
the firm in 1935 as a commercial re- | Copyright 1947 | 
frigeration supervisor. bs SF: CS Sia ON EEIES + Be Oa pas 





In the new department, Mr. Ar- | 
buckle will be responsible for coor- | 
dinating with product department man- 
agers, the promotion and sale of ap- 
pliances made by the division through 
the apartment house, builder, educa- | 
tional and government channels. 
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SING 


NOW! 
NOW! 


NOW! 


Send for 





NOW f AUTOMATIC FLAVOR CONTROL! . 
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Controls liquid flow for perfect coffee 
flavor. Secret spring s-t-r-e-t-c-h-e-s 
and contracts, to let water rise, hold 
water and coffee together, allow free 
flow-back. 


A “STAY-PUT”’ FILTER? 


Never jiggles, pops up, or “unseats,” 
—eliminates grounds in coffee. 
POSITIVE SAFETY! 

The secret spring acts as a safety 
spring! Only normal brewing pres- & 


sure is possible! 
END CONSTANT BREAKAGE! 


Snaps into place, can’t fall out. Sturdy 
porcelainbody,virtually unbreakable. 


GUARANTEED FOREVER! 


Replacement guaranteed in case of ¢ 
breakage regardless of cause. Com- 
pact, easy to use. Cleans with a rinse. 


Just by lookimg at it, a 
woman can see that this is 
the practical, safe, convenient filter she’s™ 
needed so long! Fits all standard glass cof- 


FREE SAMPLE 


Send coupon enclosing 10¢ to cover shipping costs. 





1947 


AUTOMATIC FLAVOR CONTROL 


The FILTER of the FUTURE! Not “promises” but proven performance! An 
amazing development that out dates other Filters! The secret is SPRING 
ACTION — a secret spring inside the filter that AUTOMATICALLY controls 
coffee flavor! Only VACULATOR AFC Filter offers this amazing, revolution- 
ary SPRING-ACTION! 


ita $9 
90 
— a 
“Se Oe. . “***en6, 
vs Ofte; °xpires July oe $18.00 
« §947 


‘IMMEDIATE DELIVER 


VACULATOR Dept. EM 

311 N. Desplaines St., Chicago 6, Illinois 

[_] Send me_____ cases of AFC filters (2 doz. each, 
$9.90 per case). Bill thru my jobber. 

[_] Send Free Sample Filter direct. (I enclose 10c 

_ handling cost). 


(_] Lam interested in VACULATOR coffee-makers. 
Tell me more. 








Zone. ae 






























Schedule Meetings 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 
Hotel Traymore, Atlantic City, N. J. 
May 5-9 
NATL. ELECTRONIC EQUIPMENT 
SHOW 
Hotel Stevens, Chicago, Ill. 
May 13-16 
Kenneth C. Price, Manager 
MID-AMERICA EXPOSITION 
Public Auditorium, Cleveland, Ohio 
May 22-31 
J. A. Crawford, Managing Director 
NATL. ASSN. OF MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 
EDISON ELECTRIC INSTITUTE 
Annual Meeting 
Atlantic City, N. J. 
June 2-5 
ANNUAL TRADE SHOW 
Electrical Mfrs. Representatives Club 
of New England 
Mechanics Building, Boston, Mass. 
June 4-6 
SECOND ANNUAL HOME- 
BUILDING EXPOSITION 
Pan-Pacific Auditorium, Los Angeles, 
Cal. 
June 12-22 
JULY MARKETS 
Furniture and Merchandise Marts 
Chicago, Ill. 
July 7-19 


HOUSEWARES AND APPLIANCE 
SHOW 


Convention Hall, Navy Pier, Chicago, 
lil. 

July 13-18 

Chicago Housewares Markets, Inc. 

LOS ANGELES MARKETS 

Los Angeles Furniture Mart, Los An- 
geles, Cal. 

July 28-August | 














New Refrigerators Larger 
Than Pre-War, REMA Says 


Despite the gradual shrinkage in 
the size of the average American fam- 
ily, its appetite has nearly doubled in 
ten years, according to the Refrigera- 
tion Equipment Manufacturers Asso- 
ciation, which recently predicted that 
the average 1947 home refrigerator 
will provide for the storage of eight 
cubic feet of foodstuffs as compared to 
seven cubic feet for pre-war models 
and four cubic feet a decade ago. 


Frozen Food Cabinets Helps 


This year’s increase is accounted for, 
says the Association, largely by the 
incorporation of frozen food cabinets 
into most models, but new designs and 
interior arangements increase the ca- 
pacities for storing perishables as well. 
On the average this year, an eight 
cubic foot refrigerator has from 15 to 
17.5 square feet of shelf space and 
about one cubic foot for frozen food 
storage. 

The Association has also attempted 
to clear up consumers’ confusion about 
“cubic footage.” One cubic foot of 
storage space in a home freezer, it 
says, will store from 30 to 40 pounds 
of frozen food. A usual computation is 
approximately 35 pounds for most 
meats and approximately 30 pounds for 
more bulky foods, 
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There’s a world of 

sales power in Emerson- 

Electric’s 57-year reputation for quality 
fan building. You plug in for your 
share when you stock and sell Amer- 


ica’s biggest values in electric fans. 





BEST ADVERTISED 
NALA 


More than forty leading publi- 
cations now carry the Emerson- 
Electric story to 59 million pro- 
spective fan customers! Here’s 
B® selling power to pull more and 


\more buyers to your store. 





Eye-catching window and count- 
er displays, sales-building .news- 
paper ads, attractive hand-out 
leaflets...they’re all yours for a 
BIG fan year when you plug-in 
to Emerson-Electric’s practical 
sales and merchandising program. 


Write for Your 1947 Fan Catalog No, 302 


L EMERSON &Z5 ELECTRIC 


MOTORS -FANS or we APPLIANCES 





THE EMERSON ELECTRIC MFG. CO. «+ ST. LOUIS 21, MO. 
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FM Production in 1947 Will Hit 
2.6 Million, RMA Survey Indicates 


Over 700 FM Transmitters 
Claimed by End of Year 


Breaking through the mist that has 
been hanging over FM production 
figures for the future, the Radio 
Manufacturers Association has come 
through with the statement that, ac- 
cording to its recent survey, radio set 
manufacturers are planning to produce 
approximately 2.6 million receivers 
with FM facilities in 1947—the ma- 
jority of them AM-FM consoles be- 
cause of higher manufacturing costs. 
However, a special committee on FM, 
appointed by RMA President R. C. 
Cosgrove to make a “realistic” report 
on the outlook, has turfied cautious and 
estimated that the 1947 output of FM 
sets will more likely be between 
1.8 and 2.1 million because of antici- 
pated production difficulties. The 
RMA Committee, which met recently 
with a committee of the FMA Associa- 
tion, warned that the growth of the 
new service will be gradual, and that 
manufacturing cheap sets now would 
hamper that growth, since the sets 
would not “realize the full advantages 
of FM broadcasting.” 

Another revelation of the RMA re- 
port was that transmitter manufac- 
turers estimate that they will deliver 
more than 700 FM transmitters by the 
end of the year, thus upholding the 
forecast of 700 FM stations on the air 
by the end of ’47 as made a while back 
by Charles R. Denny, Jr., chairman of 
the Federal Communications Commis- 
sion (EM, Feb. 15, p. 7). 


AM Must Be Considered 


One of the salient points brought 
out by the committee was that radio 
manufacturers, distributors and dealers 
are as anxious to sell FM sets as the 
FM broadcasters are to build up lis- 
tening audiences, but the former must 
serve the needs of AM broadcasters, 
many of whose millions of listeners do 
not have FM services. The committee 
branded as “destructive to FM” the 
publicity by some FM _ broadcasters 
advising listeners to buy only radios 
with FM bands. It was granted that, 
“undér the right conditions,” FM pro- 
vides advantages to the consumer ; but, 
the group added, the quality of pro- 
gram _material-must be up to a stand- 


ard which will make the consumer 
feel that his set is worth the additional 
cost that FM service entails. Citing 
the length of time it has taken to 
develop AM to its present status and 
to provide the public with 60 million 
sets, the committee declared that doing 
the same thing for FM. would take 
some time, even at enormous produc- 
tion levels. 

The first quarter of this year has 
seen the production of as many FM 
sets as all of 1946 did, according to the 
committee; moreover, the rate is ex- 
pected to keep climbing. March’s 
output of 67,364 brought the quar- 
ter’s total to 172,276. 

It is easier to add FM service to 
the more expensive console models, it 
was asserted, because they can more 
easily absorb the added cost without 
adding to the retail price. The need for 
more sensitivity and selectivity is what 
adds to the cost. In the words of the 
committee, “A cheap FM set would 


be, in our opinion, a mistake at the — 


present time. Any such set would 
necessarily, with today’s knowledge, 


be low in sensitivity and have poor © 


selectivity in relation to the established 
standards of AM. Such performance 
would do irreparable harm to FM 
before it had a chance to prove itself 
as a_ service.” 


In connection with ~ 


this, it was pointed out that AM © 


stations number over 1,000 to FM’s 
200 transmitters, and some parts of 
the country have no FM service at 
all. 


FM Demands Mass Production 
The group emphasized that FM 


manufacturing costs can be lowered ~ 


only by maintaining high-volume AM 
production, since FM will have to be 
absorbed and integrated into the over- 
all program in most cases, and mass 
production techniques will have te be 


acquired. The report pointed out that — 


the radio manufacturing industry “has ~ 


demonstrated its faith in the new FM ~ 


service” by investing heavily in pro- 
duction and testing facilities, engi- 
neering and research, and advertising 
and promotion. 
and new problems, 


effort to produce a large volume of 
FM receivers. Only 1.4 percent of 
last year’s total production of radio 
sets had FM. Already this year the 
(Continued on page 114) 


Through shortages — 
set makers in © 
1946 “lost millions of dollars,” in an ~ 








STILL ACTION DISPLAYS originated by the Casco Products Corp. to attract 


Interest to its heating pads includes the use. of one as a change pad, left, and the” 
exhibit of another working while immersed in a bowl of water. 


of the company's campaign to demonstrate use values, stimulate year-round sales. 
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Bell Kagor 


. e Any way you look at it, the ‘Toastmaster’ toaster is a bell ringer. It's 
Pith 9 perfection. Here, 25 years of unmatched experience give you a product 
tee ‘? — ih you can sell with confidence. The ‘Toastmaster’’* toaster must be Amer- 
: Too ol culo iPmiiost Eaace lal ite M ol delle Ml ol-taeltht-Muilelg-M ol-to)o)(-Mel le-lole heli) 
: one than all other makes of automatic toasters combined! It's the one 
toaster you can depend on in competitive times to ring the bell oftener, 

1 where it counts most—on your cash register. P 


fer TOASTMASTER A 











$1875 


Fair Trade Price 
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SPRAYER 





EXCEPTIONALLY 
QUIET, POWERFUL 
MOTOR REQUIRES 
NO OILING 

















SANITARY, METAL 
DUST CONTAINER 
EMPTIES LIKE 
A WASTEBASKET 

















FILTER QUEEN ‘‘DEPARTMENT’’ SPECIFICATIONS j 


Dimensions— Height 6’, width 5’, depth 2’ 1”. Sturdily constructed of wood, masonite and build- 
ing board. Painted in 6 attractive colors. Built in electrical outlet for the FILTER QUEEN. 
Plugs into any standard socket to light up “‘blinking’’ eye and entire display. No transformer 
needed. Easily set up with bolts and wing nuts in 15 minutes. y 

















WITH FILTER © QUEENS PRACTICAL 


AND BEAUTIFUL VACUUM CLEANER ‘‘DEPARTMENT’’ 


Here is the most beautiful and practical vacuum _features it has for attracting the attention of store 
cleaner “department” and demonstration unitever __ traffic and getting over those 5 magic words No 
devised. Think how it will make your vacuum __ Dirty Bag to Empty! Notice how it actually encour- 
cleaner department STAND OUT! See how many _—_agesand helps yoursalesmen doa better selling job. 


THESE FEATURES MAKE SELLING EASY 


@ Plugs into any electrical outlet to light up entire display. 
“Blinking” eye gets attention and invites prospects to “‘see"’ 
the wonders of FILTER QUEEN. 


Built in electrical outlet for the FILTER QUEEN. Machine is 
always plugged in ready for demonstration. 


Cleaning attachments are well displayed . . . easy to get at... 
easy to put back. 


Has convenient receptacle for advertising literature that invites 
prospects to ‘‘take one.” 


Tells the “most powerful vacuum cleaner story ever told"’ 


without the aid of a salesman. 
invente’ 


electric sig Replaceable panels on side keep unit “charged” with powerful, 
, ispla new selling messages. 

ping disp 

your 


ns 4 


NG you in i Strongly constructed . . . easily put together with bolts and 
i a wing nuts ... easily kept clean and attractive. 


am 


ARE YOU READY FOR THE cg ° 


FILTER QUEENS are coming off the production J/eading vacuum cleaner merchant in your com- 
lines in ever increasing volume. 1947 is bound to munity. Mail coupon today for free 5 color booklet 
be the greatest vacuum cleaner year in history. Be , 


ready to get the lion’s share of the business as the that shows how yow can make big money with 
production jam breaks. Set yourself up as the FILTER QUEEN. 








for BIG MONEY with 


FILTER © QUEEN 











it takes a veteran who knows the game 





-e- tO Spot tomorrow’s “big-leaguers” 


. or to pick the appliance and radio lines that 
will score the most sales. American enterprise and 
competition have produced so many quality lines 
of electrical merchandise that it’s no cinch to 
forasee which ones will be the “big-leaguers” in 
tomorrow’s market. 

Graybar dealers throughout the nation rely 
on the ability of our Merchandising Department 
to select for distribution those lines which will 
make a hit with the most shoppers — year in, 
year out. The faith of these dealers is well placed. 
Over the years, Graybar has proved its wisdom 






MAJOR APPLIANCES 
TRAFFIC APPLIANCES 


HOME RADIO 


sia 
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of selection. And Graybar has freedom of selec- 
tion. As a solidly established, national distribu- 
tor, Graybar has the confidence of leading manu- 
facturers — yet has remained independent, self- 
directing. That’s why our dealers get recom- 
mendations that are both sound and unbiased. 
Graybar dealers enjoy the convenience of ob- 
taining popular merchandise from local Graybar 
warehouses, and they get the profit-building 
assistance of our Merchandising Specialists. 
Merchandising Department, Graybar Electric 
Company. Offices in over 90 principal cities. 


@ @ e e an independent 
distributor with a 
talent for picking 


best-sellers 
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FM Production (¢o:.) 


figure is up to 44-5 percent and rising 
monthly. 

Returns from a questionnaire sent 
to all RMA set manufacturers showed 
the following production estimates for 
the entire year 1947: 


|, Estimated production of AM- 
FM table model sets: 
a) to retail under $50.... 
b) to retail over $50..... 
2. Estimated production of AM- 
FM console models: 
a) with phonograph ..... 1,595,729 


43,000 
810,720 





b) without phonograph .. _— 70,000 

3. Estimated production of FM 
Se 146,000 
SOE citcavesssencedees 2,665,949 


The special RMA Committee on 
Liaison with the FMA is headed by 
L. F. Hardy, vice-president of the 
Philco Corp., Philadelphia. Other 
members are: Ben Abrams, president 
of the Emerson Radio & Phonograph 
Corp., New York; FE. A. Nicholas, 
president of the Farnsworth Television 
and Radio Corp., Fort Wayne, Ind; 
H. C. Bonfig, vice-president of the 
Zenith Radio Corp., Chicago; and S. 
P. Taylar of the Western Electric Co., 
New York, and chairman of the RMA 
Transmitter Division. RMA President 
Cosgrove general manager of the 
Crosley Division, Cincinnati, is an ex- 
officio member of the committee. 


Taylor Named 
To NERA Board 


Harold C. Taylor, president of 
L. C. Taylor Co., Pasadena, Calif. 
was recently elected regional gov- 
ernor of the National Electrical 
Retailers Association, it has been an- 
nounced by C. C. Simpson, managing 
director. 

Mr. Taylor officially represents 
NERA members in Region No. 12, 
comprising the states of California, 
Oregon, Washington, Idaho, Nevada, 
Utah and Arizona, in all matters per- 
taining to association policies. 








ANATOMY STUDY: The inner workings 
of the Akka washer are made visible by 
a plastic case which the Appliance Corp. 
of America is utilizing for demonstra- 
tion models. According to John Cham- 
berlain, company vice-president, several 
hundred of the gold-fish-bowl models 
will be distributed to dealers and de- 
partment stores. Distribution of con- 





sumers' models has begun. 
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U zo @) 
Electrical Products Advertised in WOMAN’S HOME COMPANION 


Bendix Radio Dormeyer Electric Mixer | Maytag Washer 
Casco Heating Pad Easy Spindrier Washer Norge “Ro-ta-tor’’ Washer 
Domestic Sewmachine G-E Irons Regina Electrikbroom 

G-E Clocks Silex Appliances 


( MORAL: Get aboated / Disxhy Thor Automagic Gladiron 
Y Compa, ; 
Produc and, Prk up Fe “U7 here) Thor Automagic Washer 
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OF INDUSTRY 


daho 


Pistudien being the life-blood of many in- 


dustries, Idaho is particularly fortunate in that 





























respect. World-famous for the Idaho potato, it 
has developed many other agricultural activi- 


ties. Grains, vegetables, fruit ...cattle and sheep 





are produced in abundance. Dehydration, frozen 
foods processing, dairying, canning and packing 
are among the state’s flourishing industries. 


For non-agricultural industries, Idaho is en- 
dowed with rich veins of minerals. Numerous 
manufacturers of stone, clay and 
glass products have established 
plants in Idaho. Lumber for 
building and wood products is 
available. Unsurpassed rail trans- 
portation is provided by Union 
Pacific. 


As a vacation region, Idaho has 
a wonder-world of its own in Sun 
Valley . . . year-round sports 





center... the world famous prim- 
itive area... and in the scenic 
surroundings of Payette Lake. 


Idaho is a young thriving state, 


*k One of a series of ad- 
vertisements based 
on industrial oppor- 
tunitiesin the states 
served by the Union 
Pacific Railroad. 

‘ and its energetic citizens assure 


ripe for further industrial devel- 
opment. It offers good living and 
working conditions, good schools; 
splendid cultural advantages... 


newcomers of a true western 


welcome. 


%* Address Industrial Department, Union 
Pacific Railroad, Omaha 2, Nebraska, 
for information regarding industrial 
sites. 








sae eT 
TT LS Beemer 


~=- 
Ow ————— ee 


UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 
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New Housewares Show 


Scheduled for July 


New fuel to the confusion of the 
housewares’ industry’s shows was ad- 
ded last month by the announcement 
of a new concern, Chicago Housewares 
Markets, Inc., of an appliance and 
housewares show to run almost con- 
currently with the July Markets in 
Chicago. 





TED BAUERLE 


Organized by Ted Bauerle, head of 
the T. R. Bauerle Advertising Agency 
in the Merchandise Mart, Chicago, the 
new show group proposes to run semi- 
annual shows in the Convention and 
Exposition Hall on the Navy Pier in 
Chicago. First of these is scheduled 
for July 13-18; the July Markets run 
from July 7-19. 

“Now at last the buyers are going to 
get a break,” says adman Bauerle. 
“From here on, a buyer can come to 
Chicago and buy housewares, appli- 
ances, accessories, furniture and floor 
coverings in one trip; from the world’s 
greatest selection of merchandise; and 
it will not be in the middle of the retail 
selling season either!” 

Claiming that the new shows will 
vary from the norm of housewares 
shows by an emphasis on improvement 
and development, Mr. Bauerle says, 
“Much feeling, has been aroused by 
closed shows being run to the exclu- 
sion of the many new manufacturers 
coming into the field. In fact so 
much feeling exists in this respect, 
that someone outside the industry must 
supply the direction of a new show to 
eliminate the feeling of prejudice and 
to encourage the showing of new de- 
velopments freely in an open market.” 

Two Chicago hotels, the Congress 
and the Sherman, will be used as head- 
quarters for the July show. 





ED LEWIS 


A late release announces that Ed 
Lewis has been appointed vice-presi- 
dent of the new Bauerle organization. 
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FIRST AGITATOR-WASHER COMPLETELY ENCLOSED IN A MODERN, TABLE-TOP CABINET! 


@ Modern styling—slips snugly between 
other appliances at work-level. Handy table- 
top! 


@ Gentle, energetic Agitator-action! Full 
8-lb. load gets unsurpassed 96.4% wash- 
ability rating! ‘ 


@ Super-quiet gears are factory-sealed in 
rustproof housing. No oiling! Diminishes 
vibration! 


FOR FURTHER INFORMATION, WRITE THE YOUNG CORPORATION, FALL RIVER, MASS. 


@ Thermo-sealed Mullins tub keeps water 
hot, suds deep. Saves soap and hot water! 


@ Adjustable, swivel-lock Lovell or Cham- 
berlain wringer dries wash drier than a 
spinner. Hair-trigger safety-trips! 


@ Triple-enamelied, welded-steel water- 
proof cabinet. Over-sized fibre casters. 
Foot-treadle caster brake and release. Fire 
Underwriters’ Approved! 


@ Simple fingertip controls—2 minutes to 
fill, less than 2 minutes to pump dry! 


@ Sturdy Y% HP motor is mounted horizon- 
tally for maximum power using less current! 


@ Thoughtfully engineered—woman wise 
from every angle—backed by 25 years of 
“know-how” in building Commercial Laun- 
dry Equipment! 


©1947 Young Corp. 
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Exclusive Monotube 
Rod-Type Coil! 


Note this cross-section view of the precision-built T-K Mono- 

tube unit coil. 

1. Sheath: Genuine INCONEL 

2. Insulation: Rock-hard compressed magnesium oxide of the 
best grade. 

3. Elements: Helically coiled resistance wires, perfectly posi- 

tioned for maximum heating efficiency. 








Amazingly Easy to Clean 





The Thero-Kieen Monotube is easier to clean—quickly and 
thoroughly—than any unit you ever saw. Just four simple 
movements: 

1, Raise coil, which operates on a swivel, to upright position: 
2. Lift out triangular coil support (see cut). 

3. Wipe frame and drip pon with damp cloth. 

4. Reploce coll support and lower coil to cooking position. 
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oe e Order — 
NOW for 








Monotube Replacement Kit 


The Monotube Replacement Kit contains all you need to replace a 
worn-out, or burned-out surface unit coil: New coil assembly, triangular 
support, clamp and fittings—complete in one handy package. Two 
sizes—6-inch and 8-inch diameters. The adapter rings pictured below 
are packaged separately. 


Thermo-Kleen Adapter 
Rings are available in a 
variety of sizes to enable 
you to replace a unit in prac- 
tically any electric range 
with a new Monotube. All 
you need to stock is the Re- 
placement Kit (two sizes) 
and a moderate assortment 
of Adapter Rings. Order 
through your T-K dis- 
tributor. 
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® For many months, we have been besieged by dealers and 
distributors demanding to know “When can we get the new 
Monotube electric range surface units for replacement use?” 
Fortunately, we can now answer: You can order stocks 


RIGHT NOW for delivery in June! 


Orders are coming in from everywhere, but we will start 
shipping early in June on a “first ordered, first served” 
basis. It will take a little time for even our increased pro- 
duction facilities to fill all demands, so it will pay you to 
get your order in early. 


Replacement Stocks 
June Delivery: 





No Other Cooking Unit Can 
Have All These Advantages 


Check these 10 outstanding features of the new Thermo-Kleen Monotube 
electirc range surface unit. Each is of paramount importance—and only 
the T-K Monotube has them all: 


Simplest construction ever 
offered—only one coil instead 
of two. 


6. 


Most easily cleaned unit ever 
made. 


. _ 7. Heat most evenly distributed 
<< Thousands of these sensational new units already are in 2. regen bas pind throughout unit. 
daily use on new range equipment. The Monotube has ennnidledtietin. g., Removable coil support. 
already proved its positive supremacy in service. Now, for ” / ae ; 

the first time, you can supply them to the great replace- 3. om na im = yall Q,, Can be used with any switch, or 

ment market that exists right in your own locality. no anchorage or welding. with T-K Infinite Control. 
Stock Monotube Replacement Kits now for added sales 4. Greatest utensil-contact area in 10. Sturdily built for a lifetime of 
and profits—and to gain new delighted customer friends. proportion to mass. — pope he gine 's om 
; — er metal parts 
Also, demand that the new electric ranges you order be 5. Most easily installed; lead wires are highest quality stainless 


equipped with Monotubes. . 


Manufacturers: Domestic 
and Industrial Heating 
Units-Switches—Controls 


come already attached to unit. 


+ 


TUTTLE & KIFT, Inc. 


steel. 


1823 N. Monitor Avenue, 
Chicago 39, Illinois—Cable 
Address: TUTTLE KIFT 





World-Wide Distribution: BRITISH ISLES—Ferro Enamels, Ltd., Ounsdale Road, Wombourne, Wolverhampton, England ... SCANDINAVIA AND EUROPE 
(Except France)—Ferro Enameling Corp. of Holland, V. Helmonstratt Voltastraat, Rotterdam (West), Holland . .. AUSTRALASIA —Ferro Enamels (Australia 
Pty., Ltd.), Bourke Road, Alexandrie N. S. W., Australia... FRANCE AND POSSESSIONS—Societe Anonyme Pour L'exploitation des Procedes Ferro, 3 Rue 
Saint Georges, Paris 9 e, France... SOUTH AFRICA—Ferro Enamels (Pty.), Ltd., Johannesburg, South Africa... BRAZIL—Ferro Enamel S. A., Caixe Postal 
2948, Sao Paulo, Brazil... ARGENTINA, URUGUAY, CHILE AND PERU—Ferro Enamel S. A., Gibralter 1365, Avellaneda F. C. S., Argentina... MEXICO 
—Ferro Enamel de Mexico S. A., Edificio C. |. B. A., Guerrero No. 2, Desp. 309-310, Mexico, D. F. . .. CANADA—Ferro Enamels Canada Ltd., 629 
Wellington Street, Ottawa, Ontario, Canada. .. ALL OTHER COUNTRIES—Ferro Enamel Corporation, International Division, Cleveland, Ohio. 
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Goettl Brothers Open 
Phoenix Cooler Plant 


An outgrowth of the Goettl Brothers 


Hrsg lle tab QE rearores That “Set the Pace” 


aces.) owe Metal Products Co. of Phoenix, Ariz., 
= the International Metal Products Co. 


WA? 


recently commenced operations in the 
same city in a 30,000 square foot fac- 
tory to manufacture evaporative cool- 
ing units, air moving equipment, and 
sheet metal products. 

Heading manufacturing operations 
are A. D. Goettl, general manager; 














A. D. GOETTL 


Gust Goettl, production and plant man- 
ager; and John Goettl, plant superin- 
tendent. A. D. Goettl was formerly 
with the H. H. Robertson Ventilating 
Co., Pittsburgh, and Westinghouse 
Electric and Manufacturing Co., 
Mansfield, Ohio. 

To produce its scheduled 500 units 
a day and 23 different models, the 
| company has already discovered that 
Hermetically sealed Re- | it will need another 30,000 square 
frigeration unit feet in the near future, thus doubling 
Coat-O’-Cold refrigeration | its $400,000 plant investment. 
plate The original Goettl brothers firm 
Efficient insulation was founded in 1939 as a_ general 
sheet metal heating and cooling con- 
tracting firm with a limited manu- 
facturing operation. Demand for its 
evaporative cooling equipment, mar- 
keted under the name of Arctic Circle, 
made the new plant necessary, say 
company spokesmen, and also forced 
a new concept of the market for such 
equipment. Previously sold only in 
the Southwest, products of the Goettl 
brothers will, under the new com- 
pany, be sold throughout the nation. 


These Other 
FREEZ-ALL FEATURES 
Are Important To You 


@ Sub-zero sharp freeze 
compartment 


Food segregation 


Easily, smoothly, effortlessly, 8 cv. ft. capacity 

Dupont Dulux enamel 
the Freez-all Glideasy food storage finish 

e Beautiful, modern, stream- 
drawers roll out on ball bearing rollers at ined design 


the touch of a finger. These sturdy, spacious, “‘well- Modern, sturdy hardware 
type” drawers respond immediately to the touch of a finger, 
whether loaded with food or empty. 


Freez-all Glideasy food storage drawers, the first and only complete, 





practical response to nation-wide consumer demand, will mean years of 


profitable business for Freez-all distributors and dealers. 


Fed eS x1 
a 


Write for descriptive literature and complete information. 


REFRIGERATION DIVISION 
Dept. F-25 
Portable Elevator Mfg. Co. 


Bloomington « Illinois 


DISTINCTIVE DISTRIBUTORS 


free 








FRED FLATO 
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In Southeastern Texas Freez-all home 
food freezers are represented ably by 
the Edwin Flato Company of Houston, 
Texas. 

Under the active direction of Fred 
Flato, this outstanding company op- 
erates on the policy of close coopera- 
tion with every dealer. Each dealer 
may call upon the company's advertis- 
ing agency for assistance in the prepa- 
ration of his merchandising and pro- 
motional material. 


Samuel M. Aiola, Vice-President and 
General Manager of the Associated 
Distributing Company, Atlanta, 
Georgia, is the distinctive Freez-all 
distributor for S. Carolina and the 
northern and central part of Georgia. 


This experienced, aggressive organiza- 
tion provides its dealers with the 
best in modern promotional plans 
and assistance on cooperative adver- 
tising, 


SAMUEL M. AIOLA 











THE FITZGERALDS, Mr. and Mrs., who 
recently signed a contract to endorse 
the Launderall on their broadcast over 
WJZ, went first to H. A. Glasser, right, 
vice-president. of - Colem-Gruhn, Inc., 
New York. distributors, to find out all 
about the washer. They started their 13- 
week series of: Launderall-plugging 
broadcasts recently, first time that they 
ever endorsed a home appliance. 
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ALERT BUYERS ARE BUILDING GREATER 
HOUSEWARES VOLUME WITH 


YT 


For their remarkable savings in the kitchen . . . for their equally amazing features of construction, STEAM- 
LINER saucepans and cookers are an instant, lasting hit with housewives everywhere. The handsome 
STEAMLINER saves cooking time, fuel, food, labor, money, vitamins, food colors and flavors. Yet many 
fine features, such as the new Indicator Weight for quick, safe canning and cooking, and the exclusive 
adjustable pressure gauge for perfect accuracy, make the STEAMLINER so dependable and 

easy to use that it is in great demand with even inexperienced homemakers. 


PRESSURE SAUCEPAN—4 QUART 


For average home use. Handiest utensil for quick, safe 
cooking and canning. Light, easy to use . . . easy to clean 
and keep shiny. New aluminum alloy lustrous, hammer- 
like finish. Pressure tight seal. Over-pressure and anti- 
vacuum plug. Equipped with handsome, cool handles, 
meat rack and complete 104 page recipe book for cooking 
and canning. 





PRESSURE COOKER — 16 QUART 


For speedy, efficient cooking and canning of larger amounts 
of food. Simple to operate, beautifully designed. Equipped 
with dual pans, colander pan, canning basket, meat rack 
and complete 86 page recipe book for canning and cook- 
ing. Leading food authorities and the U. S. Department 
of Agriculture recommend pressure canning as the ONLY 
safe way to can non-acid foods. 
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To Create Sales 
and Profits for You 









CRIBBEN & SEXTON 
fe [997 


NATIONAL MAGAZINE 
ADVERTISING PROGRAM 
FOR 


UNIVERSAL GAS RANGES 


#3 


. a » sa i ih ; 
RICHMOND'S SHOULDER goes against the wheel of cooperatien as W. G. Hills, 
president of the International Assn. of Electrical Leagues, makes the principal speech 


at a recent banquet in the Virginia city inaugurating the alliance of the Radio and 
Refrigerator Club, the Electric League, and the Virginia Electric Power Co. 








° ° plumbing industry as well as te archi- 

| Richmond Electric _ tects and builders, it was revealed re- 

Groups Organize cently by C. J. Coward, director of 

J advertising and sales promotion for 


In Richmond, Va., recently three Kelvinator and chairman of the 
| divisions of the elé€trical industry NEMA water heater advertising com- 
joined forces for the betterment of mittee. 


public service. The program takes shape in two 

“ They were: the Radio and Refrig- separate campaigns, both of which are 

ountry WITH erator Club, representing retail mer- elready underway. For the past four 
entleman chants; the Electric League of Rich- years, the water heater message was 
| mond, electrical contractors; and the directed primarily at architects and 

36 000 000 | Virginia Electric Power Co. To- builders and the *helusion of the 


| gether the three organizations set up plumbing industry in the campaign 
> | an executive secretary’s office with marks a new step for NEMA. 
SALES MESSAGES | a salaried director, formed a joint “The basis of the campaign,” said 
| committee of six, three from each of Mr. Coward, “will be ads, featuring 
the first two groups, and announced testimonial letters from Master 
ABOUT | as their aim the advancement of the Plumbers. These letters definitely 
| electrical business in the Richmond show that plumbers have found the 
| area; the strengthening of their elec- sale and installation of electric water 
U 4y iv E K $ A L trical organizations; action as a clear- heaters a highly profitable business.” 
ing house for more prompt and eco- 
|  nomical installation of major appli- 
GAS RANGES | ” ieee of the trio to initiate action 
was the Radio and Refrigerator Club Water Heater Firm 


iN AME rR j C A’S | which held an industry-wide banquet Formed in Michigan 


| on the “Better Selling” theme, en- Cn oat o : ——— a 
gaged William G. Hills, president of il and ciectric water heaters a 


LEA Di NG the International Association of Elec- *¥tomatic furnaces will be produced 
tric Leagues, as chief speaker. Ap- Dowagiac, Mich., by the recently 
propriately, Mr. Hill’s message was formed Gilcor Products Corp. Full 


MA GAZI te ES | one of intra-industry cooperation. production is scheduled by early sum- 


ol z Tritt) 
* rr 


ii 
better domes ee 
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whats ne" 





. There exists a real need for coopera- 
GOH HOLNEREEPING tive effort if our industry is to main- 
f tain its supremacy,” he said. “We... 

° must work together to keep our prod- 

. Most of if | ucts and services constantly before 

"5 | the public. We must sell not just 


¢ 2 | merchandise ... selling is the market- 
nt in 2 and 4 | 


ing of ideas. 





} | Other speakers included FE. T. 
-- Colo rs ! Mc ore, sales promotion manager of the 
| Selection of Cooking | | Virginia Electric and Power Co., John 


| Mattern of Kelvinator, and Harry 
Duval and Barry: Moore, a distributor 
| and dealer, respectively. 





CRIBBEN & SEXTON 


oe NEMA Aims for Plumbers J. L. GILLEN 
In Water Heater Ads 


UNIVERSAL/.: 4) RANGE In its 1947 ad campaign, the electric mer. The firm is headed by J. L., 











water heater section of the National Gillen as president and general man- 
? M ‘ ae : 
ea OVO ere ot theo | Electrical Manufacturers Association ager. He was, until recently, head of 
will direct part of its message to the the J. L. Gillen Co. a 
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sctening mM Stewart-Warner 
Proves "* is today’s superior 


FM-AM radio 





THE MUSIDORA —FM-AM CONSOLE RADIO-PHONOGRAPH. Plays 10- and 
12-inch records “intermixed” on automatic changer. This master 
instrument re-creates music with a depth and richness you've never 
heard before . . . against a background of velvet silence : . . without 
fading or static. The improved Stewart-Warner FM circuit gives you 








Hills, performance as real as a personal appearance! Full-cycle AC tonal 
eech range, so important in playing symphonic records. Two album 
ant compartments, 2 built-in aerials, 8 tubes plus rectifier. 
irchi- 
d re- 
or of 
1 for 

the 
com- 

NEW AM RADIO-PHONOGRAPH 

Ap THE NEW CONSOLETTE —WITH AUTOMATIC REC- 
t four ORD CHANGER. More than ever, it’s the perfect 
e was combination for good music and good fun. Easy 
s and to move to porch or recreation room. . . good 
f the to look at... and wonderful to hear! Rich, full 
npaign tone you’d expect only in a big console. Big, 
— - clean volume for dancing. Handles up to 12 
"said records. Quickly detachable legs turn it into a 
~ table or chairside model. Smeoth AC operation, 
finitely with full-cycle tonal range. Five tubes plus 
nd the rectifier. 
Pr . A Model for Every Purpose—A Radio for Every Room 


r 
a Fy 
A 


stewart - Warner 


ers and AM he. FM ° Kado phonograph : Ehitediin 
roduced 
recently - 
». Full = 
‘ly sum- 


CHICAGO 14, — ILLINOIS 





“THE CONSOLE IN A JEWEL CASE’’—PERFORMS EVERYWHERE 


Hill 





AIR PAL—Smaller than a om. yet a full-power AC-DC radio. Not a tinny toy! Slide-rule dial, planetary tuning, built-in 
aerial. Weighs only 31/4 Ib. Ebony, walnut, or lustrous ebony plastic. Plug it in anywhere ... home, office, train, hotel. 





by 3 L. 
eral man- 
ys head of 
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How to Build Your 
Water System Sales 


* Occasionally a new—and better—product 
comes along. Smart dealers feature it—and reap 
big profits. The new Climax Electric Jet Pump 
is such a product. Because it has only one mov- 
ing part—because it is unusually quiet—be- 
cause it lifts more water per horsepower—it makes 
it easy to sell more water systems. 















6 SALES ADVANTAGES 





P 4 


1, No belts, no couplings, m7 
no springs. 

2 Less maintenance. 

3. Adaptable to deep or 
shallow wells. 


4, Only one moving part. 


WATER SYSTEMS 


5. Practically noiseless. 


6, Delivers more water per 
horsepower. 








Climax 
Electric 
JET PUMP 


190 to 1650 


ALSO SHALLOW WELL SYSTEMS —250 to 360 gallons per hour — direct 
from well (completely automatic) or tank models. Write for descriptive bulletin. 
































Dealers! A few important dealerships are still open. 
For complete information and literature write Climax Indus- 
tries, Inc., Climax Engineering Division, Clinton, Iowa. 


CLIMAX INDUSTRIES, INC. 
Climax Engineering Division 
Clinton, lowa 


Made by the Makers 
of Famous Climax 
Blue Streak Engines 
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New Bill Would 
Limit REA Powers 


Restriction of Rural Electrification 
Administration lending for electric 
generating and transmission facilities 
and for acquisitions of existing power 
systems is the objective of a bill 
(H. R. 2709) recently introduced in 
the House by Representative Oren 
Harris. 

The measure is similar in many re- 
spects to a bill introduced last year by 
the Arkansas Democrat. After 
lengthy hearings, the House Interstate 
and Foreign Commerce Committee 
failed to report out last year’s bill. 
The new Harris bill has been referred 
to the Agriculture committee, which is 
expected to be even less friendly. 

The proposed legislation would 
amend section 4 of the Rural Electri- 
fication Act to prevent REA loans for 
“acquisition, construction, operation, 
enlargement or extension of any gen- 
erating plant or transmission line” 
without the consent of the state 
authority having jurisdiction. In cases 
where no such state authority exists, 
the project would be subject to ap- 
proval of the Federal Power Commis- 
sion on findings that it would result 
“in a lower cost of electricity” than 
“could otherwise be obtained” by the 
borrower. 


Two Standards Asked 


In addition, the measure would 
establish two standards for REA 
financing of acquisitions of generating, 
transmission and distribution facilities. 
Such loans would be forbidden (1) 
in towns of 1,500 inhabitants or less 
except where “a majority of the con- 
sumers being served by such facilities” 
voted their approval of the transac- 
tion; (2) in any town of more than 
1,500 population. 

This represents the first Congres- 
sional effort to curtail acquisitions of 
distribution lines by REA borrowers. 
It would prevent such deals as the 
recent purchases by REA-financed co- 
operatives of distribution systems in 
two North Dakota towns of more than 
1,500 population. 


Brunswick Buys Share 
in Furniture Concern 
Radio & Television, Inc., manufac- 


turer of the Brunswick Radio Pana- 
trope and television receivers, re- 


recently announced the acquisition of 
a half ownership in the Thomasville 
Furniture Corp., Thomasville, N. C. 


Florida Dealers 
Preview G-E Line 


Approximately 400 dealers and 
dealer representatives were on hand 
for the first post-war review of Gen- 
eral Electric major appliances on 
March 3, in the George Washington 
Hotel auditorium at Jacksonville, Fla. 
The preview meeting, staged by the 
Florida branch of General Electric 
Appliances, Inc., was an all-day event 
and featured the presentation of the 
complete line for 1947. 

Opening with an address of welcome 
by W. C. Lanham, Florida sales man- 
ager of General Electric Appliances, 
Inc., the meeting was converted into 
a series of exhibits so worked out 
that the audience at no time saw any 
appliances except those being presented 
at the moment. This was accom- 
plished through a series of backstage 
changes not unlike a Broadway pro- 
duction. 


Automatic Washer Shown 


One of the outstanding exhibits was 
the initial presentation of G-E’s new 
all-automatic washer, ably demon- 
strated by Lee Harvath, G-E home 
laundry specialist from Atlanta. The 
washer was put through a complete 
cycle of operations under adverse con- 
ditions, being shown from the rear of 
a truck right on the auditorium floor, 
thus demonstrating its portability and 
lack of vibration. 

Main highlight of the meeting was 
the grand finale, at which time the 
stage curtains were withdrawn and 
the complete 1947 line was revealed 
in one mass display. Bill Christy, 
manager of G-E’s Florida branch, 
summed up the display and spoke on 
the importance of the new appliances. 
A cocktail hour and a dinner, given 
by General Electric Supply Corp., 
followed the meeting. 

Among the special guests attending 
the preview meeting were P. A. Tilley, 
president of General Electric Appli- 
ance, Inc.; R. A. Clark, southeastern 
manager for General Electric Supply 
Corp.; J. H. Keele, assistant general 
sales manager for Florida Light & 
Power Co.; R. H. Geidd, new business 
manager of the Florida Power Corp., 
and Troy Brown, president, Raybro 
Electric Supplies, Tampa. 





THE BIG PICTURE: The auditorium in the George Washington Hotel, Jackson- 
ville, Fla., was filled to capacity by 400 dealers and the entire General Electric 
appliance line at a recent preview of the company's 1947 products. 
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How to make the records you need 


... easier... simpler... 


A. Marginally punched Standard Register forms 
can't slip. 


B. Pin-wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. locked-in copies provide extra protection, 
positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 





All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


THE 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 
Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. 
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faster! 


TE 

ai ie)s 
CEIPTS.,.° 
CUSTOMERS 


-JSTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 
with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You need 
more accurate and better written records. You must have 
them to conform to government regulations, to file tax 
returns. You need them to control inventory, insure pro- 
tection of cash, merchandise and customer good will. 
Thousands of firms have already discovered how Stand- 
ard Register’s exclusive pre-tested systems and Form- 
Flow Registers turn paperwork into working papers. 
Mail the coupon, today ... find out how Standard Regis- 
ters help you write more accurate, more useful records 
... easier, simpler, faster. 


The STANDARD REGISTER Company 

Dept. 1405, Dayton 1, Ohio 

Please send me Free Standard Register Business 
Digest which tells me how | can write better records 














ma) ° 
° ° 
° ° 
O° ° 
° in my business . . . easier . . . simpler . . . faster! 6 
° COMPANY. Q 
O STREET. Q 
o  seity ZONE STATE ° 
° ° 





Canada: R. L. Crain Ltd., Ottawa. London: W. H. Smith & Son, Ltd. 
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Made to Go Places! 


NEW > Gad-A-Bout Iron 


Sets A Pace Competition Can’t 
Match! Offers Appealing Features 
That Make It Sell at a Glance! 


The ~KM. Genie’s here again... with the eye-catching, 
traffic-building, profit-boosting ~—M~ Gad-A-Bout Iron! 


Women want it the minute they see it! It’s got everything , 
they need in a lightweight ... yet rugged .. . travel iron. 
Just see how it attracts attention ...and sales. Watch it 
bring more customers... and profits... your way! 


The ~*KM~ Multi-Heat Stove and ~KM~ Jack Frost Fan, 

too, have that “‘extra’’ customer appeal typical of all ~—M~ 

Electrical Servants. Fine craftsmanship, beauty in styling 

and exclusive features make them stand out over com- EMBEDDED 
petitors . . . and are fast making them preferred everywhere! a x 

Stock the KEM. line, the most ak ae in the industry. oun FULL-SIZE HEATING ELEMENT 
Display the ~KM~ Genie, featured the year-round in power- HANDLE spreads heat quickly, 
ful national advertising. Let your community know you are handy to pack. easy on the hand. evenly. No “hot spots” to 
its “2M. dealer . . . and be ready to make big profits! Easy to carry. Folds down. cause sticking, scorching. 


+e 


- 


~ 
> 


~meu~Voaporizer = mM God-A-Bout Iron ~ee~ Hair Dryer ~mmM~ Speed Mix 


ee 
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Most Complete Line in the 
Industry. Quick Turnover! 


BIG PROFIT OPPORTUNITIES 
New QQ) Jack Frost Fan FOR KNAPP-MONARCH DEALERS 


Wide aluminum blades 
turn quietly—create a 
bigger breeze. Rugged, 
dependable motor 
operates economically. 
It’s easily adjusted to 
blow in desired direction. 
Streamlined, beautiful, 
built to last. 


Exclusive embedded 
heating element gives 
quick, even heat. Saves 
electricity. Portable, 
just the thing for use 


any place in the home. ee ee ae 
Has single dial mM le atic lron ~ Liquidizer 


controlling 3 heats on st meron Ol aK 
both burners. Lovely 

white porcelain and 

chrome finish. 


KNAPP-MONARCH CO. 


St. Louis 16, me. ™ 


~KM- Multi-Heat Stove 


KM_ Tel-A-Matic Corn Pepper 
Ming Hae Pd, Yt oo es oe 
Rye 7 ee ee 
ie 2 pioet pe Fees e 
onaneuapaasien 


| 


kM. Pop-Up Toaster %M~ Room. Heater 
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@® You can install THERMOSTATIC Temperature Control 
on most of the oil heaters you have sold since 1939! That 
means extra profits on every sale you made during the last 
8 years! 

Most of your oil heater customers — even those as far back 
as 1939 — can enjoy the luxury and economy of A-P THER- 
MOSTATIC Temperature Control. And NOW is the time 
to tell them about it, when their heaters are inactive during 
the summer months. If their heater uses the A-P Constant 
Level Oil Control Model 240-DR, UR, or YR you can easily 
and inexpensively install a new A-P Model 240-ED Heat 
Regulator Set. They'll thank you next winter, when their 
fuel bills run 10% to 25% lower, and they're enjoying the 
pleasure and convenience of steady, uniform heat without 
the danger and discomfort of overheating — at the mere 
setting of a thermostatic dial. 


The A-P DEPENDABLE Model 240-ED Heat Regulator Set. Includes an 
Electric Conversion Top to mount on present Manual Control, accurate 
Wall Thermostat, Transformer and all accessories and instructions. 


WRITE TODAY for details and prices — and supply of 
colorful direct mail folders to help you to ready SUMMER 
PROFITS on A-P Heat Regulator Sets. 


Be sure your new heater lines use . . . A-P DEPENDABLE OIL 
CONTROLS — for faster sales, greater customer satisfaction. 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street; Milwaukee 10, Wisconsin 


(Ap)DEPEMDABLE 21 Concrete 
EX 
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GLIMPSES OF THE APPLIANCE WORLD 








UNLIMITED RANGE: Marking a milepost in the production of Westinghouse elec- 
tric ranges is this, the millionth since 1916, which rolled off the assembly lines early 
in February. Production worker R. D. Snyder points with pride to his handiwork as 
Reese Mills (left), assistant manager of te electric appliance division, and R. M. 
Beatty, range manager, look on. 





TENSE MOMENT: Four sales representatives of Webster-Chicago Corp. play 
intently with the company's new wire recorder during a lull in the recent annual sales 
meeting at the plant in Chicago. Left to right: A. S. Johnson; William J. Purdy, 
Verner O. Jensen, and Ronald G. Bowen. Representatives all made recordings 
which will be layed back to them at next year's meeting. 





FIRE WASHERS: Destruction of the commercial laundry in Oxford, Miss., by 
fire left many students of Miss. State with lots of dirty clothes and no cleaning 
facilities until Ira L. Shine (center), proprietor of an appliance store, provided @ 
distress shipment of Easy washers with the cooperation of McGregor's, Inc., Mem- 
phis distributor. 
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e $16.45 « ZONE 2 


Here’s quality performance and beauty at the 
lowest price. It's the outstanding leader in small 


radios. You owe it to yourself to get your share of the 





extra store traffic, the quick sales, big volume and 


handsome profits the Arvin Mighty-mite brings. 
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NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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BEWARE OF “POST-WAR MIRACLES” 








ONE BASIC UNIT FOR ALL APPLICATIONS 


Low-stand model quickly converts to high- 
stand model. Easily adapted to wall, ceiling, 
window or post mounting. Low inventory 
investment—high profit return. 


Sears Offers Wire 
Recorder and Radio 


Following a teaser campaign, a 
combination radio-phonograph and 
wire recorder has been put on the 
market by Sears Roebuck & Co. It 
sells for $169.50, which includes one 
spool of wire providing a full hour’s 
recording. 


SEARS' SPECIAL: Model Joyce Fara- 
gher emotes for the photographer and 
Sears Roebuck and Co.'s new combina- 
tion wire - recorder - radio - phonograph, 
trade named the Silvertone. The occa- 
sion was a distributor preview intro- 
duced in Chicago. 


This is the first Armour Research 
Foundation licensed wire recorder 
built into a radio unit. This radio- 
recorder unit is a table model. The 
recordings are made on a 3% inch 
spool of stainless steel wire. An 
hour’s recording costs $3.85. The 
wire may be played back immediately 
after recording and can be used un- 
limited times after erasure. The unit 
includes a turntable for spinning stand- 
ard disc recordings. Frequency 
modulation is not incorporated in the 
present model but is envisioned in the 
future. 

Large scale factory production is 
just beginning to get under way, said 
T. V. Houser, vice president in charge 
of merchandising, but is insufficient to 
stock all of the company stores 
throughout the nation. 


Audience Records Starts 
Sales of Comedy Disc 


H. Paul Warwick, president of 
Audience Records, Inc., 230 Park 
Ave., N. Y., announced recently that 
the wit and humor of leading Holly- 
wood and radio stars has been made 
available for the first time in record 
form. Radio stations and juke boxes 
are denied the use of the comic phono- 
graph records, said Mr. Warwick, but 
consumers may purchase recordings of 
special performances by such stars as 
Amos ‘n’ Andy, Jack Benny, Edgar 
Bergen, Eddie Cantor, Fibber McGee 
and Molly, and others. 

Mr. Warwick stresses the fact that 
each record presents only special per- 
formances, and were not just “taken 
from broadcasts.” 

Called Top-Ten Records, the new 
albums will be distributed through the 
60 distributors of Monitor Home Ap- 
pliances and are processed by Apollo 
Records, Inc. 
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Tennessee Valley 
Power Assn. Formed 


Management, promotion, sales, and 
engineering personnel of public power 
systems and rural co-operatives have 
found the going tough in organizing 
into associations of sufficient im- 
portance to attract the top in industry 
leaders as speakers at meetings. This 
has been partly due to the fact that 
the associations were limited because 
of the scattered territory served. 

As a means of overcoming this 
handicap the 138 publicly owned 
power systems and rural co-operatives 
who purchase power from the TVA 
joined last week to form the Tennes- 
see Valley Public Power Association 
and to establish committees on sales 
promotions, distribution practices, en- 
gineering and other divisions of oper- 
ation for a greater exchange of ideas. 
The association is patterned along na- 
tional lines for mutual benefit. 


Finley Named President 


At the first annual meeting in 
Chattanooga March 13-14, States R. 
Finley, general superintendent of the 
Electric Power Board of Chattanooga, 
was elected president, and W. H. Sax- 
ton, superintendent of the Tallahatchie 
Valley Electric Power Association, 
Batesville, Miss., was named secretary- 
treasurer. 

Vice-presidents were elected to 
represent each of the five presently 
existing organizations in the Tennes- 
see Valley area. They were E. Bruce 
Bynum, Memphis Light, Gas and 
Water Division; Jesse F. Perry, De- 
partment of Electricity, Clarksville, 
Tenn.; M. C. Stewart, manager of 
Sand Mountain Electric Cooperative, 
Fort Payne, Ala.; W. W. Jacobs, 
manager of Cleveland Electric Sys- 
tem, Cleveland, Tenn.; and L. E. 
Price, superintendent, Light and 
Water Department, Tupelo, Miss. 

The first annual meeting drew such 
nationally known speakers as Gordon 
R. Clapp, chairman of TVA; Lee H., 
Hill, editor and publisher of ELEC- 
TRICAL WORLD; J. B. Hodtum, 
central station engineer of Allis- 
Chalmers; P. M. Augestein, commer- 
cial engineer of General Electric; 
Sam G. Hibben, director of applied 
lighting of Westinghouse, and top 
management figures in the*power sys- 
tems in the Tennessee Valley. 

Prime objective of the publicly 
owned power systems was in building 
system loads and the sale of electrical 
appliances. The more than 300 dele- 
gates to the meeting visioned hopes 
of an early flood of appliances from 
manufacturers to satisfy public de- 
mand and the general sentiment was 
that a huge appliance market is wait- 
ing to be satisfied. 


Traubee Streamlines 
Service and Repairs 


More space in the factory and more 
personnel have been provided for the 
service and repair departments of 
Traubee Products, Inc., Brooklyn man- 
ufacturers of Time-Saver pressure 
cookers, according to Richard H. Roff- 
man, promotion director of the com- 
pany. Object of the reorganization is 
to “increase the efficiency of the as- 
Sistance given to the consumer and 
the dealer.” Mr. Roffman describes 
the move as growing out of experi- 
ences with large firms where letters 
for information, for new parts, etc., 
never got an answer. 












CORY CORPORATION 
Execstive and Sales Offices: 

221 North La Salle Street, Chicago 1, Ilineis 

Sales and Display Offices: New York + Chicage engineering triumph which 


Los Angeles + Toronto addsnew salesappeal tothe 
Export Sales: The A. J. Alsdorf Corp., Chicage already famous CORY line. 








THE EXCLUSIVE CORY 
GLASS-TO-GLASS VACU- 
UM SEAL—Another CORY 
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for the fashionable _ 


The Greatest Name In Coffee Brewing Equipment! 
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Offer your buyers 
this perfect air cooler! 














Marsalis: 
@ Controlled AIR Diffusion 


@ ADVANCED ENGINEERING 


@ CONTROLLED HUMIDITY 
@ SMART DECORATOR STYLING 


Y Average installation time—45 minutes, no tin snips needed. Flexible, plastic 
side panels assure proper fit with no leakage of air, aid in quiet operation. 


Smart Appearance 


‘Phe Marsalis Cooler is styled to harmonize with any interior. Finished in two 
beautiful shades of brown, with plastic front and side panels. Meets the dis- 
criminating home-owner’s demand for an attractive home-cooling unit. 


GShecifications 


Exclusive Marsalis non-rotating louvers give diffused circulation of air. Zinc- 

coated ““Bonderized’” heavy gauge steel used throughout. Two sizes: Model 

1647 (approx.) capacity 1600 cubic feet per minute, Model 1847 (approx.) 

capacity 2200 cubic feet per minute. Both models are furnished with or with- 

out water re-circulating pump, as desired. Fully guaranteed. 110 volt, = cycle 
Pp ‘or. 


—A. C. current only. Fully protected by p and p P : 
h f, 7, 











P-R-O-T-E-C-T-E-D 


Simple installation—No expensive plumbing or wiring. Can be installed in less 
than an hour by one man working with pliers, screwdriver and household 
scissors. 























Marsaliso—j= 


316f Year in the design, 


oo" “—_ manufacture, and installation 
orP of Air-Treating and Air-Han- 
dling Equipment. 


AMERICAN METAL PRODUCTS COMPANY 


SYLVANIA STATION FT. WORTH, TEX. 






P. O. BOX 7037 











TIP-TOE CAROUSEL: Designed to attract store traffic and to stimulate customer- 
participation in iron demonstrations, this gaily colored carousel is a circular ironing 
board wired so that five heated irons are always available for interested customers 


to come up and try the iron out. 


Yale Tip-Toe Iron 
Opens in New England 


The Yale Tip-Toe automatic iron 
made its initial appearance in two 
New England test areas—Western 
Massachusetts and Northern Connec- 
ticut, it was announced by Anthony 
B. Cassedy, director of appliance sales, 
Yale & Towne Mfg. Co., at a press 
meeting in the Traffic Appliance Sales 
headquarters in the Empire State 
Building, New York, recently. 

“Without preliminary promotion,” 
Mr. Cassedy said, “the Tip-Toe iron 
captured more than 30 percent of sales 
of irons in leading stores in these 
areas during a month-long test in 
March.” 

Distribution of the iron and all other 
Yale traffic appliances will be effected 
through a limited number of selected 
franchised distributors in twelve mar- 
keting areas through the country, and 
according to Mr. Cassedy, a unique 
feature of their marketing plan is the 
use of women as field sales represent- 
atives. With the exception of a dis- 
trict manager in charge of each ter- 
ritory, who will be responsible for 
distributor contacts, the entire merch- 
andising effort will be supported by a 
nationwide organization of specially 
trained young women who in turn, 
will educate retail clerks, set up local 
merchandising programs for franchised 
retail dealers, and personally demon- 
strate the iron where store traffic 
warrants. 


Carouse! Demonstrator 


A new demonstrating device for 
stores is the “Tip Toe” Carousel— 
a circular ironing board that invites 
customer participation in the demon- 
stration of the iron’s use. Introduced 
last month in the G. Fox Department 
Store in Hartford, Conn., the carousel 
is wired so that five irons are heated 
and ready for interested customers 
to come up and try for themselves. 

To support retail sale of the iron, 
Yale & Towne plans to advertise in 
national trade and consumer press and 
through cooperative advertising with 


retailers in local papers. In addition 
colorful merchandisers and demonstra- 
tors designed by W. L. Stensgaard & 
Associates, Chicago, will be made 
available to retailers for their store 
windows. 

Traffic appliances, Mr. Cassedy said, 
will be manufactured at the new Yale 
& Towne plant, 2933 Main St., Buf- 
falo, N. Y., which covers 17 acres of 
land and has 80,000 sq. ft. of manu- 
facturing space. 


RCA Shows Large 
Home Video Screen 


A newly developed screen which 
makes possible television pictures on 
projection-type home receivers was in- 
troduced recently by the RCA Victor 
Division of the Radio Corp. of Amer- 
ica before the New -York section of 
the Institute of Radio Engineers. 
Demonstraffon of the screen, which 
RCA claims is 23 times brighter than 
earlier large-screen pictures, was made 
by Antony Wright, chief of the RCA 
Victor television receiver design sec- 
tion, and Edwin L. Clark, senior engi- 
neer of the section. A picture 15x20 
in. in size, about the size of a news- 
paper page, is shown on the plastic- 
based screen, which is scheduled to be 
incorporated in RCA’s projection tele- 
vision console receivers, due for com- 
mercial distribution this year. It is 
expected that by this means television’s 
usefulness can be extended to public 
places, schools and auditoriums, in 
addition to its use in the home. 


H. E. Golden, Florence 
Executive, Dies Suddenly 


Harvey E. Golden, whose election to 
the vice-presidency of the Florence 
Stove Co., Gardner, Mass., was re- 
ported in the January 15 ELectrIcaAL 
MERCHANDISING, died suddenly of a 
heart attack. Mr. Golden has been 
general sales manager of the firm prior 
to his election as a vice-president and 
had originally become affiliated with 
it in 1926. . 
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ARE YOUR LAMP SALES 
“ON THE BEAM”? 














NEW SALES MANUAL SHOWS HOW TO MAKE 
MORE AND MORE PROFITS WITH G-E LAMPS 


Meet Binny Beam, spritely ““M.C.” of General 

Electric’s new lamp manual, “How to Shine 
) © behind a G-E Bulb Counter.” This helpful 
booklet is making a hit with dealers every- 
where, because it provides a quick, painless 
way to train sales people in the tricks of profit- 
able light bulb merchandising. 






Yep, it’s all in the book—basic lamp facts, lighting in- 
formation, tips on displays and lamp salesmanship. You'll 
be amazed how quickly your lamp sales get “on the beam” 
when your organization knows how to make full use of these 
General Electric merchandising advantages: 
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» STEADY DEMAND —Everybody needs G-E lamps. 


- HIGH PROFIT I1TEM—Volume sales, good profit margin. 


QO N = 


- NATIONAL ADVERTISING—Pre-sells G-E lamps to your trade. 


db 


» MERCHANDISING COOPERATION —Plenty of displays and 
other point-of-sale promotion. 


. FASTER TURNOVER— More and more people prefer G-E lamps. 


- COMPLETE LINE—General Electric makes lamps for every need. 





- NO STOCK IN VESTMENT— Lamps come to you on consignment. 


oN O UI 


» QUALITY LEADERSH!P—General Electric research works con- 
stantly to make G-E lamps Stay Brighter Longer! 


Call your G-E Lamp distributor today, and ask for the “How 
to Shine” booklet. See that each of your sales people studies 
it—then watch for results! 


G-E LAMPS 


GENERAL€Q ELECTRIC 4 
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Collier’s Stakes Out 
America’s Richest Market 
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For advertisers who think ahead, Collier's 
stakes out America's richest market... 
the 25to 45 year age bracket... the “Age 
of Acquirement.” These men and women 
in the prime of life... establishing homes, 
acquiring possessions... know what they 
want... are anxious to buy. And the 


“buying plans” of Collier's readers are 


... The Age of Acquirement 


ambitious ... well above those of the 
average buyer... a fact recently 
brought to light in a nation-wide survey 
made by The Psychological Corporation. 
To obtain your share of this profitable 
market costs less .. . through Collier's 
...than through either of the other 


“Big 3” weeklies. 


Your Budget Buys 


Deeper Market Penetration 


sertions .. 


national coverage. 





. more impressions .. . 


The lower cost of a Collier's page... the lowest of 
the "Big 3” weeklies... puts better continuity within 


reach of the average advertiser. It means more in- 


more weeks of 


Greater Consumer 
Concentration 


Collier’s reaches the men and women who buy. 


Among the “Big 3” weeklies, Collier's families have 


the greatest percentage of men and women in the 


“Age of Acquirement’’...the 25 to 45 year age group. 


Collier's for Action 
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DOOR CHIMES 


C frames wy 


Mother's Day 
National promotion 
appears in May. 


Ask us for an 
effective sales 


letter to send 


te your prospects 
and customers. 





PAGE 136 








Write for free 
newspaper mats, 
ad-copy and 
spot radio script. 


RITTENHOUSE 

















ARITTENOU 





Mother's Day and 
NATIONAL MAGAZINE 
ADVERTISING 


Wal lia -Yolel aimaslola-miatela 


A5 MILLION 


READERS | 

















To set a new chime-sales 
record, for extra volume, .extra profit, 
and new store prestige . . . Do This: 

Go into a sales huddle with your staff; 
—brush up on Rittenhouse Chime facts 
... Normal Bel Geddes styling, exclusive me- 


June Bride 
national promotion 
oppeors in June. 


chanical features, appealing price range. Get 
your Chimes Display Board up front — where 
people can see and hear the models you stock. 
Start now—on a direct mailing campaign to your 
customer and prospect list. Use Rittenhouse 
Chime folders—as enclosures with invoices and 


Enclose a 
Rittenhouse 


Chime Folder 


statements, and on your counters. Write us for 
free newspaper mats, spot radio script and sug- 
gested local newspaper copy. Feature a Chime 


with your 
statements. 


Window Display. Have your show card man 
attach a reproduction of Rittenhouse magazine ad- 
vertisements to your interior store display cards. 
Replenish Your Stock NOW—Write or Tele- 
phone your Rittenhouse Jobber today. 


THE RITTENHOUSE COMPANY, INC. 
317 East Street Honeoye Falls, New York 


Chimes by 








RITTENHOUSE 
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Ironing Board Cover Wins 
Lewis & Conger Safety Prize 


Judged “most outstanding in pro- 
moting greater safety in the home,” 
a burn-proof ironing board cover made 
by the Textile Mills Co., 2637 West 
Pol St., Chicago, was recently pre- 
sented with the 1946 Lewis & Conger 
National Safety Award. Called Tex- 
Knit Burnproof Covers, the ironing 
board device is made with asbestos. 
Judges awarded it the prize on the 
basis of its effectiveness in prevent- 
ing accidents, its simplicity of use 
and application, and its reasonable 
price. First on the list of honorable 
mentions was the General Mills Tru- 
Heat Iron, also described as out- 
standing for its safety features. Judges 
included Julien Elfenbein, editor of 
House Furnishing Review; Richard- 
son Wright, editor of House & Gar- 
den; Eloise Davison, director of the 
New York Herald-Tribune Institute; 
Katherine Fisher, director of the Good 
Housekeeping Institute; and Ned H. 
Dearborn, president of the National 
Safety Council. 


Hickerson Agency Opens Branch 
in Cleveland to Serve G-E 


J. M. Hickerson, president of J. M. 
Hickerson, Inc., New York advertising 
agency, recently announced the open- 
ing of a new Cleveland office and the 
appointment of Arthur E. Smith as 
manager. The office, located at 1,900 
Superior Ave., will serve the Premier 
Vacuum Cleaner Division of General 
Electric and will also serve member 
utilities and others interested in the 
Fdison Electric Institute. 





J. M. HICKERSON 


Mr. Hickerson was himself at one 
time connected with G-E’s Lamp De- 
partment at Nela Park. Prior to 
founding his own advertising firm he 
was an account executive with Lord & 
Thomas. His firm now has two 
branches, Washington, D. C., and 
Cleveland. 


Texas Gets New 
Manufacturing Firm 


A new $150,000 enterprise, Modern 
Metal Products, Inc., is going up in 
San Antonio, Texas, says an announce- 
ment from James W. Crenshaw, pres- 
ident. The firm, a manufacturing, de- 
signing and wholesale distributing or- 
ganization, will include two division: 
the Modern Equipment Co. and Mod- 
ern Kitchens. Andrew Dilworth is 
vice-president and H. L. Briner is 
secretary-treasurer, 
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... THE ELECTRIC RANGE 


THAT MAKES GOOD COOKS BETTER — 


v-s 


... THE ELECTRIC WATER 
HEATER THAT YOU CAN RELY ON 











KEROGAS 


THE COMPACT OIL RANGE 
THAT HAS LARGER CAPACITY 
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---let’s talk about 
your favorite recipe” 


g 


Nothing is so satisfying to a healthy busi- | 
ness appetite as a heaping dish of profits from \ 
sales of merchandise you like to talk about. In the | 
L&H line, you have the recipe — the one yoy like 
so well. We designed and engineered L&H cook- 
ing and heating appliances for your special feasting. 

L&H electric ranges, electric water heaters, 
and KEROGAS oil ranges have all the ingredients 
required to add a new and unforgettable delight to 





your pet recipe. L&H features save time and labor; 
promote extra leisure hours for the housewife; 
bring new efficiency and economy to the art of 
keeping house. So the lady says “That's for me!” 


Dealers with a hankering for a solid, sub- 
stantial cooking and heating appliance ‘ 
business should learn more about the L&H 
line. It's a time-tested fact — through seventy 
years’ experience and success — that the L&H 
franchise has always been a money-maker for 
dealers. And that’s the way it is today. 
A. J. Lindemann & Hoverson Co., Milwaukee 7, Wisconsin 


MANUFACTURERS OF ELECTRIC RANGES © ELECTRIC WATER HEATERS © OJL RANGES 
PORTABLE OVENS © OIL HEATERS * WICKS 








PAGE 137 






















MORE 


DUAL-TEMP 
EXCLUSIVES! 


Two Refrigerators in One 

Above, a built-in freezing locker; below, 

a huge, purified moist cold compartment .. . 
as independent in their operation as though 
they were two separate refrigerators. 


Two Temperature Controls 

Each of Dual-Temp's two compartments has 
its own cooling system and its own 
individual temperature control. Temperature 
in either compartment can be varied 
without affecting the other. No other 
refrigerator can do that! 


No Defrosting 

Dual-Temp’s huge, purified moist cold 
compartment never has to be defrosted. 
Completely insulated from the freezing 
locker, temperature never goes below 
freezing. No freezing, nothing to defrost. 


No Covered Dishes 

With 85% humidity maintained throughout, 
foods can be placed anywhere in the 

moist cold compartment and kept fresh for 
weeks without covering. 


Sterilamp Protection 

Acts like sunshine to retard mold growth, 
reduce spoilage due to bacteria, 

and combat offensive odors. 


ADMIRAL CORPORATION, CHICAGO 47 
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a completely ‘nsulated 


< EREEZING LOCKER 


*Trade Mark Registered 


Completely insulated . .. what a world of difference that makes! Be- 
cause Dual-Temp’s Freezing Locker is completely insulated, there is no 
“spill-over’’ of cold into the food storage compartment below. Even with 
the freezing locker continuously set at 15° below zero .. . the sub-zero 
temperature required to efficiently freeze many foods... there’s never any 
danger of freezing foods in the moist cold compartment. Only Dual-Temp 
is built that way! Only Dual-Temp’s Freezing Locker has been officially 


approved by Birdseye-Snider for safely storing commercially frozen foods! 





CAN BUILD A DUAL-TEMP REFRIGERATOR 


DUAL-TEMP REFRIGERATORS * HOME FREEZERS « ELECTRIC RANGES «+ RADIOS 
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ROYAL CHEF Washer 


Poulsen & Nardon Inc., 2665 Leonis Blvd., 
Los Angeles, 11, Calif. 


Device: Royal Chef semi-automatic 
portable washer. 

Selling Features: Operates on rotary 
drum principle, combining all fea- 
tures found in larger standard 
machines; washes from 3 to 4 lbs. 
clothes in 9 min.; 1/12 h.p. motor; 
110 volts, a.c. or d.c.; heavy gauge 
solid aluminum finished in white 
baked enamel; 21 in. high, 18 in. 
wide and 18 in. deep. 

Electrical Merchandising, May 1, 
1947, 














DEEPFREEZE Home Freezers 
Deepfreeze Div., Motor Products Corp., 


North Chicago, Ill. 


Models: Deluxe C10-47, A5-47 and 


B10-47 rectangular models. 


Selling Features: Deluxe C10-47 has 
a 10 cu. ft. capacity or 350 Ibs. 
food; special fast-freezing compart- 
ment; temperature control located 
on front of cabinet makes it pos- 
sible to adjust temperature inside 
food compartment from zero degs. 
F. for storage to minus 10 degs. F. 
for fast freezing; temperature indi- 
cator shows inside temperature at a 
glance; counterbalanced lids stay 
open in any position desired leaving 
both hands free; tumbler lock on 
doors; 3 removable metal baskets 
for upper half of storage compart- 
ments and adjustable metal dividers 


for bottom half; 3 large trays hold- 
ing 6 lbs. ice cubes for extra ice 
cube capacity; ejector arm on each 
releases cubes as needed; dual in- 
terior lights automatically flood 
interior of both fast freezing and 
storage compartments; automatic 
battery operated alarm system rings 
when food storage compartment 
reaches 10 degs. F. or higher; 2 
h.p. unit, sealed in oil; table-top 
height, 36 in., 263 in. deep, 552 in. 
wide; 1-piece all steel cabinet Bond- 
erized and finished inside and out 
with 2 coats baked-on white enamel, 
toe space base. 

Deluxe A5-47 model has 4.8 cu. ft. 
capacity or 168 lbs. foods; equipped 
with counterbalanced lid and lid 
lock, automatic interior light and 
temperature control; metal baskets 
and dividers are available as acces- 
sories; 36 in. high, 263 in. deep, 
38 in. wide. 

B-10-47 has 10 cu. ft. capacity or 
350 Ibs. food; counterbalanced lid, 
lid lock and temperature control; 
dimensions same as DeLuxe C10-47. 


Electrical Merchandising, May 1, 


1947. 


WASTEMASTER Garbage 
Disposer 
Lockley Machine Co., New Castle, Penna. 


Device: Wastemaster garbage dis- 
poser unit. 


Selling Features: Shreds and disposes 
of all such food waste as bones, 
meat wrapping papers, corn husks, 
cobs, fruit pits, etc., but not broken 
glass, china, bottle caps or other 
metallic objects; shredder and pump 
are built into a specially designed 
Rotor-Pump—1 moving part—which 
forces wastes against a series of 5 
special tool steel blades which shreds 
waste to fine particles which are 
then flushed by cold water into 
sewage system; can be installed in 
any modern sink; safety control 
switch automatically closes sink 
drain lid when motor is turned on; 
disposes of average family dinner 
waste load in 48 seconds; plugs 
into nearest outlet, no special wir- 
ing required. 

Electrical Merchandising, May 1, 
1947, 
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DOME TURBO Kitchen 
Ventilator 


Electro Specialty Mtg. Co., Inc., 
: Minneapolis, Minn. 


Device: Dome Turbo kitchen ventila- 
tion package unit. 

Selling Features: Package unit con- 
sists of a range-length intake of pol- 
ished aluminum which is installed 
over range 28 in. above burner level 
and is connected to a ventilating 
duct concealed in wall back of range, 
which in turn connects with a Turbo 
Blower concealed in wall back of 
range; detachable motor-and-blower 
unit; weather hood with automatic 
counterbalanced shutter; blower of 
Monocast aluminum, 9 in. diam., 
centrifugal type; 10 vanes at peri- 
phery, each 2? in. long. 

Electrical Merchandising, ‘May 11, 
1947, 
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NORGE Water Heaters 


The Norge Div., Borg-Warner Corp. 
Detroit 26, Mich. 


Device: Norge electric water heaters. 


Selling Features: 5 sizes: 80, 66, 52, 
40 and 30 gal. sizes; round, upright 
type; high-gloss baked white enamel 

nish; 5-in. glass wool insulation; 

single or double Nichrome element 
available; completely automatic; 
equipped with thermostats; finger- 
* control for simple temperature 
adjustments to suit requirements of 
user diffusion baffle prevents mixing 
of inflowing cold water with that 
already heated. 


Electrical Merchandising, ’ May e 
1947, 


BEAUTY-VAC Massage Unit 


Hollywood Beauty Products, Inc., 
Suite 219, 6411 Hollywood Blvd. 
Hollywood, 28, Calif. 


Device: Beauty-Vac facial massage 
unit. 

Selling Features: “Vacuum pulsating 
suction” action delivers measured, 
pulsating action; easy unit equipped 
with 2 rubber massage cups—one for 
general facial use and one for eye 
and nose areas; 110. volts, ac. or 
d.c.; black plastic housing with a 
lined, zippered plastic leather case. 

Electrical Merchandising, May 1, 
1947, 














CROWN Range 


Crown Stove Works, 4631 W. 12th Place, 
Chicago, 50, Ill. 


Device: Crown plug-in dinette range 
No 10-64. 

Selling Features: Roasts, bakes, boils, 
fries; plugs into wall outlet; 
equipped with 2 surface burners— 
left 1200-600-300 watts; right 800- 
400-200 watts; oven element maxi- 
mum 1620 watts, reversible for broil- 
ing; 110-115 volts, a.c. only; overall 
measurements 194 in. wide, 21 in. 
deep, 39 in. high; cooking top 
194x18x36 in.; oven interior 16 in. 
wide, 15 in. deep, 12 in. high; utensil 
compartment 16x16x9% in. 


Electrical Merchandising, May 1, 


1947. 
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HOME-OWNERS PREFER 


A , 



















« No moving parts 


e No replacements to buy 


e No radio interference 





Yes, home-owners like the way Air Clear 
destroys every unpleasant odor — in the kitchen, in the living 
room...wherever odors occur. They like the ease with which 
Air Clear brings them fresh, odor-free air at the flick of a 
switch — high for instant clearing of air —low for maintain- 
ing air freshness. And they go for Air Clear’s beauty, too. 
Its smartly- styled Catalin cabinet adds to the appearance 


of any room. 


Dealers like it, too! It sells easily and steadily. They like 
the neat profit— and the sales promotional aids that help 
them get that profit. Colorful counter displays, booklets and 
newspaper mats help build an aggressive campaign that 
puts sales and profits on a year-round basis. Write today 


for full information! 


GENERAL OZONE CORPORATION 


17 West Sixtieth Street, New York 22, N. Y. 
New York — Chicago 
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NEW PRODUCTS 


DRAIN-O-MATIC 


Rousselle Corp., 1673 E. 82nd Place, 
Los Angeles, 1, Calif. 


Device: Drain-O-Matic 
eliminator. 

Selling Features: 2 shredders—one 
stationary resembling a ring within 
a rotary shredder which turns 1725 
times a minute; 2-directional oper- 
ation of shredders prevents clog- 
ging and provides double cleansing 
and pumping features; direction of 
rotary shredder is automatically 
changed by a reversing switch at 
start of each operation; safety feed 
spout provides safe continuous feed 
operation; } h.p. motor; 115 volts, 
60 cycle, a.c.; fits all types of sinks 
which have 34 to 4 in. drain open- 
ings. 

Electrical 
1947, 


waste food 


Merchandising, 


May: 1, 








FOWLER Water Heaters 


Fowler Mfg. Co., 2545 S. E. Gladstone St., 
Portland, 2, Ore. 


Device: 2 new models—Jiffy Jr., and 
table top model. 

Selling Features: Jiffy Jr. has 5 gal. 
capacity for installation where small 
amount of hot water is required; 
weighs 25 Ibs.; 28 in. high, 12 in. 
wide and 13 in. deep; uses same 
voltage as floor lamp or washing 
machine, and same wattage as a 
hand iron, the manufacturer claims. 
Table top model has 30 gal. ca- 
pacity; is 36 in. high, 234 in. ‘wide 
and deep; designed to fit in with 
tabletop appliances in today’s modern 





kitchen; baked porcelain enamel 
finish with black enamel base. 
Electrical Merchandising, May 1, 
1947, 


MAY |, 


PRINCESS Waffle Iron 


Newark Appliance Corp., Inc., 
92 S. 6th St., Newark, 7, N. J. 


Device: Princess Gem waffle iron. 

Selling Features: Expansion hinges 
for uniform thickness ; 1-piece seam- 
less, unperforated waffle molds; 
l-piece chrome on steel tray-type 
base; a.c.-d.c,; built-in heat indi- 
cator. 

Electrical 
1947, 


Merchandising, May 1, 

















SENSATION Mowers 


Sensation Mower, Inc. Ralston, Nebr. 


Model: D-77-2 for medium-sized 
lawns is equipped with a direct drive, 
special built motor, 125 ft. of plastite 
cord. Model D-77-2, shown, with 
Sensation’s special Protective Guard, 
adaptable to any model. 

Selling Features: Height of cut may 
be varied from one to four inches; 
all models have patented jointed 
handle assembly which allows handle 
to be adjusted to any height desired ; 
4-wheel suspension on 10 in. by 2.75 
pneumatic rubber tires gives level 

















cut to grass even on rough ground; 
whirling blade cuts a 20 or 24 inch 
swath; mulching board, on under- 
side of machine, cuts the grass clip- 
pings into a fine mulch; designed to 
reduce hand trimming to a mini- 
mum, raking is completely elimi- 
nated; all models equipped with 125 
ft. plastite cord. Sensation makes 
three electric models and a complete 
line of gasoline models. 

Electrical Merchandising, 
1947. 


May 1, 
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MINIATURE ELECTRIC RANGES 
Little Chef Super Deluxe Miniature Electric Range. Model 
947. Scientifically designed to cook and bake accurately. 
Its many features include: New safety aluminum top with 
element enclosed in AlSiMag; separate oven element, 
es AlSiMag insulated; separate warming oven; real switches; 
i= oven thermometer; fully insulated. Made of heavy gauge 
5; steel, welded and riveted. White baked enamel finish. 
i inside rust proofed. Heavy asbestos appliance cord. 
Range size 13%” x 10%” x 7”. Individually cartoned, 
1 6 to shipping case. Suggested retail, $9.95. Tacoma Metal 
P Products Company, 414 Puyallup Ave., Tacoma 2, Wash. 
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= BURNING PENCILS...WOOD BURNING SETS 
SOLDERING SETS ...SOLDERING PENCILS 
6 in 1 Ungar Electro-Craft Burning Pencil for Forming, 
Burning or Embossing plastic, wood, leather, velvet, cork, 
foil. Set consists of the Underwriters’ Approved pencil, six 
brass tips, metallic foil, emery cloth, instruction folder. 
The Electro-Craft Wood Burning Set covers three crafts, 
Wood burning, Embossing with colored metallic foil, and 
Painting with water colors done on wood or paper. Highest 
quality of materials and workmanship throughout. AlSiMag 
insulation. Pencil approved by Underwriters’ Laboratory in 
its entirety. Heating unit GUARANTEED FOREVER. Pencil 
has plastic handle, cork insulated grip. Brass tips. 20 watt 
a heating unit. For use with 110 volts, A.C. or D.C. 
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istributors—Dealers 


SOME TERRITORIES 
STILL OPEN 


Federals Program 
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TELEPHONE AND RADIO CORPORATION 
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11 BIG FEATURES 
Make Big loads EASY! 


Sam 












EASY-GRIP " 


CURVED 
HANDLES 


RUBBER COVERED 
UPRIGHTS AND 
CROSS BARS $48.50 
f.o.b. Los Angeles 
DOUBLE RATCHET 
STRAP CINCHER 





SMOOTH SURFACE __uy' 
SLIDES OVER STEPS— 

ON AND OFF DELIVERY 
TRUCKS \ 


ALL-WELDED TUBULAR \" 
STEEL FRAME ee 
QUICK RELEASE ' 
PEDAL LOCKS AND 


UNLOCKS LOADING OR 
UNLOADING POSITION 


10 x 2.75 RUBBER _y= 
TIRES 
RUBBER COVERED ~~ 


AXLE NUT 


WHEELS SLIDE 
BACKWARD TO 
CARRY THE LOAD 


TOE PLATE COVERED 
WITH HEAVY CANVAS 
WEBBING 


fh WHEELS 
ASSIST IN LOADING 









EASLOAD 
APPLIANCE TRUCK 


YOU'VE got 11 big features in this new 
Easload Truck that take strain and pain off 
your shoulders when moving heavy appli- 
ances. 

The entire weight of the load rests on the’ 
10-inch rubber tired roller-balanced wheels. 
When the truck is erect, the wheels lock in 
forward position, and the Easload slides 
smoothly under the refrigerator, range or 
radio. As the load is picked up, a convenient 
foot pedal releases the wheels and they swing 
back, locking in balanced position to carry 
the full burden of the load... Loading and 
unloading is eased by the small rubber 
wheels under the toe plate. 

“  There’s a double ratchet to cinch the 
straps. The one-piece curved tubular handles 
slide down steps with the wheels locked in 
forward position. Full protection to appli- 
ances is gained by rubber frame protectors. 
Rubber covered axle nuts avoid damaging 
other merchandise when squee-geeing truck 
in tight spots... Comes equipped with 12-foot 
heavy webbing strap. 

Save backs, time and service costs with 
this new Easload Appliance Truck. Order 
today from your distributor, or direct. Liter- | 
ature sent on request. 


Sturdy All-Welded Tubular Steel Frame 
Capacity 2000 Ibs, Weight 64 lbs. 


C Q LAST UDA EQUIPMENT & 


SUPPLY CO. 


— WILLOW STREET LOS ANGELES 13. CALIFORNIA 
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Gravin Corp., Rochester, 4, N. Y. 


Device: Gravin heat shaver. 


Selling Features: Uses _ standard 
double-edge razor blades and oper- 
ates on principle that heat helps 
the shave; bathes blade in electric 
heat from a safety-sealed self-con- 
tained unit, 12-watts, 110-115 volts, 
a.c, or d.c.; no moving parts; brown 
leatherette carrying case. 

Electrical Merchandising, May 1, 
1947. 

















MERMAID Steam Iron 
Hope Products Inc., St. Louis, Mo. 


Device: Mermaid wet or dry steam 
iron. 

Selling Features: 600 watts, 115 volts, 
a.c. element; light weight cast alu- 
minum; polished chrome steel sole- 
plate; hammered aluminum finish; 
handle designed to eliminate hand 
fatigue. 

Electrical 
1947, 


Merchandising, May 1, 

















BROAN Heaters 


Broan Mfg. Co., Inc., 1669 N. Water St., 
Milwaukee, 2, Wis. 


Device: Broan fan type heaters, 
Nos. U-12, U-15, S-12. 

Selling Features: Built-in-wall heat- 
ers for bathroom, nursery, recrea- 
tion; fan located behind element 


draws cold air through bottom sec- 
tion of grille and forces stream of 
heated air out through top section; 
small openings in grille make it im- 
possible for children to reach ele- 
ment or blade; grille can be removed 
for oiling and cleaning; No. U-12, 
1200 watts, No. U-15, 1500 watts, 
both 115 volts, 60 cycles; wall box 
194 in. wide, 13 in. high, 44 in. deep; 
chrome plated grille 12 in. wide, 
14 in. high. No. S-12, 1200 watts, 
115 volts, 60 cycles; wall box 7? in. 
wide, 13 in. high, 44 in. deep; grille 
94 in. wide, 148 in. high; chrome 
plated. 


Electrical 


Merchandising, May 1, 
1947, 














SURF Fan 


G-M Laboratories Inc., 4300 N. Knox Ave., 
Chicago, 41, Ill. 


ee: No 540-1 non-oscillating Surf 

an. 

Selling Features: 10 in. diam. silent 
fan blades deliver 500 cfm; a.c. only; 
60 cycles, 105-120 volts; shaded pole 
type motor, no radio interference; 
adjustable through 180 degs., and 
can be directed straight up as air 
circulator; weighs 4 lbs. 9 oz.: 73 
in. metal base punched for wall 
mounting ; crackle finish. 

Electrical Merchandising, May 1, 
1947, 

















FLORENCE Oil Heaters 
Florence Stove Co., Gardner, Mass. 


Device: Complete new line of oil heat- 
ers designed to match. 

Selling Features: New Florence line 
is available in both pot-type and 
sleeve-type including 4 kinds of heat 
delivery—driven-aire (fan models), 
circulators, radiants and combination 
circulator-radiants; features inside- 
outside porcelain enamel finish; 
Florence sleeve-type burner; and 
the new improved Florence pot-type 
burner with porcelained perforated 
pilot ring. 

Electrical Merchandising, May 1, 
1947, 
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w-( almost matted the gale!" 


When appliances were scarce, customers didn’t bother ers are boning up on features, polishing up sales talks. To 
much about details. But today they want facts. Slipshod demonstrate the Manning-Bowman Automatic Table Grill 
salesmanship rings up a quick “No Sale? That’s why deal- that is practically a kitchen in itself, for xample... 





toast two full-size sandwiches, grill dial, you regulate temperature to plates, frying pan, waffle grids. 
meats, fry eggs, bake waffles, and cook, bake, or fry to taste. Light in * Heavily chrome plated, with in- 
heat soups or vegetables’ cover glows when current is on” sulated white plastic handles: 


| | Point out: “With this grill you can 7; Show customer: “By setting this “Comes with quick-change grill 
z hy 5 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, lrons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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On Every Call 
You Make 


iil, 


“Teletalk 


U.S PAT. OF 


INTERCOMMUNICATION SYSTEMS 


























@‘“Teletalk” intercommunication is so universally 
used as a time saver by businesses, large or small, 
that every call you make is a prospect. Offices, 
stores, factories, garages and institutions are using 
““Teletalk” to cut down all those extra side trips— 
interoffice travel 





to secure information. A flip of a 
key and you can talk to one or a group of indi- 
viduals. 


This convenience has acceptance as a time-saving 
business machine. A wide range of models makes it 
possible to fulfill the needs of all types of businesses, 


large or small. 
Model 212 , 


Construction is top quality and top performance is 
a result. The tone is free of buzz or hum and voices 
are easily recognizable. The design is smart in ap- 
pearance and the cabinets are of walnut construc- 
tion that blend with other office furnishings. 


Those who sell “Teletalk” will find a high per- 
centage of orders the result of mentioning them on 





every call they make. 


Model 105 


Licensed under U. S. Patents of Western Electric Company, Incorporated, and American Telephone and Telegraph Company. 


WEBSTER (7) ELECTRIC 


RACINE WISCONSIN 





Established 1909 
Export Dept. 13 E, 40th Street, New York (16),N. Y. Cable Address "ARLAB” New York City 


i ‘*'Where Quality is a Responsibility and Fair Dealing an Obligation’’ 
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ROTO-TRAY Ice Cube Tray 


Republic Molding Corp., 


4641-45 W. Lexington St., Chicago, 44, lil, 


Device: Plastic ice cube tray. 
Selling Features: By twisting in a 


rotary movement ice cubes actually; 
pop out—no water required; tray 
will not stick or adhere; any num- 
ber—1 or more—cubes may be re- 
moved whole and dry without dis- 
turbing remaining cubes. 


Electrical Merchandising, May 1, 


1947, 











MET-L-TOP Ironing Board 


Geuder, Paeschke & Frey, Milwaukee, Wis. 


Adjustable height ironing 
table. 


Selling Features: 7 adjustments in 


height are available to reduce iron- 
ing fatigue—lower portion of each 
leg telescopes into upper portion 
and is held by thumb screw—each 
leg is marked to get equal adjust- 
ment without measuring or guess- 
ing; all-metal; fireproof, warp- 
proof; white enameled perforated 
top; ProtectoRest protects ironing 
pad and cover when stood on end 
and serves as hanger. 
Merchandising, May 1, 
1947, 

















EASLOAD Appliance Truck 
Colson Equipment & Supply Co., 


1317 Willow St., Los Angeles, 13, Calif. 
Selling Features: Entire weight of 


load rests on 10-in. rubber tired 
roller-balanced wheels; wheels lock 
in forward position for loading when 
truck is erect; convenient foot pedal 
releases wheels as they swing back 
locking in balanced position to carry 
load; double ratchet provided for 
cinching either one or two 12 ft. 
straps; rubber frame protectors and 
rubber covered axle nuts protect ap- 
pliances; 2000 Ibs. capacity; weighs 
64 Ibs. ; especially adapted for refrig- 
erators, freezers, ranges, water heat- 
ers, radios, etc. 


Electrical Merchandising, May 1, 


1947. 
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BIG YEAR-ROUND SELLER FOR STEADY TURNOVER 


Think of it—warm or cool circulating air 
from the same unit by the simple flick of a 
switch! Yes, that's COMFORTAIR—<a real 
twelve-month seller. It's doubly desirable 
TiMareltry tule) (> MelsteMeltia-M ol -taeltht Mi Maelo ili 


itctehi-tm@elaleMiclaMisRelsl-M ol-toltiihiv) Manelsl-tesmt lis 


Lightweight and thoroughly portable, 
COMFORTAIR can be plugged in anywhere 


for comfort-conditioning nursery, sickroom, 


MIMAR PRODUCTS, INC., 


Branch: El Monte, California 


ELECTRICAL MERCHANDISING—MAY 


bedroom, playroom, office or living room. 


The market for this amazingly attractive, 
simple and practical applionce is as big as 
Americc itself. You'll find that stocking 
COMFORTAIR helps keep iny-ntory down 
romoMuillu mel .aelht Mim MoM -Soli-T@eloMicln 
in one space-saving unit—eliminates dupli- 
cation of merchandise. Write for free 


profit-making circular today. 


BROOKLYN 5,NEW YORK 


1, 1947 
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The Great New Glenwood 12-100 
New Features, New Beauty, New Ease in Cooking — 
with the finest ranges in Glenwood history 


The Glenwood Duplex 













Take 5 Big Ads in 89 NEWSPAPERS 


A smashing campaign with 5,494,223 circulation 
— backs you locally, where your customers are. 





Add The ladies’ Favorite 
“WOMAN'S DAY” 


One of the biggest circulations of any woman’s 






magazine in your territory — selling Glenwoods 
for you! 












Season lavishly with every kind of 
SALES AlD Window and floor displays, self- 


selling range tags, folders, radio transcriptions, 
newspaper mats, and other selling helps. 





SERVE PIPING HOT: 


The biggest, tastiest GLENWOOD 
promotion dish in 68 years! 


More money for you 


Available for manufactured, LP Gas, and natural gas 


Glenwood Range Co., Taunton, Mass. 








PAGE 148 














MOTOROLA Radio 


Galvin Mfg. Corp., 4545 Augusta Blvd., 
Chicago, 51, Til. 


Device: “Mother’s Day” table radio. 

Selling Features: 5-tube  a.c.-d.c. 
housed in a Consolweld cabinet with 
baked enamel finish in white, daffo- 
dil, blue or green; Aero-Vane loop; 
11 in. wide, 64 in. high, 64 in. deep. 

Electrical Merchandising, May 1, 
1947. 
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ULTRATONE Record Player 
Audio Industries, Michigan City, Ind. 





Device: Ultratone PM-70_ record 
player. 

Selling Features: 2-tube amplifier in- 
cluding rectifier; 5 in. PM speaker 
with 1.5 oz. Alnico magnet; ply- 
wood case covered in blue leather- 
ette with contrasting lining; ‘plays 
10 or 12 in. records. 

Electrical Merchandising, May 1, 
1947.” 

















WESTINGHOUSE Radio 


Westinghouse Electric Corp., 
Home Radio Div., Sunbury, Penna. 


Device: Lightweight 3-way portable 
radio No H-148. 

Selling Features: 4-tubes plus newly 
perfected Selenium rectifier afford- 
ing operation on a.c. or d.c. line 
at turn of switch with no warm-up 
period; also features a new high 
gain amplifier tube; special switch 
and plug-in arrangement for easy 


Electrical Merchandising, May 1 





swing-over between a.c., d.c. or bat- 
tery operation and a tell-tale off- 
and-on indicator; 2-tone simulated 
leather cabinet 104 in. high, 148 in, 
wide, 63 in. standard band 550 to 
1600 kec.; 4-in. permanent magnet 
dynamic speaker; built-in loop an- 
tenna. 


> 


1947. 








AUDAR Recorder 
Audar Inc., Argos, Ind. 


Device: RE-8 portable disc recorder. 
Selling Features: Compact portable 


acetate disc recorder and playback; 
64 in. PM dynamic speaker; high 
output amplifier; 5 volts, 60 cycles 
a.c.; recording level indicators; 1 
control for recording, playback, and 
tone compensation adjustments ; also 
included is a hand microphone with 
7 ft. cable installed in a 2-tone 
leatherette carrying case. 


Electrical Merchandising, May 1, 
1947, 





AUDAR Amplifier 
Audar Ine., Argos, Ind. 


Device: MAS-4 “Bingo” amplifier. 
Selling Features: Compact portable 


amplifier for small gatherings such 
as Bingo games and window demon- 
strators; amplifier designed for 
high quality clean cut voice repro- 
duction with volume sufficient for 
gatherings of 50 to 100; 2-toned 
leatherette carrying case; 64 in. 
speaker, 115 volts 60 cycles a.c.; 
hand microphone with 20 ft. mike 
cable. 

Electrical Merchandising, May 1, 
1947, 


v 
BEN-HER Juke Box 


Ben-Her Industries Inc., 
11 W. 42nd St., New York, N. Y. 


Device: Ben-Her “Small-Fry” juke 
x. 

Selling Features: 5 in. Alnico speaker; 
2-tube amplifier; astatic high fidelity 
pick-up; illuminated plastic pictured 
front; operates on a.c. only. 

Electrical Merchandising, May 1, 
1947, 
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Pics: to last, every one of the sixteen 
important selling features of the International 
Harvester Freezer can be put in terms of conven- 
ience to the user. Convenience. . . trouble-free 
operation .. . those are talking-points that make 
sales. Harvester gives you sixteen big, conven- 
ience features! , 


Take the big, full-size floating lid, for example. 
The moment a woman touches the comfortable, 
chrome-plated handle and sees the lid open 
almost by itself, as if by magic, she is charmed. 






Then, when you point out the smooth breaker- 
strip, free of fastenings; and the clear view of the 
interior, without obstructions of any kind, she 
is sure she wants an International Harvester 
Freezer. 











is easy as dialing your radio. Control knob 
protected from chance interference by grille. 


{ Controlling the temperature in Model 11 FC-A 
She'll notice, without your telling her, the 
recessed base, which provides comfortable toe- 


3 


space ...the gleaming white finish, inside and 
out, that’s so easy to keep spotless... the con- 
venient spaces to put food packages when stor- 
ing or removing them. 





International Harvester’s hermetically-sealed 
refrigerating system, hermetically-sealed insula- 










INTERNATIONAL 
HARVESTER 
FREEZER 





tion, wall refrigeration and protected cold con- 
trol all spell convenience, too...in years of 
efficient, care-free operation. 


With the International Harvester refrigeration 
line you sell convenience ... not just “another 
freezer.” You talk in terms a woman can under- 
stand and that paves the way to profitable sales. 
Furthermore, your selling is strengthened and 
reinforced by these four important factors: 


® Powerful National Advertising 
® Coast-to-Coast Distribution 
® Effective National Service 
© Great-Name Prestige 


These ... plus a product second to none... plus 
effective local advertising assistance ... are the 
things that will make the Harvester refrigeration 
franchise increasingly valuable. 


For details about open refrigeration territory 
get in touch promptly with your nearest Interna- 
tional Harvester branch. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue ° Chicago 1, Illinois 


© 1947, INTERNATIONAL HARVESTER Co, 


INTERNATIONAL HARVESTER. 
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Wilkes-Barre store got an unexpected sales bonus 
Their LIFE selling plan can bring you extra appliance sales, too 


ecently The Boston Store (Fowler, Dick, and Walker), 
Wilkes-Barre, Pa., staged a week-long, store-wide pro- 
motion of LIFE-advertised merchandise. 
































The appliance department showed 48 LIFE-advertised 
items in window and store displays and newspaper ads. 





“From the point of view of my department the objective 





of the LIFE promotion was to sell an idea instead of merchan- sie 
dise,” says Herb Schau, appliance buyer. ““That idea was— spl 
‘Come in and see why the famous lines we carry are worth nome. 
waiting for—even if we can’t make delivery now.’ about 

“But it turned out better than I had expected. People may partic 
have come in just to see the appliances that are hard to get, He sa 
but they sure did stick around to buy other kinds of items in vel 


good supply. At the end of the week, we found our ‘prestige’ 
promotion had turned in a good sales bonus—the biggest 
week's appliance business since 1941.” 





sa ea 
1. Alexander Dick (seated), president of The Boston Store, goes over 
ADVERTISED LN LIFE display material with the appliance group. 








“We pride ourselves on the wide variety of famous lines carried in 
our store,” says Mr. Dick. *“That’s the real reason I approved this 
promotion in the first place—as the most dramatic way to say, ‘We 


have the products you know about and want to own.’ ” 








2. “There were appliances in eight of our newspaper ads featuring 3. One of the things ‘The Boston Store did was to rig up an audience-partici- 
LIFE-advertised products,” says Joe Purcell, sales and advertising —_ pation Rittenhouse Chimes window. People on the sidewalk pushed the button 
manager, shown here discussing the campaign with writers Ruth to hear the chimes play. Mayor Col McCole, of Wilkes-Barre, pushed the but- 
Price (left) and Mary Holmes. “Our displays, in many cases using _ ton to signal the opening of the LIFE event. Mr. Dick (behind the mayor) and 
LIFE merchandising materials sent to us by suppliers, were easy-to- _a large crowd braved a snowstorm to look on. “Soon as we opened that day,” hat 1’ 
build, effective tie-ups with current advertising in LIFE.” says Herb Schau, “we knew we were back in business with a bang.” lot of 
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4. The 48 “LIFE lines” in The Boston Store’s appliance de- 
partment were shown in window displays (above) and store 
displays (below). Reprints of LIFE ads, shown with each 
item, reminded customers of sales points they’d already read 
about. Identification of products with their advertising is 
particularly important today in the opinion of Mr. Schau. 
He says, “People want appliances the worst way. But they 
want well-known appliances. Customers just give the un- 
known brands the brush-off.”’ 





D. Sales of phonograph records at The Boston Store during 
he week were the highest in the history of the store. “Cus- 
omers got a kick out of the promotion,” said Dick Quinn, 
teords buyer. ““There was a carnival spirit about the crowd 
hat I’ve never seen before. Our LIFE promotion stirred up 
lot of sales excitement.” 
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Use this list to put 


LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE, during May 


MAJOR APPLIANCES 


May 5 Westinghouse Home Appliances—page, c. 
May 12 Kelvinator Moist-Master Refrigerator & 


Frozen Food Chest—page, c. 
Maytag Washer—page 


Smithway Water Heaters—14 page, c. 

Jud Whitehead Water Heaters—Y, page 
May 19 Vornadofan Air Circulators—l4 page 
May 26 Hoover Cleaner—page, c. 


Gill Electric Stove—¥ page 


SMALL APPLIANCES 
AND HOUSEWARES 
May 5 Libbey Glassware—page, c. 
Toastmaster Products—l4 page 
Robeson Cutlery—Y4 page 


May 12 Pyrex Oven Ware—page, c. 


G-E Automatic Toaster—l4 page 

Casco Heating Pads—42 lines 
May 19 Ray-O-Vac Batteries—], page, c. 

Sunbeam Ironmaster—}4 page, c. 


May 26 Cory Glass Coffee Brewer—page, c & page 


G-E Coffee Maker—l4 page 
Camillus Cutlery—¥4 page 
Casco Heating Pads—42 lines 


RADIOS, PHONOGRAPHS 
AND INSTRUMENTS 
May 5 Bendix Home Radio—), page, c. 
May 12 RCA Victor Instruments—page, c. 
Philco Radio—page 
Lester Piano—l4 page 
May 19 G-E Radios—page, c. 
RCA (Institutional)—page 
Sylvania Radio Tubes—l4 page 
Recordio Radio—% page 


May 26 Capehart-Farnsworth Radio-Phonograph 


—page, c. 


RECORDS 
May 5 Columbia Records—page 
May 12 Decca Records—page, c. 
Victor Records—page 
Signature Records—Y4 page 
May 19 Columbia Records—page 
May 26 Victor Records—page 


HOME FURNISHINGS 
May 5 Pacific Sheets—page, c. 
May 12 Textron’s Jewel-Tone Ensembles— 
page c. 
Cannon Sheets—page 
May 19 Pepperell Sheets—page 
Sealy Mattress—!4 page 
May 26 BarcaLoafer Chair—page c. 
Lane Cedar Hope Chest—page, c. 


c. indicates color advertisements. 


NOTE—Many of these LIFE advertisers 
have ordered LIFE merchandising sales 
helps similar to those that The Boston Store 
found so effective. Ask your suppliers about 
ADVERTISED IN LIFEmerchandising aids! 


NOTE — Because of last-minute changes 
some of the ads scheduled for May 12th, 
19th,and 26th may appear in issues different 
from those listed above. 


Pacific Sheets—page, c. 
Beautyrest Mattress—page 
Storkline Furniture—\4 page 
Ostermoor Mattress—l4 page 


‘CAMERAS AND OPTICAL GOODS 


May 5 Shuron Glasses—¥4 page 

May 12 Kodak Verichrome Film—page, c. 
Graflex Cameras—Y4 page 
Polaroid—lA page 

May 19 Polaroid—!/ page, c 
Soft-Lite Lenses—l4 page 

May 26 Ansco Film—page, c. 
Solarex Sun Glasses—Y, page, c. 
Foster Grant Sun Glasses—'4 page 
Grafiex Cameras—]l4 page 


JEWELRY AND WATCHES 
May 5 Hamilton Watches—page, c. 
Ingraham Clocks & Watches—page 
Bretton Watch Bands—]4 page, c. 
Jacques Kreisler Watch Bracelets— 
Y) page, c. 


Girard-Perregaux Watches—Y4 page 


Tissot Watches—l4 page 

Krementz Jewelry—¥4 page 
May 12 Gruen Watches—page, c 

Waltham Watches—page, c. 


Longines—Wittnauer Watches—page 


Keepsake Diamond Rings—!4 page 
Croton Watches—]% page 
May 19 Bulova Watches—spread, c. 
De Beers Diamonds—page, c. 
Elgin Watches—page, c. 


Girard-Perregaux Watches—]Y, page, c. 


Omega Watches—l4 page 
Jacques Kreisler Watch Bracelets— 
Y% page 


May 26 Swank Jewelry for Men—) page, c. 


Westclox—l4 page 


SILVERWARE 
May 5 Community Silverplate—page, c. 
International Sterling—page, c. 
Watson Sterling—l4 page 
May 19 1847 Rogers Bros.—page, c. 


SPORTING GOODS 
May 5 Indian Motorcycle—28 lines 
May 19 Wilson Golf Balls—spread, c. 
Bristol Sporting Goods—!4 page 
Columbia Bicycle—¥4 page 
Rollfast Roller Skates—Y4 page 
Indian Motorcycle—28 lines 


May 26 U.S. Rubber Golf Balls—!/ page, c. 


Spalding Sporting Goods—page 
Rollfast Roller Skates—¥% page 


ADVERTISED 


Oa: 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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“BEAU ALARM” 


“BEAU ALARM” 
$3.95 


(plus tax) 


an Electric Alarm Clock priced te 
sell fast in the mass market! 








Never before has General Electric offered such a 


“quality” electric alarm clock for so low a price. The 
“BEAU ALARM” will turn over and over and over 
and FAST! 


Truly beautiful ! 


Its smartly styled good looks will catch the eve of 
your trade and reach right into its collective pocket- 


book! 


The “BEAU ALARM’S” case is sturdy. plastic in 


rich mottled mahogany! Its dial is easy to read— ~ 


chocolate brown characters on a light grey dial! 


(NOTE TO HEAVY SLEEPERS! While the 


General Eleditic Clocks 


The Clocks Most People Want Most 


152 


“BEAU ALARM” is small, its alarm is BIG!) 
LIKE ALL General Electric Alarm Clocks, the “BE AU 
ALARM” is: 

1 Self-starting. Just plug it in. 

2 Non-winding. Electricity does the work. 

3 Dependable. Its precision motor is sealed in a 

lifetime bath of finest oil. 

4 Quiet. No disturbing “Tick Tock.” 

5 Accurate. Electrically checked by your Power 
Company with official Arlington time. Appliance 
and Merchandising Department, General Elec« 
tric Company, Bridgeport 2, Conn. 


GENERAL ¢ ELECTRIC 






































Mobile Repair Shops 
Seen as Service Aid 


The cure for most dealers’ service 
headaches is a central service bureau 
for the community, one dealer told 
the Utah Power and Light Co. during 
the utility’s recent survey of servicing 
methods. The company, preparing to 
set up its own service departments, sur- 
veyed many dealers and utilities and 
got almost as many individual replies 
on the best way to handle appliance 
servicing. 

The Northwestern Dealer News, 
published by the Northwestern Electric 
Co., ran an article suggesting a travel- 
ing repair service for rural communi- 
ties. Other variations suggested in- 
cluded a pickup service by districts 
on specified days. Another was for 
appliance repair specialists to estab- 
lish pickup stations in drug stores or 
other convenient locations where ap- 
pliances may be left to be repaired in 
one central shop. 


Tried Before the War 


The traveling repair shop was tried 
out before the war by some of the 
western power companies who have 
had trucks fitted up to care for the 
repair of lamps and small appliances. 
Service of this type can profitably be 
handled over an area of from 15 to 
20 miles, say the experimenters. Where 
the farmer prefers to do his own re- 
pairing, the traveling service truck 
can supply parts as needed. Small 
appliance repairs usually require only 
very simple equipment. A more com- 
plete set-up which would enable the 
workman to handle repairs requiring 
welding and other difficult work might 
not be an impossibility, declare pro- 
ponents of the scheme. Such a service- 
man might undertake to care for all 
related types of repairs in the cus- 
tomer’s home, including plumbing and 
even furniture repairs. 

A few used appliances to lend, if the 
particular appliance is in need of a 
trip to the service hospital, plus an 
order book to sell new equipment, 
might complete such a truck workshop. 


Farnsworth Expands 
Fort Wayne Facilities 


Considerable expansion has been 
going on at the Fort Wayne head- 
quarters of the Farnsworth Television 
& Radio Corp. E. A. Nicholas, presi- 
dent of the firm, says it affects re- 
search, engineering, manufacturing 
and administration. Research and en- 
gineering find themselves with a new 
two-story addition, and space avail- 
able for manufacturing operations has 
doubled, enabling the company to set 
up more assembly lines for its new 
home television receivers and mobile 
communications equipment. Its other 
products are manufactured in Marion, 
Huntington and Bluffton, Ind. 


Check-Up Made of 
Small Wisconsin Farms 


A survey recently made of 302 small 
Wisconsin farm operators, with less 
than 60 acres of crop land, by Uni- 
versity of Wisconsin agricultural 
economists revealed that 75 percent 
of the group had electricity, 23 per- 
cent had running water, 23 percent 
had central heating. Eighty-five per- 
cent of the 302 families owned their 
own farms. Average number of 
rooms in the houses was seven. 
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No other iron in America has all the 
time-saving, muscle-saving features 
of this cool-to-the-touch, fully auto- 
matic G-E lron—model F-23. 

Look at them all... then decide 
for yourself, as a dealer, whether 
any other iron on the market even 
equals the General Electric! 





/ it has the new “Visualizer.” Customers 

* can see the Visible Finger-tip Control while 
ironing! A flick of your finger tip sets the correct 
temperature for rayon, silk, wool, cotton, or linen. 
The dial is easy to use . . . easy to set .. . easy to 
check . . . always cool to the touch. 





a 
\ 


Sd 





5 
—_ 


2 It has c-0-o0-I-i-n-g air space. Between the 

* sleek, form-fit handle and the base of the iron 
there is space for air to circulate and keep the 
handle cool while the iron is in use. And there are 
double thumb rests on the handle for both right- 
handed and left-handed people. 


-© 
7IN\ 


it has “the light that says when.” The G-E 
* temperature-indicating light tells the instant 
the iron is ready. Saves time, cuts electric bills. 
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NOW...4a new GE Iron with 
| Visible Finger-tip Control 








4 it has an extra-large soleplate. There are 

* 271% square inches of ironing surface! Sales 
Point: With the larger ironing surface, customers 
can iron faster. 


5. It is featherweight. A mere 234 pounds. 
* Nuff said! 






a It has fast, accurately controlled heating. 

* The exclusive cast-in Calrod* Heating Unit 
makes the soleplate heat up in a hurry to the 
temperature dialed. 


——— 
It has the exclusive G-E Button Nooks. 
” They let the iron zip around and under but- 


tons. One more advantage, making ironing easier 
and faster! 





Featured in FOUR BIG NATIONAL MAGAZINES 


All these G-E features add up to this: Compared with most other 
irons now in use—customers can cut ironing time up to a third! That’s 
what we're telling them in The Saturday Evening Post, McCall's, 
Woman’s Home Companion, Country Gentleman. So, get ready for 
them! Appliance and Merchandise Dept., General Electric Company, 


Bridgeport 2, Connecticut. 


*Trademark Reg. U. S. Pat. Off. 


@ Ceneral Electric Irons 


GENERAL @ ELECTRIC 
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READY FoR sHIPMENT NOW 





Now, in time to relieve your summer fan shortage, we pre- 
sent the new Surf FAN. It’s a quality fan throughout— 
rugged, dependable, quiet, ultra-smart in design—for vertical or 
horizontal air circulation. With minor changes, it’s the same 
fan originally engineered for the famous Surf SEAsSON-AIR. 


We are shipping Surf FANS in growing volume. Order 
from your distributor now. G-M Laboratories Inc., 4292 
North Knox Avenue, Chicago 41, Illinois. 


Check these Surf FAN features 


[ BEAUTY—Modern styling « Hand- 
' gome crackle finish ¢ Silent type 10- 

inch fan bladese Bright plated fan 
guard. 

C7] STABILITY Sturdy all-metal con- 

~ gtruction « 74-inch base—punched 

for wall mounting ¢ Weight 4 lbs., 
9 oz. 

[] POWER—Shaded pole type A.C. 

motor manufactured exclusively by 

G-M Laboratories Inc. ¢ No radio 

interference « Approved rubber cov- 

ered cord. 

[| EFFICIENCY—Fan delivers 500 cu. ft. 

~ of cooling air per minute « Non-oscil- 
lating « Fan angle adjustable verti- 
cally through full 360 degrees. 

ia GUARANTEE—Fully guaranteed for 
one year against defects in materials 
and workmanship. 

C7) Listed by Underwriters’ Laboratories. 


(NOTE: Surf FAN cannot be used in conjunction with Surf SEASON-AIR heater unit.) 
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offers 
4-SEASON 
UTILITY! 


From heater to fan 
in 29 seconds 
. . simply 
remove 
heater 
housing 







($25.50 west of Rockies) 























the great NEW name | 


in household appliances | 


Hotpoint, Inc. 


James J. Nance is the newly elected 
president of Hotpoint, Inc., and leaves 
his post as executive vice-president 
of the firm. He climaxes a climb in 
merchandising and management dat- 
ing back to the early ’20’s, when he 


Crosley Division, 


Avco Mfg. Corp. 


R. C. Cosgrove, general manager of 
the Crosley Division and vice-president 
in charge of sales of the Avco Mfg. 
Corp., was elected to the Board of 
when the annual 


Directors stock- 





JAMES J. NANCE 


started with National Cash Register. 
He joined General Motors when the 
Frigidaire plant was first put into 
production at Dayton, Ohio, and prac- 
tically grew up with the industry, 
later filling management positions at 
Easy Washing Machine Co. and 
Zenith Radio Corp. Before joining 
Hotpoint as executive vice-president, 
he was on the staff of Charles E. 
Wilson, president of the General Elec- 
tric Co. 


Traubee Products, Inc. 


A. John Bodenmuller has been desig- 
nated as sales manager of Traubee 
Products, Inc., by Jacques Traubee, 








Mh 3% 


R. H. ROFFMAN 





president of the company. He has 
been assistant sales manager of Servel, 
Inc., and wholesale sales manager of 
E. A. Wildermuth, New York area 
metropolitan distributors. Also ap- 
pointed to a new post is Richard H. 
Roffman, formerly in charge of pub- 
licity and advertising for Traubee. He 
becomes general advertising and pro- 
motion director. 

Barbara Baehr, interior decorator 
has been retained as a consultant on 
the erection of model kitchens by 
Traubee Products, Inc., Brooklyn, 
N. Y. Anne Hanauer has been re- 
tained as consultant for photography. 


MAY I, 


R. C. COSGROVE 


holder meeting was held recently. At 
the meeting, stockholders approved 
changing the name of the company to 
Avco. Mfg. Corp. from The Aviation 
Corp., and named five new directors. 
Mr. Cosgrove was vice-president and 
general manager of the Crosley Corp. 
prior to its acquisition by Avco. He 
is president and director of the Cros- 
ley Distributing Corp., president and 
director of the Carrollton Furniture 
Mig. Co., director of the Crosley 
Broadcasting Corp., director of Fro- 
zen Food Products, Inc., and trustee 
of Frozen Food Foundation. He is 
also president of the Radio Manufac- 
turers’ Association. 

Appointment of Joseph P. Flynn 
as north central regional manager of 
the Crosley Division of Avco Mfg. 





J. P. FLYNN 


Corp. has been announced by S. D. 
Mahan, general sales manager. Mr. 
Flynn has been appliance merchandise 
manager of Leath & Co., Chicago, 
since 1945, and in the appliance sales 
business since 1924. 


General Electronics, Inc. 


General Electronics, Inc., continues 
to expand its roster of salesmen with 
the addition of William Gold, of Will- 
gold Electronic Sales Corp., who will 
represent the firm in New York. 
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The Ford Tonner, with its 9-foot 















































- 1 Panel body and the flexibility of 
: its 4-speed transmission, is an 
ck - ideal vehicle for retail delivery 
and appliance service work. 175 
cubic feet of protected load space— 
26-inch floor height—2680 pounds 
payload rating. 
oved 
y to 
ses * 
and 
orp. 
Ty 
yo 
iture 
osley 
Fro 
ustee . 
le i ie ¥ 
utac } j e 
‘lynn ss ONLY FORD GIVES YOU ALL THESE | ONE Big Rea son— — i 
aie. Xi LONG-LIFE TRUCK FEATURES: Eith Ly e 
Mig | - : Either i Ford D e . | 
\ a of two great engines, the V-8 or the SIX, both i rive-Lj ne Un its q 
with full pressure lubrication to all main, connecting- Stand U p i 
rod and camshaft bearings, Flightlight oil-saving i ; 
4-ring pistons, precision-type heat-resistant bearings i 
and fast-warmup temperature control « rear axle i 
design that takes all weight load off the shafts | ' 
34-floating in half ton units, full-floating in all i The Ford Truck drive-line 
others) « heavy channel section frames, doubled |! is exceptionally enduring. 
between springs in heavy duty models « big, self- pineal itr ssceg by 
. 4 a bearings, : 
centering brakes, with heavy, cast drum surfaces, tected by relief fittings i ; 
non-warping and score-resistant—all told, more than ; models. Half-ton imu neeueaanal in all i] 
fifty such examples of Ford endurance-engineering. ! ae Game 101” w.b.) have > ogg 
S.D. NATURALLY, FORD TRUCKS LAST || __ bearing is self-aliguine ug beating. This 
r. ‘ . ] er -m 
andise LONGER! Latest 1946 registration figures show | ay It is leakproof, excluding aa as may 
ee that 78% of all 1936 model Ford Trucks in use 9 | long-lived. pe 4 om: je ned and is notably j 
years ago are still on the job! That’s up to 15.8% shafts with forged ends are i aren Marne | 
better than the record of the next four sales leaders—_. i and great strength siveh dinates vibration 


5% better than the average of all four. More than | 


_— 100 body-chassis combinations. See your Ford Dealer! _ ee laa Sera © 


n with 
- Will- 
10 will 
MORE FORD TRUCKS IN USE TODAY THAN ANY* OTHER MAKE 


x. 
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TOP LINE 
MODEL 1300 
Cylinder-Type Electric Room Heater 








CUSTOMERS LIKE THE WAY IT 
HEATS A ROOM WITH THREE 
KINDS OF HEAT — gives 


more heat faster and at lower 
cost! 








CUT-AWAY SIDE VIEW 


Radiant Heat 
--— Reflected Heat 


Convection Heat 
with natural up- 
draft circulation 


THEY LIKE THE WAY IT LOOKS — its revolu- 


tionary cylinder-type design, beautifully finished 
in iridescent blue heat-baked enamel with shiny 
Chrome trim. Wood handle and feet in lustrous 
Blonde Maple finish. 


THEY LIKE ITS SAFETY — mioaei 1300 wit not 


tip over; will not harm finest floor or rug. Design 
and low center of gravity eliminate fire hazard. 
Wiring is totally enclosed and tamper-proof. Wide, 
EASY-GRIP handles STAY COOL so that heater 
can be moved even when in service. 


THEY LIKE ITS LONG-LIFE CONSTRUCTION — 


Electric-welded steel construction, and _ long- 
lasting nickel chrome wire (wound on ceramic 
coils of high tensile strength) insure durability 
and service. 


They like everything about it and THEY SAY IT’S WONDERFUL 
You will too when you SEE HOW IT SELLS! 


SPECIFICATIONS 
110-125 Volts 
1320 Watts 
AC or DC 
11” high, 15°4” long, 10” in diameter 
Shipping Wt. 9 Ibs. 
Ind. packed, 














For further information address: Department E 


TOP LINE 


HOME APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. 























117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 
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NEW POSITIONS 











Easy Washing Machine Corp. 


H. K. Lockridge has been named 
district sales manager in the Toledo, 
Ohio, area by the Easy Washing Ma- 
chine Corp., and will serve under 





H. K. LOCKRIDGE 


divisional manager James W. Yonts. 
Prior to joining Easy, Mr. Lockridge 
was employed by Dun & Bradstreet, 
Inc., in Virginia, where he was a 
branch office manag@r. 


Noma Electric Corp. 


The appointment of Allen W. Wex- 
ler as sales manager of the Pacific 
Coast district for Noma Electric Corp. 
was recently announced by Joseph 
H. Ward, executive vice-president. 





A. W. WEXLER 


Mr. Wexler will be in charge of toys, 
decorative lighting, novelties, heating, 
wire and cable. He was formerly 
sales manager for National Sales De- 
velopers, Inc., Chicago. Before join- 
ing Noma he was a sales consultant 
in Los Angeles. 


United States Television 
Mfg. Corp. 


Hamilton Hoge, president of the 
United States Television Manufactur- 
ing Corp., recently announced the 
appointment of Lance C. Ballou, Jr., 
as promotion manager for the com- 
pany. Mr. Ballou served as a lieu- 
tenant in the Navy during the war. 
He is an active member of the Amer- 
ican Television Society. 

Myron J. Morris has been ap- 
pointed to head the installation and 
maintenance department of United 
States Television Mfg. Corp. 
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Kelvinator Div., 
Nash-Kelvinator Corp. 


Edward L. Stalnecker has had a 
promotion to the post of Cleveland 








oP 


E. L. STALNECKER 


zone manager of the Kelvinator Divi- 
sion of Nash-Kelvinator Corp., ac- 
cording to Charles T. Lawson, vice- 
president in charge of Kelvinator 
sales. Since 1944, Mr. Stalnecker has 
been household sales manager of the 
Cleveland zone. 


General Mills, Inc. 


Recently appointed New England 
district manager for the home appli- 
ance department of General Mills is 





D. W. THOMPSON 


Dan W. Thompson, according to R. E. 
Imhoff, division vice-president and 
manager. Mr. Thompson, who was 
with Universal and later with Proctor 
as New York district manager, will 
have his base in Boston. 


Emerson Radio and 
Phonograph Corp. 


Clifford Knapp was recently ap- 
pointed a sales representative for 
Emerson Radio and Phonograph Corp. 
in the Pacific Northwest area. Prior 
to joining Emerson he was affiliated 
with the Larson Distributing Co. of 
Denver, Colo., and also served in a 
sales capacity with the B. K. Sweeny 
Electrical Co. of the same city. 

In the midwestern territory, Leslie 
M. Graham has been appointed a sales 
representative. He was formerly as- 
sociated with the Peerless Electrical 
Supply Co. as appliance manager. 
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lifts rug...flexes pile...so that 





























deep down dirt is removed! 
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the only complete 
4 inl appliance! 
Vacuums more efficiently because dirt is by-passed 

. and peak suction retained. 

ly ap- Actually washes, rinses, dries rugs and other furnish- 

e for ings; restores colors ! 

. Corp. Aerates bedding, rugs, clothing with clean, fresh 

Prior filtered outside air! 

filiated Actually mothproofs clothing, furnishings; sprays, 

Co. of paints, waxes floors.” 

i in a 

pweeny 
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a sales NO BAG TO EMPTY: © 

rly as- 


Explain to your customers how deeply embedded 
dirt, cutting away at the base of the nap every 
time the rug is walked on, will cause rapid 


deterioration. 


Now show your customer how, with McAllister 
Horizontal Propulsion and concave floor nozzle, 
the rug is lifted and the pile flexed, so that the 
powerful McAllister suction and its cyclonic air 
stream can remove this deeply embedded, rug 


damaging dirt. 


The McAllister not only removes surface dust, 


but that deep down dirt that cuts rug life as well. 


Not only 1n appearance, but in engineering design 
and built-in efficiency, the McAllister is the first 


truly modern vacuum cleaner. 


MO FILLERS. FO. REPLACE 


a7. MSALLISTER-ROSS CORPORATION 


General Offices 135 S. LaSalle Street, Chicago 3, Illinois * Factory, Newton, lowa 
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|G hoe! 


VACUUM GLEANER § 


What every woman wants...in a vacuum 


So quiet, with its unique Silencer, she can phone, converse or just listen 
to Bing. So powerful, with Super Suction, she can thorough-clean more 
quickly than she could light-clean with ordinary equipment. An exclusive 
Triple Filter gets the deep grit, fine dust, and dust odors. To empty, 
simply pour from the metal Dust Bowl...no mess, she could even wear 
white dress gloves. The cleaner, with accessories, stores in a smart 
French Blue container that’s a mere 1234 inches across. Her new Lewyt 
is all she’s dreamed of in her cleaner of the future... 
all she asked for, fingers crossed, in nationwide polls. 


Light and handy to 
LEWYT CORPORATION - 60 BROADWAY + BROOKLYN 11, N. Y. ede at area the 
Lewyt cleaner, hose and 
wands. Little hat box 
holds the accessories 
...it nests in the 
container for storage. 








Made to SELL... with 


... the Original Nickel-Chromium Heating Element Wire 


NICKEL | CHROMIUM 
WIRE 


Trademork Registered U.S. Pat. Off. 


HOSKINS 


YOU'LL FIND 


MANUFACTURING COMPANY oe 


B. C. (that’s “Before CHROMEL”) a slice of crisp, evenly browned, 
good-to-eat toast was a chance occurrence over an open flame. Now, it’s 
a “pop-up” cinch! Good and golden brown toast has become America’s 
breakfast habit thanks in large part to the durable, dependable CHRO- 
MEL Heating Elements used in modern automatic toasters. 

CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating practical. It provides a clean, even, odorless 
heat quickly, conveniently, economically . . . and it lasts a good long 
time. Today you'll find millions of top-line electrical heating appliances 
equipped with durable CHROMEL .. . and for a single, simple, sensible 
reason, too. Through the years, manufacturers of such appliances have 
found that when they’re made with CHROMEL, they’re made to sell... 
and stay sold . . . to satisfied customers. 


Detroit 8, Michigan 





IN THESE 
PRODUCTS 
YOU 
SELL 
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Zenith Radio Corp. 


Zenith Radio Corp. has completely 
separated its sales promotion and ad- 
vertising activities with the appoint- 
ments, announced by H. C. Bonfig, 


D. H. GRIGSBY 


vice-president, of David H. Grigsby 
as manager, sales promotion depart- 
ment, and William E. Macke as man- 
ager, advertising department. Mr. 
Grigsby, before coming to Zenith, was 
merchandise manager for the Scholl 


W. E. MACKE 


Mfg. Co., and Mr. Macke had served 
five years with Stewart-Warner as 
assistant advertising and promotion 
manager. 

The directors of Zenith Radio Corp. 
have elected Donald MacGregor, for- 
merly vice-president of Webster-Chi- 
cago Corp., as vice-president in charge 
of production, according to a recent 
announcement by E. F. McDonald, 
Jr., president. Mr. MacGregor joined 
the Belden Manufacturing Co. in 1920. 
From 1924 to 1930 he was vice-presi- 
dent and general manager of the All- 
American Mohawk Corp. Later he 
spent two years as vice-president and 
general manager of the. Rauland Corp. 
and then was employed by creditors 
of the Thordarson Electrical Mfg. Co. 
as general manager of the company 
In 1937 he was president of the 
Watsontown Cabinet Co. and has been 
executive vice-president of Webster- 
Chicago Corp. since 1938. 


Galvin Mfg. Corp. 


New plant superintendent for the 
Galvin Mfg. Corp. makers oi 
Motorola home and car radios is G. A. 
Godwin. Mr. Godwin was formerly 
assistant plant manager of the Milton 
Bradley Co. 
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A Note to Refrigeration Manutacturers 


Look into the advantages of Klixon Dome- 
mounted Protectors for the units you build. 
Inexpensive, easy-to-install, these protectors 
will cut down factory returns for repairs and 
replacements... help build brand reputa- 
tion. Write for further information or 
engineering assistance. 





KLIXON MOTOR STARTING RELAY 
completes the combination required to 
start and protect the hermetic motor. Its 
positive action and long life eliminate start- 
ing troubles and make it a fitting compan- 
ion for the Klixon Protector. 
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KLIXON 


CLE 
PROTECTORS 


There’s one thing you won’t have to be sorry about if you 
specify and sell refrigerators equipped with Klixon dome- 
mounted Protectors ... and that is motor burnouts. 

Built on the dome of the hermetic unit by the manufacturer, Klixon Protectors are 
matched exactly to the particular motor providing a tested and proven combination , 
of motor and protector which assures safe, reliable motor protection. The protector 
takes into account variables that cause motor burnouts such as hot room conditions 
clogging of condensers with lint or dust, poor location and low line voltages and cuts 
the power “off” should a motor become dangerously overheated. When the motor 
cools to safety, snap and the power comes “on” again automatically permitting the 
unit to maintain refrigeration. 

The results, customers are satisfied, motor burnouts are eliminated, service calls are 
reduced to a minimum, factory returns for repairs and replacements are practically 
eliminated. 

Specify and insist on Klixon dome-mounted Protectors. 


Spencer Thermostat Co. L ix 1705 Forest St., Attleboro, Mass. 
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Profits are sure with RCA VICTOR 


& ONLY RCA VICTOR MAKES THE VICTROLA 
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The latest of the new 1947 Victrola radio- 
phonographs—the 67V1 is sure to be a hit 
with your customers. See the full-page color 
advertisement in Life, May 12. 

Here’s a smart, classic modern in striped 
walnut veneers. On the right, the radio 
chassis tips forward easily for simplified 


+ THE NEW VICTROLA 67V1 


tuning .. . the automatic record changer— 
under the lid on the left—plays 10 twelve- 
inch records or 12 ten-inch records. And 
the RCA Victor “Golden Throat” —the 
exclusive 3-way acoustical system—brings 
out the full, golden tones of both records 
and radio programs. 


Proved by “Curtain” tests to be the finest tone system in RCA 
Victor history! Richer, higher fidelity is produced by the “Golden 


Throat”. . . the exact balance of cabinet, loud speaker, and electronic 


amplification. 


RCA’s 48 years of electronic engineering experience—plus Victor’s 
27 years of leadership in sound reproduction has gone into the devel- 
opment of this 3-way acoustical system, exclusive with RCA Victor. 


MAY 1, 
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Profits . . . big dollar profits from sure, steady sales are 
yours—today and tomorrow—with these new RCA Victor 
radios and Victrola radio-phonographs. Here are the 
finest instruments in the history of RCA Victor . . . pre- 
sold by an advertising campaign of unequaled force. 
Powerful advertisements in sparkling color in Life, 
Collier’s, and Saturday Evening Post; and the well- 
known RCA Victor radio program . . .“ Music America 


...loday and tomorrow 


join to build an overwhelming demand that will last long 
after this “Sellers’ market” has passed. The exclusive 
“Golden Throat” tone system joins other RCA Victor 
developments to produce the type of performance your 
customers want ... and will wait for. 

Try these instruments... . listen to them in action. Com- 
pare them with any other sets in the same price range . . . 


then you'll know why your customers demand the new 


Loves Best”. . . on 148 NBC stations from coast to coast RCA Victor radios and Victrola radio-phonographs. 


THE “GLOBE TROTTER”, THE “PERSONAL” and THE “ESCORT” 


Three stunning, lightweight portable radios — especially designed 
for your customers’ enjoyment wherever they go. Each smartly 
cased set has the beautifully balanced tone of the “Golden Throat” 
with plenty of volume for real listening pleasure. 

See the full-color advertisement in 
Life, June 2; Collier’s, May 3”; Saturday Evening Post, May 31 








a 


THE “GLOBE TROTTER” — 3-way portable in 
aluminum and plastic. Lift the dial.cover and it 
plays instantly—on AC, DC or batteries—close the 
dial cover and it turns off automatically. Equipped 
with RCA tubes and RCA batteries—radio 
engineered for extra listening hours. 














vi 


THE “PERSONAL” — only 614” high, built like a 
fine camera. Has rugged, long-life RCA batteries— 
radio engineered for extra listening hours, and tiny 
iger— but sturdy war-developed RCA Preferred Type tubes. 











ee Comes in black, brown or maroon alligator plastic. 
.. An 
”*—the 
-brings 
-ecords 
THE “ESCORT” — features a battery that’s 
rechargeable from any AC current outlet. Plays 
as a portable and on the house current like a 
table radio—even plays while recharging! 
Luggage-type case, coated with extra- 
sturdy, plastic, chromium trim. : 
\ 
Fe 
.CA 
onic y/ a yh 
so j yg A L V4 4S vA Of, y) “Victrolo”=T. M, Reg. U. S, Pat, Of 
evel- 4 , rad / / wy 4 ra bh @ 
ctor. DIVISION OF RADIO CORPORATION OF AMERICA 
DIS ING: 
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HEAVY DUTY. BLOWERS 











AN COOLERS 
| PROPELLER FANS BLOWERS F 


Dealers who handle the complete Utility line have an 
| active business all year — no seasonal slumps — profit 
every month. Crews keep busy and the cash register 
| jingles ... with spring and summer sales of air coolers 

and: fans...fall and winter business in gas-fired heating 





equipment. Write for‘complete information and prices. 


UTILITY: APPLIANCE CORP. 
| 23 4851°S. Alameda St., Los Angeles 11, California 
4 , DIVISIONS 
| UTILITY FAN CORPORATION 
GAFFERS & SATTLER * OCCIDENTAL STOVE CO. 


‘ 
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General Electric Co. 


Election of two commercial vice- 
presidents has been announced by 
Charles E. Wilson, president of Gen- 


RAY W. TURNBULL 


eral Electric Co. Ray W. Turnbull, 
who has been holding the post of 
president of Hotpoint, Inc., G-E affili- 
ate, takes one of the posts—that occu- 
pied by Raymond M. Alvord, who now 
retires—and William H. Milton, Jr., 





R. M. ALVORD 


formerly assistant general manager of 
G-E’s chemical department, is the 
other. Also, the company’s board of 
directors has elected Edwin E. Potter 
to the position of vice-president in 
charge of the commercial aspects of 
the company’s relations with custom- 
ers. Mr. Potter, a former commer- 
cial vice-president, succeeds Earl O. 
Shreve, who continues as a member of 
the president’s staff with special duties 
as assigned. 


Household Refrigerator Division 


L. H. Miller, division manager of 
G-E’s Household Refrigerator divi- 
sion, has announced the appointment 
of J. L. Knight as Erie Works engi- 
neer and L, W. Atchison as assistant 
works engineer, and the retirement 
because of ill health of D. F. New- 
man, former refrigerating unit engi- 
neer of the division. 


Lamp Division 
E. C. Herron has been appointed 
manager of the G-E Lamp Division’s 
south Pacific sales district in Los An- 


geles, according to an announcement 
by M. L. Sloan, vice-president and 


general manager. Mr. Herron suc- 
ceeds E. P. Markee, who died recently. 
Fay W. Wheeler has resigned as 


local manager for the General Elec- 








E. C. HERRON 


tric Co.’s appliance division in Nash- 
ville, Tenn., to assume responsibility 
for heating device and fan sales in 
the southeastern district, it was an- 
nounced recently by Charles R. 
Pritchard, general sales manager of 
the G-E Appliance & Merchandise 
Dept. Mr. Wheeler has been suc- 
ceeded in Nashville by Dorcey Hines, 
local appliance manager in Birming- 
ham, Ala. Mr, Wheeler, a G-E em- 
ployee for 2%years, was a heating de- 
vice and clock specialist in Atlanta, 
Tampa and Dallas before moving to 
Nashville. 


New Service Center 


A new General Electric appliance 
service center has been set up in Kan- 
sas City, Mo., under the direction of 
Vern Hagmann, manager, and L. H. 
Creel, operating manager, according 
to an announcement by T. J. Killeen, 
manager of warehousing and distribu- 
tion. Mr. Hagmann joined G-E in 
1930 as a student engineer. Recently 
he was the acting manager of the 


. Cleveland service center. Mr. Creel 


joined the firm in 1942 as assistant 
foreman of appliance manufacturing 
in Bridgeport, Conn. Three years 
later he was transferred to the product 
service division. 

According to B. M. Tassie, district 
manager of appliance sales, Mrs. 
Marjorie Harper has been appointed 
senior home economist field represent- 
ative of the General Electric Co.'s 
Pacific district. Mrs. Harper joined 
the G-E Consumers Institute staff in 
Bridgeport, Conn., last year, coming 
from the War Foods Administration. 


Bright Light Reflector Div., 
Bridgeport Pressed Steel Co. 


Two new sales representatives ap 
pointed by the Bright Light Reflec 
tor Co., Bridgeport, Conn., manufac- 
turer of Silv-A-King fluorescent and 
incandescent lighting equipment, are 
Harry A. Miller and Donald S. 
Gleason. Mr. Miller will cover the 
states of Arkansas, Oklahoma and 
Texas and Mr. Gleason will work 
in Idaho, Oregon and Washington. 
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osu ZENITH RADIO CORPORATION CHICAGO 39, ILLINOIS 


30 Years of Radionics Exclusively 

















NOW IT’S HERE! 


RECORDER 


ly WEBSTER 


_ aa ; 







Model 





80 


RETAIL 
(Slightly higher 


west of Rockies) 





j 


/ THE COMPLETE, PORTABLE 
> ALL-PURPOSE RECORDER 


RECORDS AND PLAYS BACK 

A child can operate it, grownups will enjoy it! 
That's the new popularly-priced Webster Model 
80 Wire Recorder. For use in business, in the 
professions, and for home _ entertainment, 
Model 80 makes magnetic wire recordings . . . 
plays them back immediately with life-like 
fidelity and full room volume. 


Wire recordings of voice or music are perma- 
nent — can be replayed thousands of times — 
or can be erased in favor of new programs. 
Continuous recordings up to one hour. 


Housed in an attractive case, the Webster Wire 
Recorder includes a recording mechanism, 
microphone, amplifier, speaker, and three 
spools of recording wire, (two 15-minute and 
one 30-minute). Full volume and tone controls 
— for recording and playing back. 





Easy to carry—weighs 
only 27 Ibs. complete. 
| Closed, the case re- 
sembles an expensive 


overnight bag. Available to accredited music and radio 
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dealers. 
WEBSTER CHICAGO 
Presented by the Makers of Famous 5610 BLOOMINGDALE AVENUE lt | CHICAGO 39. ILLINOIS 


Webster Record Changers. 


Whee Chotce oy Musie Lovers 








HEW POSITIONS | 








Sylvania Electric Products, Inc. 


B. K. Wickstrum, general manager 
of the Lighting Division of Sylvania 
Electric Products, Inc., has made 
known three new appointments in his 
department. B. A. Cotharin becomes 





B. A. COTHARIN 


eastern special accounts manager, 
handling all national accounts east of 
Chicago except for New York City, 
with headquarters in Cleveland. 
George W. Field, Jr., formerly man- 
ager of the California division, takes 
over Mr. Cotharin’s job as manager of 
the East Central Division, also based 
in Cleveland. Ralph Niedringhaus, 
transferred from Atlanta, has been 
appointed field representative covering 
the Cleveland, Youngstown and Akron 
territory. 

Robert E. Lamar’s appointment to 
the advertising staff of Sylvania Elec- 
tric Products, Inc., was recently an- 
nounced by Henry C. L. Johnson, 
advertising manager. He was for- 





R. E. LAMAR 


merly an editor of company publica- 
tions in the industrial relations de- 
partment. From April, 1941, until 
early in 1946 he served in the Army. 

New supervisor of quality control in 
the radio tube division is Walter A. 
Weiss, according to an announcement 
by H. W. Zimmer, vice-president in 
charge of the division. He joined the 
company in 1941 as a student engineer, 
later serving as a test equipment en- 
gineer. In 1942 he was appointed 
supervisor of quality control for the 
Emporium plant. 

Henry G. Mahoney has been made 
manager of purchasing in the Lighting 
Fixture Division, according to Charles 
H. Goddard, general manager of fluo- 
rescent fixtures. 
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The toaster that wears the blue ribbon 


From its gleaming case to its exclusive “Equa-Therm’—assurin erfect toast despite 
voltage fluctuations —the Camfield is in a class by itself. Streamlined beauty combines 
with sound, experienced engineering to provide you with a new standard of comparison 


—a new sales pacer for the days ahead. 

Nationally advertised in The Saturday Evening Post, Collier's, Ladies’ Home Journal, 
Good Housekeeping. The combined 
circulation of over 24,000,000 adver- * 


tising impressions this season means ¢ A oA F : t L D 


a local selling job right in your own 
community. eg tO at €e TOASTER 


Fair traded in all fair trade states. 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 














fenouncing. .. the 


TRANSPARENT 
[(fluasticoid 





Again, Clarvan leads easy sales your 
way with a new, fast-selling Plasticoid 
Cover — custom-tailored for the Easy 
$3.99 Spindrier . . . officially approved by 
the Easy Washing Machine Corporation 
. . . individually packaged in a special, 
self-selling display box. 


15—Bendix De Luxe 


The name Easy is another distinguished 
addition to the line of Clarvan Wash- 
er Covers specifically designed for 
such leading meer as Bendix, Laun- 
derall, Maytag and all round models. 


« Standord 


Housewives quickly recognize the su- 
perior advantages of these covers. All 
Clarvan Covers are unconditionally 
guaranteed! They preserve the wash- 
er’s rich, gleaming finish . . . complete- 
$3.75 ly protect wringers and working parts. 
They're waterproof, greaseproof, mil- 
dewproof, stainproof . . . will not crack, 
peel or become brittle. 


—Jacobs Lounderall 


Step Up Profits with Clarvan Covers 
They're designed right—tailored right 
—and priced right for volume sales 
and big profits. Remember, every ap- 
pliance sale means a Clarvan Cover 
sale —you ring up two sales instead 
of one! ... Order your stock today. 


Profit from the Complete Clarvan Line: 
Plasticoid Covers for Toasters, Roast- 
ers, Food Mixers; Refrigerator Bowl 
Covers, Zipper Bags; Blanket Bags, 
Card Table olen Party Aprons, Baby 
Bibs, Crib Mattress Covers; Iron-Aid. 


0. 10=All Round Washers 
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Admiral Corp. 


Joe Marty, Jr., for the past year a 
field engineer for Admiral Corp., has 
been made manager of the firm’s Parts 





JOE MARTY, JR. 


and Accessory Division. In the new 
post, he will also act as assistant to 
Richard A. Graver, Admiral’s vice- 
president in charge of radio. 


Chelsea Products, Inc. 


New general manager of Chelsea 


Products, Inc., is George J. Read, 
who will be active in the sales promo- 
tion, advertising and management as- 
pects of the business. Mr. Read comes 


Air-Way Electric Appliance Corp, 


Rejoining the Air-Way Electric Ap- 
pliance Corp. after 13 years of 
pre-war experience is Burdette M. 





B. M. BALDWIN 


Baldwin, whose appointment as sales 
promotion manager has just been an- 
nounced by Joseph H. Nuffer, presi- 
dent. Besides directing the sales pro- 
gram of the company, Mr. Baldwin 
will supervise the company’s house 
and trade publications. 


New Home Sewing Machine Co. 


New district manager of the South 
American territory—the whole terri- 





G. J. READ 


to Chelsea from the Consolidated Edi- 
son Co. of New York, where he was 
director of economic research. 


F. L. Jacobs Co. 


* Two new vice-presidents have been 
elected by the F. L. Jacobs Co., Rex 
C. Jacobs, president, announced re- 
cently. The two men are E. A. Rug- 
gles, general manager of the com- 
pany’s spring division, and William 
S. Lyhne, general manager of the 
Indianapolis division, which manu- 
factures the Launderall and the Coca 
Cola bottle dispensing machines. 
Mr. Lyhne served his apprentice- 
ship in his father’s plant, the Bridge- 
port Metal Goods Manufacturing Co. 
and has been retained by industries 
throughout the U. S. and in five 
foreign countries to advise on prob- 
lems of engineering and management. 


MAY 1, 


F. D. DU VINAGE 


tory—for the New Home Sewing 
Machine Co. is Frank D. Du Vinage. 
According to L. E. LeVee, vice-presi- 
dent in charge of sales, Mr. Du Vin- 
age has had many years of experience 
in the sewing machine business in 
South America. 


Roberts & Mander Corp. 


Announcement has been made by 
Roberts & Mander Corp. to the effect 
that their new district manager for 
metropolitan New York, New York 
State and New Jersey is James F. 
Doran. Mr. Doran has been quality 
sales representative for the state of 
New Jersey for over 15 years. He 
will direct his firm’s expanding pro- 
motional plans in his district. The an- 
nouncement of his appointment comes 
from H. S. Minster, president. 
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SAMSON 









SAFETY-TILT FOLD-AWAY 
AUTOMATIC IRONS TRAVEL IRONS 


SAMSON Electrical Appliances have always 
been products of distinction . . . high in quality, 
yet popular in price. That's why today, more 
than ever before, they're the “Buy-Line” for the 
Millions — and the Profit Line for every wide- 
awake wholesaler and retailer! 

But Samson has not been satisfied merely to 
offer the right products at the right prices. Long 
before most electrical manufacturers even gave 
it a thought, Samson planned ahead on how 
to help its distributors and dealers meet the 
coming buyer’s market. The result was smart 
packaging in the form of colorful Samson 
SHOWBOXES that today, in windows and on 
counters all over the country, serve as complete 
merchandising displays that stop ’em, tell ‘em, 
show ‘em and sell ‘em! 

And now Samson gives you still greater sell- 
ing support. Even before you read this message, 
Samson SHOWBOXED Electrical Appliances 
will be 


ADVERTISED IN COLOR IN AMERICA’S LEADING MAGAZINES 


Powerful 2-color advertisements, featuring various 
Samson products, will appear throughout the year in 
Collier’s, Saturday Evening Post, Good Housekeeping, 
Ladies’ Home Journal, and Pathfinder . . . reaching 
millions of preferred prospects in the small towns as 
well as the cities. Watch for them—and cash in! 
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ELECTRICAL APPLIANCES 


SAFE-T CIRCUIT 


HEATING PADS RUBBER BLADED FANS TABLE RANGES 

































SAMSON UNITED CORPORATION 
ROCHESTER 10, N. Y. 


Samson United of Canada, Limited, Toronto 








[; YOU COULD TALK 


with dealers lik 
e 
DAUBERT in LOUISVILLE 


about the sales and installation 
opportunities in Lay “Niteair” Exhaust Fans 





you'd waste no time in linking up with 
the Lau Fan Line for lucrative profits. 













The Daubert Electric Company in 
Lovisville, Kentucky, is a good ex- 
ample of the many electrical deal- 
ers over the country who have 
featured Lau “Niteair” Exhaust 
Fans for their efficient operation, 
for complete customer satisfactior, 
and for consistently pyramidirg 
sales and profits. 








Mr. Daubert displays only 
“sample" fans on the floor of 
his limited store space. How- 
ever, he warehouses a large 
and complete stock of Lav 


Fans for immediate delivery. 





| He says: “We have been using Lau Fans for several years and find 

them perfectly satisfactory in every respect. We can honestly say 
that we have never had a justified complaint on any of our installa- 
tions.” There's a sales potential for one or more Lau Exhaust Fans 
in every structure where proper ventilation or cooling comfort is 
desired. It’s to your advantage to sell an engineered, precision- and 
mass-manufactured, performance-proved product. Sell Lau Fans. 
Write for literature, specifications, and prices. 


Sales and installation opportunities in 


Engine Rooms Apartments Laundries 
i Factories Auditoriums Machine Shops 
Furnace Rooms Auto Repair Shops Offices 
Garages Cafes Stores 
Homes Churches Taverns Yee 






—_ 
AU BLOWER 
COMPANY 
DAYTON 7, OHIO, U. S$. A. 
WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 
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Westinghouse Electric Supply Co. 


After experience with General Elec- 
tric Co. and General Motors, George 
R. Filson joined Westinghouse Elec- 
tric Supply in 1945 as an appliance 
salesman. Early this year he was 
appointed appliance manager at the 
company’s Toledo, Ohio, branch. 

In the central district, D. A. Heator 
has been named district sales promo- 
tion manager. He was formerly a 
central district Laundromat specialist. 
He joined the company in 1941 and 
worked up to Detroit branch appliance 
manager and then to his most recent 
position. 

At the St. Paul branch, J. H. Strat- 
ton has taken over his duties as man- 
ager. He joined Western Electric 
Co. in 1914, worked with Automatic 
Electric, Inc., Chicago, and became 
affiliated with Westinghouse in 1934 
as a salesman. 

G. L. Washington is the new stores 
manager in Atlanta to succeed R. A. 
Bozeman, resigned. He has been 
Westinghouse’s Atlanta metropolitan 
appliance sales manager since his 
return from war service in 1946. He 
graduated from the company’s appren- 
tice course in 1917. Later he was 
Havana, Cuba, manager for the West- 
inghouse Export Co. After varied 
experiences in the electrical wholesal- 
ing business, with his own and other 
companies, he joined Westinghouse 
Supply in 1933 as a city salesman in 
Atlanta. He served in the Army in 
both World Wars. 

Following the death of Ernest M. 
McAfee, district manager of the West- 
inghouse Electric Supply Co.’s west 
central district, W. B. Meek, assistant 
general manager of the company, has 
been named to the post. Mr. McAfee 
was associated with the electrical in- 
dustry for 35 years, starting with the 
Hughes Peters Electric Co., Columbus, 
Ohio, as superintendent of construc- 
tion. He later became president of the 
Superior Electric Co. and went into 
business for himself as owner of the 
McAfee Engineering Co. In 1937 he 
joined the Pixley Electric Co. and 
when’ it was dissolved in 1945 he be- 
came associated with Wesco as district 
apparatus and supplies sales manager. 
Mr. Meek has been associated with 
General Electric Supply Co., the Mon- 
roe Hardware and Anaconda Wire & 
Cable Companies. He was appointed 
New Orleans branch manager for 
Wesco in 1944 and was named assistant 
general manager in 1946. 


Lighting Specialist Named 


Gus A. Bremer, Jr., has been ap- 
pointed lighting specialist of the St. 
Louis house of the company to succeed 
T. P. Gleeson, retiring. Mr. Bremer 
has been Mr. Gleeson’s assistant since 
1945. He previously worked for Gen- 
eral Electric Supply. 

D. B. Jones has been appointed 
central New York State district ap- 
pliance manager of the Westinghouse 
Electric Supply Co., succeeding E. M. 
Lacey, now devoting his full time to 
his duties as eastern district man- 
ager. Prior to his appointment, Mr. 
Jones was branch appliance manager 
at Syracuse. 
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Perfection Stove Co. 


The Perfection Stove Co., Cleve- 
land, recently revealed that Fred Stahl 
has been named manager of the Chi- 





FRED STAHL 


cago district office where he was 
formerly assistant manager. He suc- 
ceeds J. H. Prindle, retired. 


Lektro Products, Inc. 


Lektro Products, Inc., Packard 
shaver makers, have a new export 
sales manager. John Chollar, a gradu- 





JOHN CHOLLAR 


ate chemist with experience in produc- 
tion and sales, as well as overseas 
service, has taken over the job. 


Radio Corp. of America 


Newly appointed vice-president and 
general manager of the RCA Victor 
Division of the Radio Corp. of Amer- 
ica is John G. Wilson, for the past 
three years operating vice-president, 
and before that executive vice-presi- 
dent of the United Wall Paper Co. 
The announcement comes from Frank 
M. Folsom, executive vice-president in 
charge of RCA Victor, who also re- 
veals the appointments of Fred D. Wil- 
son as vice-president in charge of op- 
erations and Joseph H. McConnell as 
vice-president in charge of law and 
finance. The former joined RCA in 
1936 and has been vice-president in 
charge of personnel since last year, 
and the latter joined the company’s 
legal department in 1941, becoming 
vice-president and general attorney of 
RCA Victor in 1945. 
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Look closely at these two. They're modern thorough- 
breds ... attractively designed to appeal to buyers of 
fine merchandise. 

ag s ? samy,” BAXTER is a beautiful Seth Thomas* occasional clock. 
¥ | An attention-getter ... modern. Ideal for the business- 
man’s desk ...a cabinet .. . bookshelf or mantel. A 


j 


BAXTER is a sleek, modern clock. It has a hand-rubbed solid mahogany case with highly polished brass perfect gift. 

side-pieces, sash and base. The streamlined appearance of the whole clock is emphasized further by the 

rectangular dial in light ivory and brushed silver, with distinguished numerals and hands in black. Stands LEE offers a truly new note in alarms. It’s a decera- 
2 1: of te. 6 (so 2. sta;l. @9% é » 6 P 

4 3/16" high, 8 1/2” wide, 2 1/4” deep. Retail: $25.00, tax extra. tive clock . . . distinctive and graceful. 


Both clocks are self-starting electrics with precision- 


LEE combines beauty with utility. Has ivory-colored built motors of the typical fine quality that has made 
plastic case with decorative brass “push-pull” finial famous the name “Seth Thomas.” 

that controls alarm. Pull it up—alarm is on. Down— 

alarm is off. Measures 4 3/4” high, 5 1/4” wide, 1 7/8” Clocks such as these—like every Seth Thomas model— 
deep. Plain dial, light tan, brown numerals and hands. take time to make, and the finest of materials. But 


ail. $5.95 rtrs : a $605 tex ’ ° , , 
Retail, $5.95, tax extra. Luminous, $6.95, tax extra. every day more and more clocks are being shipped in a 


wider selection of models. Perhaps a specific model 
may not be in your wholesaler’s stock at the moment 








... however, more generous quantities of all fast-selling 
















Seth Thomas clocks will be available as time goes by. 


We’re continuing for the present our practice of 
allocating our entire output of Seth Thomas clocks to 
wholesalers. This, we believe, is a fair method of dis- 
tributing the clocks available. Wholesalers are following 
much the same plan ...equitably and quickly distributing 
all the Seth Thomas clocks they receive. Seth Thomas 
Clocks, Thomaston, Connecticut. 


* * * 


The finest name in clocks” is advertised to more than 
23,000,000 readers of well-known magazines. This helps 
build a growing preference for Seth Thomas clocks. And 
over the years it will bring results of steadily increasing 
benefit and value to Seth Thomas dealers everywhere. 


Seth Thomas 


"Tle fered Pease cn clocks 


A product of GENERAL TIME Instruments Corporation 


























*Seth Thomas is Reg. U. S, Pat. Off. 
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YOUNG WASHER ADMIRERS: On a recent swing through New England cities, 
Taylor Calhoun (right) of the Branch Sales Corp., distributors of Young washing 
machines, Dishamatic dishwashers and Plicote products, drew enthusiastic dealer 
response for his shows by giving away delivery trailers as door prizes. Above, 
M. A. Aasgaard, Young sales manager, Syd Huntley of Hicks & Greist, ad counsel 
and Miss Eleanor Cloke, treasurer of Mechanical Products Co., Fall River, manu- 
facturers of commercial laundry equipment, listen attentively as "Cal" expounds the 
virtues of the Young washer. 





| DISTRIBUTOR NEWS 








Electric Water Heaters”’ 


ARKANSAS The Edgar Morris Sales Co. was 
| ys ‘ 4 the recipient of a recent good-will 
| Newly appointed manager of the visit by A. V. Duke, Zenith Radio 
| 


Dealers handling D-W-W- new Graybar Electric Co., Inc., in Corp.’s assistant to the vice-president 
Little Rock is John C. English. H. J. ang director of sales, and Ray Hoefler, 


heaters are repaid in good “Bud” Couch is the operating man-  gictrict sales manager. The two men 
will, plus profit dollars. They , = the office = = also dropped in to see David Kauf- 

a aaa Z which is located at 417 Byrd St. mann Sons, Baltimore, and the Motor 
are building their own repu- 


Parts Co., Philadelphia. 
tations on D-W-W-depend- CALIFORNIA 


ability and efficiency. | A touch of glamor has been added FLORIDA 
to the Sues-Young Co., Los Angeles 


: . me 3 . A new distribution point for re- 
radio and appliance distributors, with 


When you recommend these heaters, you recommend frigeration supplies for Florida dealers 


‘ the entrance of Clarence Brown, is Haines Brothers, Inc., 1000 New 
yourself .. . to those who will become your customers — = aegpectinongens, ne vice- Haven Ave. in Melbourne. The plant 
: ; . president. 1€ name now becomes is owned and operated by John and 
and remain your friends. Sues, Young & Brown, Inc. M. G.  wWitliam Haines, formerly of Brook- 


Sues continues as president and E. E. lyn, N. Y. 
PRECISION ENGINEERED BY D*W*WsSTANDARDS Young as secretary-treasurer. The "George B. Gray, vice-president of 


firm recently opened a branch in San the Florida Radio & Appliance Corp., 








DW WHITEHEAD NEWEST FEATURES COMPLETELY INSULATED Francisco. Miami, has announced that George H. 
LONGER TROUBLE-FREE SERVICE Mulhall has been appointed a special 
CATHODIC PROTECTION SMART APPEARANCE CONNECTICUT 

ECONOMY OF OPERATION From radio broadcasting to radio 

DULUX FINISHED CASING CHROMALOX ELEMENTS —— ies rary Seat 

Since leaving the army he has n 

ZINC-CLAD OR Trageser PURE COPPER TANKS supervisor in charge of the special 

30 TO 120-GALLON SIZES FOR EVERY REQUIREMENT events department of the American 


sroadcasting Co. in New York. Now 
| he becomes advertising and sales pro- 
motion manager of Radio & Appliance 


If you are not already a 
Distributors, Inc., East Hartford. 


D-W-W- dealer, write today @ 
for details of a profitable 
dealership. 











HELPFUL BROCHURE FREE 


Send today for your copy of this 
handy facts booklet of useful in- 
formation, “Sizing the Job in 
Electric Water Heater Sales.” 


DISTRICT OF COLUMBIA 


of introducing its television receivers 
in the Washington area. Its “T” Week 
there coincided with the opening of the 
1947 baseball season, and RCA tele- 
vised the opening game. About 50 re- 
tailers around Washington have been GEO. H. MULHALL 
franchised by Southern Wholesalers, 

according to Morris O’Hara of that 

MANUFACTURING firm, and the promotion carried out at- _ representative in the sales department 
607 WEST INGHAM AVENUE ened NEW : tendant to the game found each one of the firm. Mr. Gray is well known 


; with at least two video receivers on in Florida appliance circles, in both 
it PAYS you » » and PROTECTS you to be a D-W- WHITEHEAD 


hand for the event. retail and wholesale management. 
PAGE 


RCA Victor has made quite a thing 
| 
| 
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A whole new market has been 
created for you by the Rheem 
stoker . . . for now dozens of 
home owners in your commun- 









regulator and dynamically bal- 
anced. fan provide proper vol- 
ume and pressure of air for 
greatest fuel economy. Sealed 
Power Drive has only three 
ities, moving parts, sealed in oil and 
a guaranteed for three years. 
ove, 
unsel ~ $ s 
oe overload protection. Conveyor 
# $ screw, made from special wear 
resistant steel alloy, is vari- 
Pd pitched to prevent coal pack- 
wanes ing and housed within a seam- 
less steel tube. V-belt and 
pulley permit easy coal feed 
rate adjustment without re- 


ity can save money with auto- 
matie coal heat! 
These new Rheem stokers are 
designed for the highest burn- 
ing efficiency. Automatic air 
Heavy duty motor has built 
in, fully automatic, thermal 
moyjng motor or fan. 
There are Rheem models to fit 




















was any furnace . . . sizes to fit any 
-will home: So get ready to profit 
— from this newest home heating 
fler, product. Call your jobber today. 
— For*more information write 
~s a Rhéem, 570 Lexington Avenue, 
. New York 22, N. Y. 
alers 
New : Be 
plant 
and 
‘ook- 
it of 
orp., 
e H. 
ecial 
Another great addition to 
your home heating line is 
the Rheem stoker fired win- 
ter air conditioner. Heats, 
filters humidifies, blower- 
> circulates air to every room. 
; making houses into homes 
ment 
nown 
both 
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REFRIGERATORS that cool foods faster 

















































ice cubes freeze fast 


cube supply. 
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Alcoa Aluminum cooling 
unit gives quick, effi- 
cient transfer of heat, 


er in Alcoa Aluminum 
trays, maintain ample 


Alcoa Aluminum com- 
pressor parts improve 
efficiency of the “heart” 
of the refrigerator. 
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ALCOA ALUMINUM 


makes new home appliances more beautiful 


Aluminum cools rapidly . . . speeds freezing. That’s why you'll find Alcoa 
Aluminum used so many places in modern refrigerators and freezers. 
Another reason is the smooth beauty of aluminum—won’t rust, chip, or 
crack—keeps its good looks permanently. 

Aluminum is friendly to food, easy to keep clean and sanitary. Alumi- 
num shelves and trays handle easily because aluminum is light in weight. 
Aluminum is strong, long-lasting. 

Appearance and performance of refrigeration appliances are improved 
by Alcoa Aluminum. Every use of aluminum in the products you sell is 
a powerful sales point you can use. ALUMINUM CoMPANY OF AMERICA, 
1860 Gulf Building, Pittsburgh 19, Penna. Offices in leading cities. 


MORE people want MORE aluminum for MORE uses than ever 





Storage trays of Alcea 
Aluminura are friendly 
to food. 


Alcoa Aluminum shelves 
are light in weight, easy to 
keep clean and sanitary. 


Hydrator pans of Alcoa 
Auminum keep fresh 
foods crisp and tasty. 


Reccy 
‘ede: Wrant 1) Wc 


| N & woe 8. Y oo oe Fm Soa ey eS FORM 


MAY 














DISTRIBUTOR NEWS | 





MASSACHUSETTS 


A three-day course in sales training 
—on three successive Tuesdays—was 
held recently by the Eastern Co., 
Cambridge wholesalers. A_ survey 
which revealed that over 300 sales 
managers considered product knowl- 
edge the first requisite of a salesman, 
was enough to make the company de- 
cide to make sure its dealers’ men 
were “qualified to tell the complete 
Kelvinator story.” The course was 
the result. 


MINNESOTA 


CPA approval hae given the Roy- 
craft Co. of Minneapolis the green 
light to double its fioor space. The 
wholesale radio and appliance job- 
bers will have.a total of 40,000 sq. ft. 
by July or August, according to Roy 
B. Cohen, company president. Philco, 
Thor, American Central and New 
Home are some of the firm’s brands. 


MISSOURI 


A recent opening of importance to 
dealers in the St. Louis region was 
that of the Crest Corp., 3949 Forest 
Park Blvd. in that city. The build- 
ing is reputed to have cost something 
like $200,000, and has plenty of park- 
ing space, as well as a service shop. 
An auditorium 2,700 sq. ft. in area 
with built-in stage and catering room 
has been designed for use by dealers 
and their prospects by the firm. 


NEW YORK 


General Electric Appliance, Inc., 
New York distributing branch for G-E 
kitchen and laundry equipment, re- 
cently presented its complete 1947 line 
of major appliances at its new head- 
quarters, 205 E. 42nd St., New York. 
Earle Poorman, manager of the firm’s 
New York branch, opened the first 
meeting. Presentations at other meet- 
ings are being conducted by Kenneth 
G. Roe, commercial engineer, Refrig- 











WEST COAST PREVIEW: B. M. Tassie 
(right), Pacific district manager for Gen- 
eral Electric, points out features of one 
of the company's new refrigerators to 
E. P. Hodshire, manager in Bakersfield, 
Calif., for Valley Electrical Supply Co. 
The occasion was a distributor preview 
similar to others held throughout the 
country. 
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G PROFIT BONUS DEAL 


DAZEY Self-Salesman Display Stand 
| at No Extra Cost... plus $61.89 PROFIT 


a DALE? y 


Kittden Help 


T HOLDS 
rn gRACKE i aan = 


ie 


Catches customers’ eyes, invites demonstration, 


makes its own sales. Yes, this attractive, 
Here’s the Deal - 


36 De Luxe Can Openers $ 81.00 
3 De Luxe Can Openers 


colorful metal stand does all that... but occupies 





only 20 inches of your counter space. Set one 
up and you're all set for record-breaking 


sales of Dazey Kitchen Helps. Remember, 


(chrome trim) 9.75 

12 Senior Can Openers 21.48 you get the stand without charge, 

6 Junior Can Openers 7.74 with the Dazey No. 7 Deal. Order 

6 Plastic Juicers 19.50 from your jobber now! 
3 Ice Crushers (enameled) 23.85 
2 Sharpeners 3.96 


Retail List $167.28 
Your Cost 105.39 


YOUR PROFIT $ 61.89 «<q 
PLUS A $10.00 DISPLAY STAND WITHOUT CHARGE Be 


ORDER FROM YOUR JOBBER TODAY! 


DAZEY CORPORATION 


ST. LOUIS 7, MO. 


National Sales Representatives 
D. E. SANFORD CO. 
Offices in Principal Cities 





& 74 
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MOTOR-DRIVEN 





APPLIANCES 


ya 


Small series yniversal motor 
parts specially designed for 
food-mixers and sewing ma- 


chines. 


Light-weid 
specially : 
able device® 


Compactly 

. driven 
‘ s motor - 
e to 


serie 
adaptabl 
vacuum clea 


ht uni 
design 


desig 
by 2 high-speed 


versal motor 
ed for port 


ned turbine 


; particularly 


cannister tyP® 


ner. 





@ The smooth, efficient 
operation of Lamb 
Electric Motor-driven 
appliances assures 


customer satisfaction. 


This is one of the rea- 
sons why many leading 
dealers are making 
sure their appliances 
are equipped with 
Lamb Electric Motors. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 



























GEORGIANS saw the new Bendix Home Appliances line of laundry equipment at 
a recent showing by the Charles A. Martin Distributing Co. in Atlanta to more 


than 300 representatives of Bendix dealers. 
regional sales manager, presented the line. 


James Koontz, left, southeastern 
Shown with him is Mr. Martin. 








DISTRIBUTOR NEWS 








eration Division; James E. McCarthy, 
sales manager, Automatic Blanket 
Division; Robert B. Beale, Jr., sales 
manager, Electric Sinks and Cabinet 
Division; T. C. Cieslak, sales manager, 
Storage Cabinet Section; J. F. Mc- 
Bride, sales manager, Electric Range 
and Water Heater Division—all of 
Bridgeport; George F. Ellis and Dale 
U. Kufneman both district representa- 
tives of the New York office of Gen- 
eral Electric Co. 

R. T. A. Distributors of Albany is 
expending its organization, and Harold 
Gabrilove, vice-president, announces 
the following changes and additions: 
Don Davison is appointed manager of 
the RCA Division, coming from the 
Deepfreeze Division of Motor Prod- 
ucts Corp., where he was eastern re- 
gional manager; Charles Levine is 
new merchandising and sales promo- 
tion manager; Richard Fay is sales 
manager of the RCA Victor Record 
Division, 

Dave Kubrick’s 15 years of mer- 
chandising and technical experience are 
being combined with Irv Brown’s. 10 
years of sales and advertising back- 
ground to form Progressive Mar- 
keters. They will serve as. manufac- 
turers’ sales representatives in radio, 
electronics and television, and already 
have taken on several lines. 

Bruno-New York reveals that the 
new sales manager of its Appliance 
Division is William P. Mackle, suc- 
ceeding Jack Urove, who resigned. 
Mr. Mackle’s most recent position 
was that of eastern district manager 
of the Lidgerwood Mfg. Co. In his 
new job he will be responsible for 
the merchandising of American 
Kitchens, Eureka vacuum cleaners, 
Presto pressure cookers, G-E appli- 
ances, and other lines. 


OHIO 


Wilbur L. Daggett has been named 
manager of the appliance division of 
Standard Paper Co., Columbus. He 
will be in charge of the distribution 
of Sonora radios, records and tele- 








vision” equipment, Beatty frozen cabi- 
nets, and small appliances in Columbus 
and Central Ohio. 

Temperature Controllers, Inc., Wick 
aud Rayen Aves., Youngstown, claim 
to be the holders of the first Chrysler 
Airtemp franchise in the county. The 
firm was incorporated for $100,000 
last fall. A. J. Sweeney is president, 
H. W. Divelbiss is vice-president, 
Zeno Piau is secretary, A. J. Campana 
treasurer, Joseph DeDomenic appli- 
cation engineer, and Edward Doyle 
service manager. 


PENNSYLVANIA 


\n announcement comes from the 
Pittsburgh Wholesale Merchants As- 
sociation, a division of Pittsburgh’s 
Chamber of Commerce, that it. will 
hold its twelfth Wholesale Merchan- 
dise Mart during July. It is ex- 
clusively a dealer show and appliances 
will be featured. 

New general manager of the J. E. 
Miller Co., Pittsburgh, tri-state dis- 
tributors for Majestic radios and rec- 
ords, Horton washers and ironers and 
Quillen Home Freeze, is Charles E. 
Anthony. He is a former credit man- 






















































































CHAS. E. ANTHONY 


ager for the Electric Products Corp., 
and divisional credit manager for the 
Kelly Springfield Tire Co. 
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eastern i j power 
plement plus selenium rectifier 
‘arting . .. plays immediately on AC-DC current 
nico permanent magnet speaker 
~ Size only 93/4” x 31/2" x 7” 
* Weighs only 5'/2 Ibs., including batteries 
* Uses batteries that are universally available 
— Mere ull vision slide rule dial 
jumbus ined loop antenna 
Wick binet with plastic front and back t ashe) | a t 
claim ie. 
hrysler oe 
. Th abe. 
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it. will ; Berg >» You know the value of the famous Tele-Tone DYNA-§ 
; ns i you experience the tremendous “impulse” de 
liances to retail at handful in gleaming IVORY. It’s abi 
: J. E. Still available i in 
te dis- 
nd rec- ses 
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_— Tone SHORT-WAVE 
; ? and standard broadcast radio 


ent is the word for this set. It has a full range standard 
. AND short wave band from 18MC to 5MC. to retail at 


permanent magnet speaker . . . in a walnut 
plored grill. You won't be able y 


. Corp., 
for the 
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Double tank, brine storage, 






























Immediate Shipment I 


That’s something you don’t often hear these days. 
But it’s true that these new DAYTON Water 
Softeners—easy to install, easy to regenerate and 
efficient in household use, durable in construction 
—are ready now for your orders. Don’t miss the 
profitable market now waiting for Life-Long 
DAYTON Water Softeners, 


single-valve control type. multiple-valve type. 





THE DAYTON PUMP & MFG. CO. * DAYTON, OHIO 









Single tank, direct salting, 





DISTRIBUTORS ASSOCIATION: WBT, new Charlotte, N. C., FM radio station, 
gave a luncheon to outline plans for a distributor-station promotional campaign. 
Out of it came the Charlotte Radio and Appliance Distributors Association, officers 
of which are pictured above. Left to right: Calvin D. Mitchell, president of Southern 
Appliances, Inc.; A. K. Sutton, head of A. K. Sutton, Inc.; J. L. Pleasants, vice- 
president of Allison-Erwin Co., vice-chairman; J. P. McMillian, president of Southern 
Radio Corp., chairman; R. L. Chapman, Chapman-Wilhelm Co.; and Enloe McClain, 
McClain Distributing Co., secretary-treasurer. Purpose of the group is to accelerate 
distribution of FM receivers in the Carolinas. 
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SOUTH CAROLINA 


One door north of its present loca- 
tion, 358-360 Meeting St., Charles- 
ton, the J. H. Roberts Co. has opened 
an additional wholesale store, accord- 
ing to E. E. Roberts, president. The 
addition is needed to house the firm’s 
air conditioning and_ refrigeration 
units, parts and supplies. J. H. Bur- 
ney, formerly with the H. B. Dick Co., 
is manager of the store. 

Norman L. Cannon, president of the 
Cannon Distributing Co. of Charles- 
ton, has been named a General Mills 












































NORMAN L. CANNON 


distributor in South Carolina and was 
awarded General Mills’ “Articles of 
Accord” at a recent sales meeting in 
Charleston conducted by representa- 
tives of General Mills. The entire 
Cannon sales organization, including 
E. M. Ostendorff, sales manager; 
Layne Waters, service manager, and 
Saul Feldman, advertising manager, 
turned out for the meeting. 


Easy washing machine’s Charlotte 
distributors, A. K. Sutton, Inc., held 
a sales training meeting for distrib- 
utors a while ago, with George E. 
Harman, division sales manager, At- 
lanta, conducting the program. More 
than 60 representatives in the Charles- 
ton, S. C., and surrounding area at- 
tended. 


TEXAS 


The Westinghouse Electric Supply 
Co. of Dallas, a branch of Western 
Electric Co., recently conducted a 
sales meeting attended by company 
representatives from Texas and 
Louisiana. Speakers were T. J. New- 
comb, general sales manager of the 
manufacturing division; J. T. Urban, 
general appliance manager for the 
country, and C. E. Reed, district man- 
ager of the manufacturing company at 
St. Louis. C. M, Mackey is the Dallas 
district manager. 

Beckham-Jatkson Distributing Co., 
209 N. Hawkins, Dallas, his been 
named a Stewart-Warner distributor. 





Correction 


In our April 1 issue, under the 
heading “Distributors Appointed” 
on page 194, we erroneously named 
Milt Goldbacher as sales manager 
of Lasko Metal Products, Inc. Mr. 
Goldbacher is no longer with the 
firm, Myron B. Harowitz having 
taken over the post. Also, we re- 
gret that a few of the distributors 
were incorrectly named as repre- 
senting Lasko. 
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FLORENCE announces sensational 























Now Florence steps out in front with one of 
America's most beautiful lines of oil heaters ... 
Florence “Matched Beauty” Heaters ! Dealers have 











“ always recognized Florence heaters as leaders in 
s efficiency, dependability and value and now 
. greater beauty in styling has been added. Each 
, model is designed to match all the others regard- 
: less of type, size or price class. Thus Florence makes 
" “trading up” far easier... increases your chances 
4 to make multiple sales and gives you a line that 
has a “family resemblance” on display. Not only 
that, the new Florence line is the most complete 
and broadest in the industry .. . available in both 
pot-type and sleeve-type ... including all these 4 
kinds of heat delivery: 
1. Driven-Aire (fan models) 
2. Circulators 
3. Radiants 
4. Combination circulator-radi- 
te 
Id 
b- 
E. 
.t- 
re 
it- 
ly 
rm 
a 
ny 
nd 
v- 
he 
in, 
he 
n- 
at 
as 
. SPECIAL 
en NOTICE! 
- The new Florence line 
also includes a wide 
== variety of Cabinet Oil 
Heaters requiring no 
five connection, 








RANGES AND HEATERS 


FLORENCE STOVE COMPANY . . . General Sales Offices and Plant: Gardner, Mass. Western Sales Offices and Plant: Kankakee, Ul. Southern Plant: Lewisburg, Tenn; 
- Other Sales Offices: One Park Avenue, N. Y.; 1459 Merchandise Mart, Chicago; 53 Alabama Street, S .W., Atlanta; 301 No. Market Street, Dallas. 
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DOMINION ELECTRICAL MFG., INC. 


With each passing year, Dominion 
appliances are enjoying increasing 
popularity - - increasing volume. 
Each year more people are 
discovering that a Dominion 
appliance is a good buy. 


MANSFIELD, OHIO 


A GOOD BUY! 


RETAILERS FROM WAY BACK: The Newman-Stern Co. submits this photo, taken 
in 1921, as evidence that they are the oldest existing radio retailers. The Cleve- 
land firm began in 1915 with parts, shifted to other lines because of government 
restrictions during World War.|, then took up radio again after the peace. They 
have just expanded—proof that they're still going strong. 
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CONNECTICUT 


David H. Fisher, G-E radio sales 
manager of the General Electric Sup- 
ply Corp. of Connecticut, has an- 
nounced that these are the first seven 
television dealers in the state: Green- 
wich Home Appliance Co., Greenwich ; 
Donnelly’s, Inc., S. Norwalk; Furer’s, 
Inc., Stamford; E. Grolljahn & Son, 
Inc.. Danbury; Radio Hospital, 
Bridgeport; Whiting’s Music Store, 
Bridgeport; and Zemel Brothers, 
Bridgeport. Mr. Fisher pointed out 
that there is not enough merchandise 
available to warrant any more ap- 
pointments just now; additions will 
come later. 


FLORIDA 


The Panama City store of West 
Florida Tire and Supply Co. has an- 
nounced a new location—528 Harri- 
son Ave. The main line handled is 
General Electric, with Proctor, Toast- 
master and Dormeyer also prominent. 


GEORGIA 


\ recent Monday saw the opening 
of the new home of L. C. Warren, Jr., 
Inc., Atlanta refrigeration and appli- 
ance concern. The new site is 922 
Memorial Dr., S.E. Some of the lines 
the firm stocks are Bendix, Zenith. 
Gibson, Youngstown, Sunbeam and 
Proctor. 


IDAHO 


According to an announcement by 
Harry E. Nye, manager, the Hazleton 
Appliance Store has moved into new 
and larger quarters. They now hold 
forth in a fireproof brick building 
downtown. 


ILLINOIS 


Jay’s Radios, Furniture and Appli- 
ances, 530-532 S. Adams St., “Where 


Radio Service Is More Than Just a 
Promise,” has beaten everyone else in 
Peoria to the punch by offering a 10- 
tube Sparton FM radio-phonograph 
for $249.95, plus an old radio. Peoria 
has no FM sstations right now, but 
four applications have been approved 
for the Peoria area and will go into 
operation soon. 

William Weisel, a veteran in the 
vacuum cleaner repair business in 
Urbana, is remodeling the building at 
the northwest corner of Main and 
Race Sts. for his Appliance Manu- 
facturers’ Outlet Co. When he finishes, 
the two floors and basement will be 
entirely different. His old vacuum 
cleaner shop was just a few doors 
west of this new location. 


7 KANSAS 


The Hamburg Hardware and Appli- 
ance Co., Larned, closed for a week 
or so, and came up with a newly 
remodeled store, which it opened in 
a grand style. The full appliance line 
includes Westinghouse, Kelvinator and 
Admiral refrigerators; Roper and 
Florence ranges; Bendix, Admiral 
and Westinghouse radios; Bendix 
home laundry, and other appliances. 
Winchell Colglazier is manager. 

Leader among 12 Wright stores in 
gross sales for the month of March 
was Wright’s Appliance Store, 303 
Poyntz, Manhattan, according to 
Charles Peterson, manager of the Man- 
hattan store. 

At 421-423 S. Washington and 
420-422 S. Mosley, the American Elec- 
tric Co. of Wichita will spend at least 
$50,000 to construct a new building. 
A. L, Goodman, manager, states that 
expanding trade makes the move 
necessary. 

An auto dealer of long standing in 
Wamego, J. H. Daylor, has remodeled 
his Daylor Motors, Inc., and is now 
prepared to handle appliances. He is 
retailing General Electric and Philco 
items, as well as Maytag. The new 
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-NOW READY! BENDIX totic Dryer 


Your customers asked for it! 





With no announcement to the public, nearly 10% of 
the women in national magazine surveys said they 
want a Bendix Dryer! Bendix reputation for laundry 











AVAILABLE IN ELECTRIC AND GAS MODELS 


Check these Bendix ‘‘Leadership”’ features 
Only the Bendix Dryer has them all! 


TUMBLE-ACTION DRYING—clothes are tumbled 
in a criss-cross pattern through forced warm air 
which penetrates fibres for uniform and faster 
drying. 


LESS CLOTHES WEAR—revolving drum has satin- 
smooth surface minimizing wear. Safe for dainty 
garments. 


TEMPERATURE CONTROL—enables operator to 
choose and maintain a constant, safe, correct 
drying temperature for any fabric. 


AUTOMATIC TIME CONTROL— automatically 
shuts off heat at time selected, then stops ro- 
tating drum, automatically. 


LINT TRAP—convenient, full-view trap easily 
removed. Operator can determine at a glance 
when trap needs emptying to keep dryer at peak 
efficiency. 
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TROUBLE-FREE PERFORMANCE—although the 
Bendix Dryer requires minimum servicing all 
moving parts are located in front. No need to 
disconnect or move the Bendix Dryer for adjust- 
ment or oiling. 


BENDIX HOME APPLIANCES, INC, 
SOUTH BEND 24, INDIANA 


BENDIX 


automatic 


Dryer 





1947 








work-saving and superior performance give you a 
“ready made” market—that will be greatly increased 
by aggressive Bendix advertising. 


Another Bendix ‘'Big Ticket’ sale for you 
.-. With 15 Rounds of Selling Ammunition 


1. Saves Time—drys clothes quickly. 

2. Drys damp for ironing or dry for storing. 
3. Drys clothes softer, fluffier. 
4. 


Drys full washer load of clothes—18 Ibs. wet 
weight (9 Ibs. dry weight). 


ry 


. Drys clothes cl , more sanitary. 





. Ends hauling heavy, wet clothes to the line. 


5 
6 
7. Ends struggling with clotheslines, clothes poles. 
8. Ends bending and stooping to hang up wash. 
9. Ends weather problems—any day is drying day. 
10. Ends sun fading and sun damage to fabrics. 
11. Ends soot soiling on the line. 
12. Ends clothesline “accidents”. 
13. Ends “washline yard”. 
14. Ends basement clotheslines. 


15. Ends watching and waiting. 
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110— 8 light Series loop type 
outfit — Tri-plug connection 
with open outlet for attaching 
additional sets. 


3010 —7 light indoor Berry 
Bead ovtft — Has Add-on 
connector . . . fastens upright 
to branch of tree securely. 


3415—15 light Straight line outfit—Wires 
in multiple . . . has Add-on connector 
. « » lamps burn independently. 


700— Illuminated Tree Top Angel. 
Silver wings and dress, Hidden 
cardboard cylinder makes it 
easy to slip over top of tree. 


atioN 
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They're new—they're 
revolutionary— they're 
NOMA Bubble-Lites. 
Clever, colorful, alive 
with bubbling action 
—they sell on sight! 
















Fried Hae wr ares bi 


Ey TAO 









SQM. BUBBLE-LITES 


509—Noma Bubble-Lites—Nine shimmering crystal clear can- 
si dies of bubbling light, set in colorful plastic bases. Completely 
wired. Has special clip to make attachment fo tree easy. 


NAME IN CHRISTMAS LIGHTING 
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Follow The 
Liason 


Minimum inventory investment, units 


that suggest companion sales, exclusive 


features that reduce selling to simplicity 


Kookall Automatic Electric Range 
Here is the range with the feature 
that gives you a clear-cut sales 
advantage. Ups-A-Daisy, Gibson's 
exclusive range innovation, pro- 
vides four surface cooking units, 
or three surface units plus a deep- 
well Kookall. Waist-high broiler. 
Two ovens .. . one banquet-size. 
Concealed oven vents in all models 
keep kitchen cleaner. 


ally known units in the profitable Gibson 
line incorporate features that every 
woman wants in ber dream home. Design 
your sales approach around these Gibson 


| “firsts” for faster turnover, liberal profits! 


... these are the advantages of the com- 


pact Gibson line. All three of the nation- 





GIBSON Home Freezer 
Five unobstructed, wall-to-wall 
Freez’r Shelf lockers provide more 
storage and processing space for 
frozen foods. Upright design for 
greater convenience and visibility 

. simplifies locating and identi- 
fying packages. 


GIBSON REFRIGERATOR COMPANY 


3-WAY 





TO MORE 
PROFITABLE 
VOLUME! 





GIBSON Refrigerator 


Freez’r Locker and Fresh’ner 
Locker . . . No other refrigerator 
gives you this combination sales 
appeal. A separate, roomy com- 
per may for frozen foods, Freez’r 
acker keeps frozen foods farm 
fresh. Temperature and humidity 
of Fresh’ner Locker is ideal for 
preserving the crispness of salads, 
fruits and vegetables. 


GREENVILLE, MICHIGAN 





























FREEZ’R SHELF « 


“Three “lop Features” 


UPS-A-DAISY «+ 


UPRIGHT HOME FREEZER 
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department is called the Daylor Home 
Appliance Store. 

It is no longer necessary to fight off 
Indians if you want to do business in 
Topeka, but it wasn’t that way 89 
years ago, when George Woodruff 
established what has become the oldest 
retail store in Kansas. When D. H. 
Forbes bought the store in 1872 the 
Indians had become a little more 
peaceable. In this year of 1947 the 
store is proud to say that it has been 
in operation for 75 years as the Forbes 
Hardware Co. Mr. Forbes and his 
son, Lee Forbes, operated the store 
continuously until 1944, when it was 
purchased by D. E. Roach and C. L. 
Mankle, who have enlarged the store 
each year since then. An expansion 
started two months ago will double the 
size of the Kansas Ave. property. 
Farnsworth and Hotpoint are lines 
handled. 

An experienced electrician, Tom N. 
McElfish, recently opened his new 
business, the Norton County Electrical 
Co., at 206 N. State St., Norton. He 
will feature repairs as well as sales. 

Fluorescent lighting, maple wood 
decorations, mirrors and fireproofing 
are features of the new Duckwall 
Store, which replaces the old store, 
destroyed by fire last year. The two- 
floor store, which had its grand open- 
ing recently at 320 Poyntz Ave., has 
10,000 sq. ft. of floor space. 

Sears Roebuck & Co. is opening a 
store in Clay Center which will handle 
appliances, along with other lines. 
Glen Beshears will be manager. 


MISSISSIPPI 


Rae Sander’s Modern Appliance Co. 
states that it has moved to 212 S. 
State St., Jackson, where such items 
as Kelvinator refrigerators and Sonora 
radios are on hand. 


NEW JERSEY 


Kramer Home Appliances, Inc. has 
succeeded Home Appliances, Inc., in 
Clifton. Raymond Kramer is presi- 
dent of the firm. 





GIVEAWAY: They're still giving away 
appliances on radio shows. Mary Plumb, 
latest winner on the "Queen for a Day” 
program receives a Thor Automatic 
Gladiron from Jack Bailey, master of 
ceremonies, The program is said to be 
heard by 6,000,000 women weekly—all of 
whom, as practical Americans, would like 
to be queen. 
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KELLY INDICATES HE WANTS 
TO RUN AND PROBABLY WILL 


Edward Joseph Kelly has been the mayor of 
Chicago for fourteen years. 

Appointed in 1933 to serve out the term of 
assassinated Mayor Cermak, he was re-elected 
three times by the Democratic organization 
he controls, has since come to be considered 
a permanent fixture .. . 

So, on last December 14th, Mayor Kelly’s 
announcement that he would try for a fifth 
term rated only a routine story in Chicago papers 
... but drew a plainly pointed page one editorial 
from The Chicago Sun... 


To the Democrats: 
CHICAGO WANTS 
A NEW MAYOR 


... Which demanded not only a new candidate, 
but a better brand of city government, less 
politics, more progress . . . put it up to the 
Democratic party to produce — or lose! 


TUOHY FAVORED BY MACHINE 


Five days later, Jacob M. Arvey, Cook County 
Democratic Central Committee chairman, set 
up State’s Attorney William J. Tuohy as a 
possible substitute candidate . . . got into 
headlines and hot water... 


To the Democrats : 
A KELLY STOOGE 
WON'T DO, EITHER 
. . with another front page Sun editorial that 
reviewed Tuohy’s record . . . found little or no 


evidence of fitness for office, recalled instances 
of machine influence, warned Democrats that 


Monkeywrencth in the 
machinery (political)... 


Tuohy was not the candidate the city needed 
and wanted . . . would get no support outside 
the machine . . . or from The Sun. 

Next morning The Sun got action! 


Democrats Draft 
KENNELLY FOR MAYOR! 


This time the Sun’s simultaneous page one 
editorial endorsed the candidate — Martin H. 
Kennelly, business man, Red Cross executive, 
independent . . . insisted that he refuse offers 
of machine aid, urged that he accept the draft. 

Following day The Sun announced .. . 


KENNELLY WILL RUN— 
WITHOUT ANY STRINGS 


And in the April 1st election, Kennelly, Sun 
candidate, became Chicago’s new mayor . . . 


GOOD MORNING, MR. .MAYOR— 
KENNELLY BY 273,354 


The five-year-old Sun has never had machine 
affiliations, cannot influence the majority vote 
or dictate patronage distribution. But The Sun 
is already a force in Chicago because its readers 
have intelligence and principle, resent apathy, 
make themselves felt in public affairs as well as 
private activities . . . give The Sun an influence 
far beyond its circulation figures . . . have made 
it a major medium in a major market, worth 
to advertisers the 13,700,000 lines it carried last 
year . . . Sun circulation — more than 300,000 
daily and 450,000 Sunday — in no sense reaches 
all of the Chicago market . . . but no advertiser 
today can reach all, or the best, of the Chicago 
market without The Sun! 


e CHICAGO SUN 


4oo West Madison Street, Chicago 6, Ill. * 250 Park Avenue, New York 17, N. Y. 


ELECTRICAL MERCHANDISING—MAY I, 1947 











































































































































CAMPAIGN NOW IN FULL SWING! 








CENTURY PRECISION WORKS, INC. « 503-507 WEST 56 STREET, NEW YORK 19 
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NEW YORK 


A newly enlarged electrical appli- 
ance department has been opened in 
Binghamton at Washington and Sus- 
quehanna Sts., by A. L. Davis’ Son. 
At the open house celebration, each 
member of the feminine contingent 
received a souvenir. 


OREGON 


Plans to open a second store have 
been announced by the Becker Furni- 
ture and Appliance Co. of Ontario, 
Ore. The new unit is to be used as 
an additional outlet for the concern’s 
general line of appliances and furni- 
ture. 

Stark’s of Portland will still rank as 
specialists in vacuum cleaners, but the 
firm has expanded and now carries on 
a complete electrical business, includ- 
ing a wholesale branch, on Grand Ave. 
and E. Burnside. Clarence Stark is 
proprietor. 

Contracting and servicing used to 
be full-time business for Taylor 
Eckles’s Electrical Sales and Engi- 
neering Corp. at 2512 NE Broadway, 
Portland. Now it’s only part of the 
game, since the firm has expanded to 
include appliance sales. Mrs. Arthur 
Sharff has charge of record and ap- 
pliance sales. Some of the brands 
she sells are Philco, L & H, Ilg, 
Knapp- Menarch and Stewart-Warner. 


TENNESSEE 


Lynn Vaden has become manager 
of the radio and appliance division of 
Townsend-Daws Co., Inc., of which 
H. A. Townsend is president. Mr. 
Vaden will assist Bob Poindexter in 
the parts department until the Halls 
concern builds up enough stock to 
require his entire time. 

Bob Guess’ Stores, Inc., have opened 
their fourth store, in Dandridge. The 
stores handle radios, small appliances, 
etc., and are designed so that they are 
not too big, but have a “feel at home” 
atmosphere. 





TEXAS 


With William Hirsch as owner- 
manager, the Maytag El Paso Co. has 
opened in a new building at 607 Mesa 
Ave. Formerly a Maytag dealer in 
Las Cruces, N. M., Mr. Hirsch is 
widely known in appliance circles. 

The Lamar Plumbing Co. has a 
second store, at 1036 Calder Ave., 
Beaumont. Jack Dillatunty, Bert 
Roberts and M. H. Humphries offer 
a complete appliance line. 


VIRGINIA 


Damage to the extent of $18,000 
was suffered by Shirley’s Radio Elec- 
tronic Sales Service and the Triangle 
Electrical Appliance Co., when the 
Paul E. Shirley Building burned in 
Sheffield recently. The loss was cov- 
ered by insurance. 


WASHINGTON 


J. M. Hooper Electric Co. of Seattle 
has opened a new appliance store 
there at 1012 Third Ave. under the 
name of Hooper Electric Appliances. 
The store will stock washing machines, 
ranges, water heaters and other small 
appliances. 
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: ON EVERY “SYSTEM” SALE! 

‘rin . 

falls 

lows That’s right! The Eureka “Qualified” dealer gets Yes, the sale of home cleaning equipment is a 

ened two big slices from the profit pie—for on every sound, big volume business today, and the 

The Home Cleaning System he sells there is double Eureka franchise with its Tailored Market Cov- 

nces, : dia” = aes 

sere the gross profit, based on the industry’s average erage Plan, backed by powerful merchandising 

sme” profit per cleaner sale. support and a sensational advertising campaign, 
Combine this with the volume sules that result is a money-maker for established dealers. 
when a product, such as the Vics endian: « Siete 

vner- ; < Portland, Ore. z 

. hes revolutionary _hsactics Eureka “1946 was the best year in vacuum cleaner sales volume with features based on sound 

we hove ever e: le you wi mn ' now - 

Mesa Home Cleaning System, po, Near we otrbute @ very large qneewe - this sory fundamentals—big volume, 

er in renders a far greater service a ee : 

h is h b d h “This pert pegs provided an effective sales tool big gross profits, adequate 
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Bert ports pouring in from every- “We wish to express our appreciation.” 
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offer where telling of new highs CE Cwiny Ask any “Qualified” Eureka 
. r. r ept. . 
in vacuum cleaner profits. th actacenalt Appliance Dealer! 
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angle 

|_ the EUREKA WILLIAMS CORPORATION 

— BLOOMINGTON, ILLINOIS 
EUREKA PRODUCTS: Complete Home Cleaning System WHITE CROSS APPLIANCES: Automatic WILLIAMS OIL-O-MATIC PRODUCTS: Oil-0-Matic Burners 
Upright Vacuum Cleaners « Tank-Type Vacuum Cleaners Toasters « Waffle irons + Hot Plates Oll-0-Matic Self-Contained Boller Units «¢ Oil-0-Matic 
Electric Cordless Iron « Electric Waste Food Disposers Coffee Makers «+ Electric Irons Winter Air Conditioners «+ Oil-0-Matic Water Heaters 
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Al America is talking — 


HIS NEW : 
DISCOVERY | 


This truly modern water heater 
CANNOT rust or corrode un- 
der any water condition. Its tank 
is mirror-smooth, sparkling blue 
gilass-fused-to-steel . . . sanitary 
as a clean drinking glass! 


It banishes tank rust that ruins 
clean clothes. It banishes the 
corrosion dirt that stains water 
and fixtures. 


There’s Only ONE 


“PERMAGLAS” 


A GREAT AID TO SALES 


Its sleek, modern beauty has set 
the new postwar style. Its many 
features add up to the height of 
convenience, dependability, and 
trouble-free service. Gas or 
electric. 


Get the facts now, Ask the 
nearest A. O. Smith office for a 
copy of “The Inside Story of 
Permaglas.” 


about 
Sy tot Water . 


The discovery? It’s hot water that’s 
““packaged-in-glass”...cleaner, purer, 
automatic hot water for every home use, 
including the newest automatic appli- 
ances... hot water supplied by the 


HOT WATER “Packaged-in-Glass” 


Guardian of the Nation’s Health 








NEW YORK 17 * ATLANTA 3 * CHICAGO 4 * HOUSTON 2 * SEATTLE 1 
LOS ANGELES 14 * INTERNATIONAL DIVISION: MILWAUKEE 1 
Licensee in Caneda: JOHN INGLUS CO., LIMITED 


*Another Famous SMITHway Model: Duraclad—zinc-lined for economy 
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OPENING DAY of the new Westerns Store in Payson, Utah, brought such throngs 
that owner Don J. McCay was hard put to it to equitably allocate his available 
merchandise. He solved his problem by conducting a drawing to determine which 
customers would have the privilege of buying refrigerators, ranges and washers. 














British Columbia 


General Appliances, 2421 Burrard 
St., Vancouver, operated by two vet- 
erans, R. F. (Dick) Rodgers and W. 
G. (Bill) Wetmore, have just com- 
pleted remodeling and _ redecorating 
their premises. New, modern display 
fixtures, stands and record bar have 
been added. 

W. H. (Herb) Slater, formerly of 
Coombes Radio Service, Chilliwack, 
has opened his own modern store in 
Chilliwack under the name of Slater’s 
Radio and Appliances. 

Thomson & Page, 2914 Granville 
St., Vancouver, are completing a sec- 
ond story addition to their present 
building. They will have enlarged 
display space, a modern kitchen and 
laundry room and full length, sloping 
windows. Mel Thomson is manager. 


—_—_ 
Ae RE RS ened 
hataeneneees 


Wosk’s of Vancouver have com- 
pleted the first step in their expansion 
program, and have opened a store at 
58-62 W. Hastings St. Ben Wosk, 
manager, has also started construction 
of a new store and display room, cor- 
ner Kingsway and Main St. 

Western Auto Supply Co. has 
opened another British Columbia store, 
at Chilliwack, which will have Oscar 
Cheek as its head. Clifford Cheek 
will be manager of the appliance divi- 
sion, and C. L. Matthews will handle 
repairs and service. 

Modern Appliances and Electric Co. 
of Kelowna has tripled its floor space 
and modernized its quarters. Jack 
Buckland, manager, reports that the 
original salesroom will be used for 
display of major appliances, while the 
new addition will house small appli- 
ances and giftwares. 


DEALER PROMOTION: Dealer-paid-for signs like this one on the front of J. Levin's 
appliance store in Cedarhurst are going up all through the New York metropolitan 
area, according to H. A. Glasser, vice-president of Colen-Gruhn, distributor for 


Launderall. 


Thirty signs were already contracted for at this writing at costs vary- 


ing from $400 to $1,000. This is the first time that dealers have agreed to stand 


the expense to advertise one product, says Mr. Glasser. One dealer has even agreed 
to place Launderall billboards in 90 locations in Brooklyn. 
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a better room air conditioner takes office 


The new Carrier Room Air Condi- 
tioner is the ruling favorite for every 
kind of office. Dentists, doctors, busi- 
ness executives like the quiet, efficient 
way it goes about supplying cool, 
bracing “‘weather” all summer long. 
They’re making it a hot-weather must. 

Everybody feels better, works bet- 
ter when this skilfully engineered air 
conditioning unit is on the job. It 
does more than cool air. It eliminates 


sticky humidity, keeps out dust and 
pollen, and rids the office of smoke 
and stale air. In winter, it circulates 
outside air without admitting wind, 
snow, rain, or dust. 

There are other Carrier Room Air 
Conditioners for larger offices and for 
every room in the home. Men who 
enjoy refreshing weather at work want 
the same cool comfort in their living 
room, dining room and bedroom. 


These Room Air Conditioners are 
designed and built with the same en- 
gineering and manufacturing skill that 
distinguish all Carrier products. 
They’re volume leaders in Carrier’s 
wide, year-round line of air condi- 
tioning and refrigeration equipment. 
Dealers and air conditioning contrac- 
tors choose Carrier for continued profit. 
Ask about the Carrier franchise. 
Carrier Corporation, Syracuse, N. Y. 
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GAS RANGES 


BUILT TO STANDARDS 























@. "STAGGERED" COOKING TOP 


‘W/Z 


S “SIMMER-SPEED" BURNERS 
LARGE "3-in-1" OVEN 


Wi, 

@& "SCIENTIFIC" COOKING CHARTS 
Wi, 
\S "GLO" BROILER 


ly ~AWN 


@~ “INSTA-MATIC” CLOCK CONTROL 
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\ 


8 
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HER FOODS COOK WHILE SHE'S AWAY.. £20 Cedlorealic / 


GEO. D. ROPER CORPORATION # ROCKFORD, ILLINOIS 
Offices And Warehouses In Principal Distribution Centers 


£90 


RECEPTION COMMITTEE: When the Jackson Furniture Co. of Oakland, Calif., 
recently got 300 Monitor apartment size washers by air delivery, it played up its 
windfall with seven radio announcements and full page ads in the paper. Results: 
75 customers were in line the morning the machines went on sale. During the first 
day 175 washers were sold. Leroy H. Bennett, Monitor distributor, arranged for the 


shipment by air. 








DEPARTMENT STORES 








Greenwood i Up to 
Hale Bros. Appliance Post 


George Greenwood has been named 
departmental merchandise marager of 
kitchen electrical appliances and gen- 
eral pantry and kitchen lines by the 
Hale Brothers Co. centra} office in 
Los Angeles. Lawrence Kanaga, whom 
Mr. Greenwood formerly assisted, has 
resigned to become president of Hom- 
Ade, Inc., doughnut maker manuiac- 
turer, 


Popular Dry Goods Shifts 
Appliances to Fourth Floor 


The Popular Dry Goods Co., El 
Paso, Texas, has moved its home ap- 
pliance department to new quarters on 
the renovated fourth floor of its 
building. Company officers said more 
space was needed because of growing 
appliance stocks, 


San Diego Firm Plans 
Appliance Expansion 


Whitney’s Department Store, San 


Diego, Calif., recently announced plans 
to expand its appliance department by 
providing it with 1,800 square feet. 
The new space will be devoted to the 
display of refrigerators, home freezers, 
radios, washers and oil heaters. Henry 
Schurra is department manager. 


Thornton's Opens Store; 
Wallick Is Appliance Manager 


Thornton’s Department Store 
opened in an enlarged four-floor build- 
ing in Abilene recently, with an elec- 
trical appliance shop among its 20 
departments. The shop is under the 
management of L. G. Wallick. E. L. 
Thornton is president of the firm, 
Denver Thornton is vice-president, and 
Sheila Thornton is secretary-treas- 
urer. 


Crown Expands Appliances; 
Bertrand, Lock, Goldner Named 


Along with the announcement of 
enlargement of their electrical appli- 
ance section, Crown’s, Chicago, IIl., 
state that Edward J. Bertrand is their 
new merchandise manager, with com- 


EDWARD J. BERTRAND 


plete charge of the operation of the 
entire store. Loren Lock has been 
named manager of the home appliances 
section by Mr. Bertrand, who also 
appointed Douglas Goldner as man- 
ager of the radio department, Celeste 
Greenberg in charge of the record 
department, and Howard Godfrey 
manager of the service department. 


Nee Co. to Use Video 
In Ads; Stefanek Named 


Frank Stefanek has been named 
head of television sales by the P. J. 
Nee Co., Washington department store 
with whom he has served for six years. 
The company plans video advertising, 
and television sets will get a separate 
department, as well as spots in all 
model room displays. 
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m- 
FINEST CUSTOMERS... 
@ No mere radio-phonograph, RECORDIO by Wilcox-Gay, 
is a profitable provider of wholesome home entertainment to attract quality- 
conscious buyers by the score. A four-way performer—Recorder-Radio- 
Phonograph-Amplifier—RECORDIO appeals to a vast, uncrowded market 
of upper income prospects. Not only does every RECORDIO sale return a 
handsome profit, but it also sets up at least twelve additional repeat sales of 
RECORDIO Discs and Needles each year. Farsighted dealers are shrewdly 
supplementing their earnings and preparing for the big swing to home 
han recording by featuring the completely enjoyable entertainment possible only 
= with RECORDIO...the world’s finest home recording instrument. It’s 
man- 
oe your big opportunity—don’t hesitate. Write today for further details. 
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Everybody Knows the 
Automatic —Only Washer 
with the Duo-Disc Feature 





, oo of efficient, 
trouble-freeservice are 
built right into Auto- 
matic Duo-Disc Wash- 
ers. And that’s the 
kind of dependability 
that builds good will 
.. - holds down service 
calls ... nets more 
washer profits for you. 


For example, Auto- 
matic’s sealed-in-oil, 
ball-bearing trans- 
mission is so rugged— 
so sturdy—so ‘‘fool- 
proof’’ that Auto- 
matic backs each one 
with a liberal Service 
Warranty. You receive 
cash for your service 
call if trouble devel- 
ops within one year! 
Remember, too, only 
Automatic Washers 
have the invertible 
Duo-Disc Agitator 
that gives your cus- 
tomers TWO washing 
methods in one 
washer. 

That’s why it will 
pay you to write to- 
day for Automatic’s 
1947 Dealer Proposi- 
tion and the name of 
your nearest Auto- 
matic Distributor. 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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WHOLE JOB: A full week of demonstrations at the Joseph Horne Co. department 


store in Pittsburgh brought 300 to 400 women a day who wanted to learn about the 
complete laundry operation made possible with Bendix Home Appliances Co. equip- 
ment. On the left is Mrs. Jessie Cartwright, home service director, and Mrs. McCorry, 
home service representative, both of Ludwig Hommel & Co., who put on the demon- 


strations four times a day. 








DEPARTMENT STORES 








Reeves Resigns Bullock 
Appliance Buying Post 


F. Elwood Reeves, buyer of radios 
for Bullock’s department store, Los 
Angeles, Calif., has resigned to join 
the staff of the Lier Radio & Tele- 
vision Co. in San Bernardino. Prior 
to his association with Bullock's he 
was general manager and treasurer of 
G. Schirmer Music Co. 


Dugan Named Appliance 
Supervisor by Gimbel’'s 


In recent personnel shifts announced 
by Gimbel Bros., New York, Donald 
F, Dugan, assistant to Joseph L. Eck- 
house, general merchandise manager, 
was named supervisor of major apypli- 
ances, radios, housewares, china, glass- 
ware, toys, and sporting goods. 


laundry. 
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Gaduskan Gets New 
Buyer Post at Aldens 


John Gaduskan, formerly an assist- 
ant mail order buyer, has been elevated 
to the post of buyer of housewares, 
electric appliances, radios and stoves. 


Robertson's Completes 
Remodeling Program 


Robertson’s department store, South 
Bend, Ind., recently completed a re- 
building and remodeling program for 
its appliance department. Located on 
the sixth floor, adjacent to the 
cashier’s counter, the department, in- 
cludes a model electric kitchen and 
model laundry. Lines carried include 
Bendix, Philco, Hotpoint, Ironrite, 
Youngstown, Universal, Estate, Easy, 
Speed Queen. 


THE VARIETY of appliances carried by the new sixth floor appliance department 
of Robertson's, South Bend, Ind., is indicated by this picture showing ranges, 
refrigerators, home freezers, heaters, washers, sinks, model kitchen, and model 
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America's most wanted roaster! 


ou can tell at a glance that this new Nesco 
Fully Automatic Electric Roaster is the most 
attractive you've ever set eyes on. And four million 
readers of the Ladies’ Home Journal will agree 
with you, for in the June issue Nesco introduces 
it with a big, effective, full-color ad—the first 
in a comprehensive, hard-hitting campaign! 
Nesco roasters have always led the field for 
smart styling, practical utility, sound 
engineering, quality construction and 
dealer profits ... and the new line is 
still further advanced. 
Model 109 pictured above, for in- 
stance, is fully automatic, a miraculous 
time saver for the housewife. Cooks 
complete meals to mouth-watering 
perfection ... roasts, bakes, steams 


More Beautiful! Finer than ever! 


and stews ... with simple adjustments of the 
automatic thermostat and time clock. Heating 
elements in the sides as well as the bottom 
apply smooth, even heat from every direction. 
Stirring and basting are unnecessary, sticking 
is prevented. And no other roaster has a brown- 
ing vent so smartly styled as Nesco’s ... it 
gives the proper adjustments for preheating, 
roasting and baking. 
The new Nesco roaster line will be 
a real seller, a real money maker. 
Nesco engineers have provided the 
features women want ... and aggres- 
sive national advertising has provided 
acceptance second to none. When you 
carry Nesco, you carry the best! 
Write today for full information! 


NATIONAL ENAMELING AND STAMPING COMPANY 


World's Largest Manufacturer of Housewares 


Executive Offices: 270 N: 12th St., Milwaukee 1, Wisconsin 
Sales Offices: Merchandise Mart, Chicago + Candler Building, Atlanta + 200 Fifth Avenue Building, New York 


Amb ed. Ruildi 





g, St. Lovis « Western Merchandise Mart, San Francisco 
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The fastest way these days to get supplies and parts for 
clamoring customers is by super-speedy Air Express. It’s 
like having all your suppliers “right next door” when you 
specify Air Express delivery. No source—including 
many abroad—is more than mere hours away. 

Planes carrying your Air Express shipments are bigger 
and faster today, and schedules are more frequent. Air 
speeds up to five miles a minute make coast-to-coast 
overnight delivery routine. Air Express rates are low. 
So keep customers satisfied, and do more business, too. 
Profit from the speed of Air Express. 


Specify Air Express-its Good Business 


e Low rates. 


Domestic and International Rates. Address Air Express, 230 Park 
Avenue, New York 17. Or ask for it at any Airline or Railway 
Express Office. Air Express Division, Railway Express Agency, 
representing the Airlines of the United States. 
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Ability to do maximum retail vol- 
ume often lies in quick delivery of 
a vital part or product that holds 
up a large sale. Air Express will 
help you build volume—and a 
reputation with your customers. 
Customer good-will is more im- 
portant now than for many years. 


Seven league boots 
ave out of date! 


eSpecial pick-up and delivery at no extra cost. 
Direct by air to and frem principal U.S. towns and cities. 
eAir-rail between 22,000 off-airline offices. 
e Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express 


Agency, for fast shipping action . . . Write today for Schedule of 






FULL DETAILS of the 1947 million dollar advertising campaign were given to the 
members of QEAMA (Electrical Appliance Merchants of Queens, Inc.) by Oswald 


MacCarthy, eastern regional sales manager, and Carl McLaugblin, district representa- 
tive, at a recent meeting on Long Island, N. Y. Over 135 members attended the 
meeting. Mr. MacCarthy is fifth from the right and Mr. McLaughlin is second from 


the right, in the back row. 














LEAGUE ACTIVITIES 












GETS THERE F1RST—— 


Rates are low 
To Air Express a 16-lb. shipment 
1349 miles costs only $6.39! 
Heavier weights—any distance— 
similarly inexpensive. Investigate! 





Saylor Urges Chattanooga 
League to Fight L Threat 


Electrical appliance dealers were 
urged to join with electric utilities in 
meeting of the bottled gas competition 
at the meeting of the Electric League 
of Chattanooga on March 12 during a 
local celebration of “Go All Electric 
—The Modern Way” week. 

W. E. Saylor, Kelvinator executive, 
warned 300 members and guests of the 
League at the annual banquet “to 
go after the stored-up purchasing 
power of billions of dollars in rural 
areas” before they lose more of the 
market. He issued a warning against 
a “false sense of security” and said 
that the Tennessee Valley has paid 
more attention to rural electrification 
in the last 10 years than has any oher 
part of the nation, but he also pointed 
out that bottled gas distributors were 
already operating within a half mile 
of some of the big TVA dams. 


Rocky Mountain League 
Plans September Meeting 


David Johnson, manager of the 
Mountain States Power Co., Casper, 
Wyo., and chairman of the local com- 
mittee in charge of arrangements for 
the Rocky Mountain Electrical 
League, announced recently that the 
League will hold its district conven- 
tion in Casper, September 4 to 6. 

Heading the agenda will be con- 
sideration of better lighting promo- 
tions, particularly in rural areas where 
electrical facilities are undergoing 
rapid expansion. Ben French is presi- 
dent of the League. 


Bailey Named President 
of Minnesota League 


Moreau Bailey was elected president 
of the Minnesota Electrical Associa- 
tion recently at the group’s 20th 
annual convention held in connection 
with the North Central Electric In- 
dustrial Convention. Other officers 
include G. L. Haugland, vice-president 
and William Ritt, re-elected secretary- 
treasurer. 
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Midwest Stoker Group 
Names 1947 Officers 


All incumbent officers of the Mid- 
west Stoker Association, 307 North 
Michigan Ave., Chicago, were re- 
elected at the recent annual meeting. 
They are: president, Joseph G. Beard, 
assistant manager of the Stoker Divi- 
sion, Illinois Iron and Bolt Co.. vice- 
president, F. J. Moran, sales manager, 
C. E. Sundberg Co.. and secretary- 
treasurer, E. W. Jones, office manager 
of the Chicago branch of the Iron Fire- 
man Manufacturing Co. Elected to the 
board of directors were: J. J. Hayes, 
manager of the Auburn Stoker Co, 
and L. W. Walquist, Chicago Furnace 
Supply Co. 


British Columbia League 
Reviews Work and Makes Plans 


Industrial cooperation, adequate 


_ wiring promotion, public educational 


work and commercial and residential 
lighting promotion will form the main 
program of the Electrical Service 
League of British Columbia for the 
coming year, it was decided at a re- 
cent annual meeting in Vancouver. 
R. Hall, secretary-manager, in re- 
viewing the work of the past year, 
emphasized the League’s cooperation 
with the Vancouver Electrical Asso- 
ciation, and discussed accomplishments 
in residential service, electrical inspec- 
tion, and lighting and wiring facili- 
ties. It was also announced that 
offices of the Electrical Service League 
of British Columbia in Victoria have 
now been established, with H. S. C 
Archbold as branch secretary-man- 
ager. 


Tucson Electronic Group 
Adopts Code of Ethics 


The newly formed Electronic As 
sociation of Tucson, Arizona, has 
adopted a code of ethics and created 
a distinctive emblem for member 
organizations, it was announced fe 
cently. Radio dealers and servicemen 
who belong to the group are display- 
ing the emblem on store fronts. 
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THAN 3,000,000 . 


AMILIES 


Panes v0 Fuce wer Flour 


WE SELL WITH YOU! 


Take a look at these articles in 
Better Homes & Gardens for May! 


That Deadly Extension Cord-—- 
showing the appliances are 
safe, and the individual's 
wrong! 

Look What's New in the Kitchen 
--appliance news that women 
pore over. 

It's articles like this that 

tie Better Homes & Gardens 
right into the sales on your 
floor. We're pitching for you- 
no wonder electrical dealers 
look on us as one of their best 


friends! 
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POWERFUL 
TO HELP YOU SELL- 


FILT-R-FAN 
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The All-Season producer of Filtered Air tg SS are am a 
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12 -page, 3-color 
CONSUMER 
BOOKLETS 









8-page, 2-color 
“HOW TO 
INSTALL” 
Booklets 


Point o’ Sale DEMONSTRATION DISPLAY 


in four bright colors . . . holds actual Filt-R-Fan for 
individual or group demonstrations. / 


FiLT R FAN 





2 colorful 
ENVELOPE 
INSERTS 
featuring relief for 
hay fever victims 





PUT THESE SALES MAKERS TO WORK 
IN YOUR STORE 


@ Electric Appliance dealers all over the country are 
building extra sales and profits because FILT-R-FAN is 
a year ‘round seller . . . not a hot weather specialty. 

FILT-R-FAN performs beneficial service every month 
in the year . . . creating, through its three glass-fiber 
filters, a quiet, constant, draftless circulation of clean, 
filtered air for year ‘round comfort and relief. 

Here are the tools to help you do the job . . . effective 
advertising material designed to sell FILT-R-FAN. 


Write us or your distributor today! 
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Rocky Mountain League 
Announces Program, Aims 


The electrical dealers’ division of 
the Rocky Mountain Electrical League 
has announced a program for the com- 
ing months which includes considera- 
tion of such topics as a sub-standard 
appliance and equipment ordinance, a 
code of ethics, cooperatives entering 
the retail appliance field, requests for 
special trade discounts, and prospects 
for an electrical exposition to be held 
later in the year. J. T. Holbrook, 
American Furniture Co., is chairman 
of the dealers’ division. Harold R. 
Zeller, Zeller’s Refrigeration and Ap- 
pliance Co., is vice-chairman and A. 
Fuehrer, Good Housekeeping Stores, 
is secretary. 


Charlotte Radio Distributors 
Form League and Elect Heads 


A new association to accelerate the 
distribution of FM receivers has been 
formed by leading radio distributors 
of the Carolinas, who now make up 
Charlotte Radio and Appliance Dis- 
tributors Association. J. P. McMil- 
lan, president of Southern Radio 
Corp., has been elected chairman; 
J. L. Pleasants is vice-president; R. L, 
Chapman, chairman of the steering 
committee, and Calvin D. Mitchell 
and A. K. Sutton members of the 
steering committee. Arrangements 
have. heen made with the local FM 
station to use its specially designed 
FM auditorium as a display and 
demonstration center for their sets 































Milwaukee League Announces 
Basic Sales Training Course 


The Electrical League of Milwau- 
kee recently announced that the 1947 
Basic Sales Training Course started 
on April 8 at the Public Service Build- 
ing of the Wisconsin Electric Power 
Co. In 1946 a total of 140 salesmen 
and newcomers to the industry took 
the course and an enrollment at least 
as large is expected during this year’s 
series of lectures. 


Inland Empire Group Will 
Conduct Sales Training 




























The program for 1947 recently an- 
nounced by the Inland Empire Elec- 
trical Dealers Association, which has 
chapters in Spokane, Lewiston and 
Palouse, in conjunction with the 
Washington Water Power Co., in- 
cludes a sales training program, home 
service assistance to all dealers, in- 
cluding cooking and other demonstra- 
tion classes, service and repair train- 
ing, and different types ot sales pro- 
motional programs which will take in 
all electrical services in the home 
Adequate wiring promotion will be 
continued through the first six months 
of the year as a utility advertising 
program, supplemented by the firm 
advertising of individual dealers and 
contractors. Other planned activities 
include a standardized accounting pro- 
cedure from which percentages of 
operating costs in relation to gross in- 
come may be compiled and average 
percentages sent to all members of the 
association for comparison with their 
own business, There will also be 
standardized conditional sales com- 
tracts, financing contracts and cel- 
tralized trade-in agencies. 
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LET'S GET THE PRICES DOWN! 


SO S uers at $4... houses from $12,500... bread 
16 cents x: butter 75 cents... automobiles $1500. 
_ How can the average American hope to buy beyond 
his-real daily needs? aa Oe 
He éan’t. ine 
. That may not be so bad this = next week. But 
if such prices hold, the nation will be hurt. Goods unsold 
mean factory lay-offs? and then hard times are near. 
There is only one sotwnaie Prices have got to come down. 
It is the job of every ene 2 us — dealer, distributor, 
manufacturer — to join this fight. Ford and International 


arvester have set the pattern. 
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\ Now we at Kent join them in an overall reduction 
of prices in our hdme appliance line. It’s been a tough 
fight— we have forced costs, expenses and profits down, 
efficiency up. j 
\ 
But that’s the American Way. 


Ours is a still, small wad but faintly heard, you say? 
Perhaps —but in the American Way who is to say that 
one vote doesn’t count? \ 


We solicit‘ your vote: A vote for the nation’s welfare. 


léT's cey THE prices DOWN! 
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(Complete information about this price reduction and the Kent line or the names 
of distributors may be had by writing direct to the manufacturer) 


KENT 


PRODUCTS COMPANY 


222 WEST MONROE ST., CHICAGO 6, ILL. 
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MODEL 67 
Was $12.50 
ealers and 


‘ot | Now $9.95 


mting pro- . = 
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0 gross in- MODEL 27 
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NEW MODEL 15 


@ $3.95 


MANUFACTURERS OF THE KENT GLASS COFFEEMAKER AND COMPLETE COFFEE SERVICE SETS 
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F SERIES [illustrated on top shelf) 
3 sizes: 10”, 12”, 16” modern, 
streamline design; Victron-blue 
base; blade and guard aluminum 
finish. Available also with pedestal 
base adjustable from 4512” to 
6214” from floor to center of fan 
(see the 4-blade models at left). 
Optional oscillation (12”-16” sizes). 


FY SERIES [illustrated on lower 
shelf) 2 sizes: 12” and 16”; heavy 
duty design for large area cover- 
age; silent oscillating mechanism 
over 90° range; base for desk use 
and wall mounting. 


Big AIR CIRCULATOR [illustrated 
left, rear) Big and husky for effec- 
tive cooling of very large oreas, res- 
tavrants, stores and offices; silent 
*"fan-flare’’ blade, 22” diameter; 
pedestal adjustable in height from 
59/2.” to 92/2” from floor to center 
of fan. Wide, counter-balanced base. 


—— _ 





Speed up sales 
with this 
VICTRON PROMOTION 


Banners for window and 
counter displays; folders pic- 
turing all models; specifica- 
tion sheets for detailed data; 
newspaper ad mats; Spot 
Sales Plan for direct sales 
promotion. 
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“,..and we're ready for business — Now” 


. customers are ready to buy now because fans have 
been a scarce item for several years. A display like this will get 
action, because this Victron line emphasizes the top-quality people are 
now demanding...and Victron’s reputation assures them of long, 


trouble-free service... year after year of hot-weather comfort.” 


V/ Super-powered with Victron motors (with dynamically balanced 
rotor for long life) ® quiet ‘‘fan-flare’’ blades thaf diffuse a gentle, 
cooling airflow over large areas—without chilling blasts ® No radio 
interference —silent oscillating mechanism (optional operation) over 90° 
range ® positive speed control switch © attractive finish to harmonize 
with any home decoration ® base for table or floor use; easily mounted 
on wall ® many models available also with pedestal base ® precision 
built and backed by 20 years’ manufacture of quality products— 
designed to attract customers and sell readily—constructed to stay sold 
with years of dependable service. 


VICTOR ELECTRIC 


PRODUCTS INCORPORATED 
2950 Robertson Ave. Cincinnati 9, Ohio 
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Capitol District Association 
Completes Organization 


At a recent meeting, organization 
of the Capitol District Electric Ap- 
pliance Dealers Association was 
brought up to date. The league, which 
began meetings last September, draws 
its membership from retail electrical 
dealers in New York’s Albany and 
Rensselaer Counties. The following 
are officers: N. Bernard Silberg, 
president; Sidney Lane, vice-presi- 
dent; J. Park O’Connor, treasurer; 
and Hugo Rausch, recording secre- 
tary. 


Manitoba Group Seeks 
Inquiry into Cost Sales 


The Radio and Appliance Dealers’ 
Association of Manitoba recently 
asked for the appointment of a special 
committee within the Manitoba Legis- 
lature to investigate sales of electrical 
appliances at cost by the Manitoba 
Power Commission, The Commission 
was empowered in 1946 to sell home 
appliances at any price it saw fit, usu- 
ally 30 percent lower than retail dealer 
prices, in order to encourage rural 
electrification in the area. The dealer 
group is protesting the cost sales on 
the grounds that it is discriminatory. 








Rhode Island Moves to 
License Appliance Sales 


Drastic control of electric appli- 
ance sales is proposed in a bill filed 
in the Rhode Island General Assem- 
bly” by Representative Earle M. 
Byrne of Providence, through licens- 
ing of all sellers of such devices 
and materials, including wholesalers, 
distributors and retailers. State in- 
spectors would be empowered to pro- 
hibit the sale of any item in their 
opinion hazardous to life, health, 
safety or property. First offenders 
would be fined $100 and second of- 
fenders $500, with appeal to the su- 
perior court. The bill creates a 5- 
member electrical sales board com- 
posed of one wholesaler, one retailer, 
one public utility representative, a 
municipal electrical inspector, and a 
member of the board of examiners of 
electricians. The appointments would 
not be subject to Senate confirmation. 
Each board member would receive up 
to $20 a day for attendance at meet- 
ings, but not over $500 a year. 


Water Heaters New Line of 
Combustion Engineering 


Combustion Engineering Co., Chat- 
tanooga, has announced the introduc- 
tion of a complete line of automatic 
electric water heaters. . During the 
war the company produced a large 


. percentage of the boilers required 


for the armed forces and the merchant 
marine. The company has been manu- 
facturing sanitary soil pipe and fittings 
in Chattanooga since 1900. 

The new line of electric heaters, 
now in volume production, are being 
made in 30, 40, 52, 66 and 80-gallon 
capacities, for either 115 or 230 volts. 
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Model PJ-13 Portable Room 

Heater. 110 volts A.C.; 1320 

watts; 4507 BTU. 13” high, 

11}4” wide, 7” deep. Only 
appli- 


1. | Has THE SAFETY-GRID! 
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HIS newest idea in home heating is a real money-maker for 

many a contractor, wholesaler and dealer! Here is something 
no other heater can offer—all-electric operation plus absolute 
safety thanks to Electromode’s exclusive Safety-Grid Heating 
Element (see X-ray View above). It has no exposed hot or glowing 
wires, no danger of fire, shock or burn. 

su- . ° ° 

age 5. Electromode All-Electric Room Heaters are demonstrating daily, 
| com- 7 Re) the many profit possibilities of handling a quality product built to 
etailer, ms Re var peo give service-free operation throughout long periods of use. Sell 
five, a watts; 4507 BTU. Approximate Electromode and you sell complete heating satisfaction. 
and a wall opening required :974"x11)4". 
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ELECTROMODE CORPORATION « 45 Crouch Street + Rochester 3, N. Y. 


Model W-12 Bilt-in-Wall 
Room Heater. 230 volts A.C.; 
1500 to 3000 watts; $122 to 


10245 BTU. Approximate wall 
opening required :1414"x184", 
For Booklet 46-D illustrat. koom Het 


ing and describing Elec- 
tromode Room Heaters, 
write Department EM-57, 


of 
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ore: ‘MORLD’S LEADING EXCLUSIVE MANUFACTURER OF ALL-ELECTRIC HEATERS 
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ELECTRICAL 
APPLIANCES 





Keep Appliances 


Working Longer 
wtth 


‘ 


5 


f — 
|" 
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—— 


| } ee Td mA IL > 
long-life 


E- 


Far too often, merchandise beauty is only “skin 
deep” — so of what value is modern appli- 


ance streamlining if the heating element soon. 


burns out. 


Customer satisfaction — the very foundation of your busi- 
ness — is developed by selling dependable performance. 
The customer impact of eye appeal will fast fade if the appli- 
ance fails. You cannot afford to compromise with quality in 
the heating element for it is the heart of the appliance. 


The surest way to protect your reputation as a dealer hand- 
ling only quality merchandise is to check closely with your 
manufacturer. When the heating elements are made of 
Nichrome, your customers are assured of a life-time of 
trouble-free performance. Nichrome is that high nickel- 
chromium electrical resistance alloy which, for 35 years, has 
set the quality standard in heating elements. Be sure, how- 
ever, that you are getting Nichrome, for there are other 
nickel-chromium combinations — but there is only one 
Nichrome* and it is made only by — 


Driver-Harris 
COMPANY 


HARRISON . NEW JERSEY 


BRANCHES Chicago . Detroit . Cleveland 


Los Angeles . San Francisco + Seattle 


MAY 


Peters Outlines 1947 
Frigidaire Ad Plans 


Over one billion advertising mes- - 
sages in 19 national magazines, trade 
papers, newspapers and on the radio 
will be directed to the buying public 
by Frigidaire Division of General 
Motors during 1947, F. H. Peters, 
advertising manager, declared recently 
in describing the company’s newest 
campaign as the most vigorous and 
comprehensive in history. 

“We are recognizing 1947 as a year 
of transition when a buyers’ market 
will probably begin to replace the 
sellers’ market,” he explained. “In 
any event, we know that it is time to 
start selling.’ This announcement 
followed shortly after a series of “It’s 
Time to Start Selling” meetings at- 
tended by thousands of Frigidaire 
dealers. 

According to adman Peters, flexibil- 
ity will keynote the 1947 campaign 
to keep it tuned to the new lines and 
heavy production scheduled for the 
year. Among the company’s adver- 
tising efforts is an “omnibus” ad 
which will include more than one 
product in the same advertisement. 
Space allotments for each product 
section vary with the featured equip- 
ment rotating periodically. 

“There’s nothing particularly new 
in advertising three different products 
on one page,” commented Mr. Peters, 
“but there is a unique twist to in- 
corporating three complete product 
ads in a single page layout.” He ex- 
plained that low-budget products will 
share space in the omnibus ads along 
with high-budget products. 

“Before the war we were primarily 
concerned with selling household and 
commercial refrigerators and had just 
started to get into the range and water 
heater business,” he said. “Today 
the appliance picture is_ radically 
changed. We not only expect to mar- 
ket more household refrigerators than 
before, along with selling greater 
quantities of ranges and water heaters, 
but we have added many new products 
—home freezers, kitchen cabinets and 
cabinet sinks, with even more still to 
come.” As an example of the “more 
to come,” he said that the company 
plans to introduce a complete new 
line of home laundry equipment. 


DOUBLE PURPOSE electric range dis- 
play placard being distributed by Frigid- 
aire, can be used for floor demonstra- 
tions or window display. Self-demon- 
strating, the customer can turn a large 
disc and view through an aperture in the 
card, the five heat intensities of the 
cooking units. 
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Get your share of the raf 


’ 





who have been waiting for the electric lather 


shave that lasts ALL DAY LONG! 


ANNOUNCING (Genet THE SENSATIONAL NEW WET SHAVER 





Tie in to this electric razor 
which wakes men up 
gleaming instead of 
screaming — looking for- 
ward to the perfect shave 










don’t have to “learn” to 
use. It works just like an 
ordinary safety razor, but 
the vibrating blade whips 
through the toughest 


beard as if it were nothing. 
No scrape, no pull, no 
burn! You can’t even feel 
that you’re shaving—it all 
happens so fast! 
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slightly higher in Canada 
Canadian Distributors: 
Coronet Vibrator (Canada) Ltd. 
Montreal, Quebec 
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for which they’ve been 
waiting. The Coronet 
Electric Wet Shaver allows 
them to use their favorite 
lather or “brushless”. 
They’re crazy about the 
way Coronet glides 
through whiskers with 
7,200 slick, clean strokes 


And the price is one they 
go for—$9.85 Retail. That 
means plenty of profit for 
you and plenty of comfort 
for the customer. 


Nationally adver- 


tised in Time and 
Esquire. Window 
and counter dis- 
plays in full color. ‘site oe 
THE LEKTRON CORP 
NEW YORK, N. Y. 


Coronet is fair 


traded and sold 





per minute. 
Cash in on this electric 
razor sensation — the one 


electric razor that you 
National Sales Agents: 


aie Manufacturers Marketing Co 


ee 20 East Jackson Blvd. 
Chicago, Illinois 


APOWCL 


ELECTRIC WET SHAVER 


under a 2 year alte 


= 
guarantee. 





VIBRATOR 
with PATTING action 


Dealers from coast to coast are 
cashing in on the Coronet Vibrator. 
It's a sell-out wherever it is offered. 
It brings the blush of youth to tired 
sagging skin. FOUR attachments 
with it for $9.85 Retail. AC current. 
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SUBURBAN 
The 
Musical Knocker 


NATIONAL 
Push Button Model 


Knocker and 
Cathedral Chime 























COLUMBIA 
Push Button and 
Cathedral Chime 






































© PARKCHESTER 
eo With Look-out 
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Now you can offer your customers 
and clients mechanically operated 
door chimes—all the appealing 
beauty of musical chimes with no 
extra expense of electrical wiring, 
batteries or transformers. 
Two-tone, attractive bar chimes or 
cathedral tubular chimes mount on 
the inside of the door, operated me- 
chanically by a beautiful solid brass 
knocker or push button on the outside 
door panel. Push button models also 
available for mounting on door 
frame instead of door. 

Ideal for all homes and apartments 
because they are so simple and so 
low in total installed cost. Made by 
Avuth—manufacturers since 1892 of 
quality signal devices for apart- 
ments, hospitals, schools, ships, and 





ai general use. 


If you haven't seen the new 
AuthOtone chimes, you're 
missing the biggest news of 
the year! Send for Bulletin 
110 today. 






























































34-20 45th STREET 








Officesin 
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This a your best salesman 


KEEP IT OUT FRONT 


The AuthOtone counter display takes less 
than half a square foot of counter space. 
Attractive blue and red card invites your 
customers to try ‘em and buy ‘em. Envel- 
ope stuffers, advertising mats, floor dis- 
plays and other sales helps also available. 


AUTH ELECTRIC COMPANY, INC. 


LONGISLAND CITY 1.N_Y 


Principal Cities 
SINCE 1892 





FOR HOME FREEZER OWNERS: Container Corp. of America has assembled a 


complete packaging kit containing Vapocans, Freezer Pak cartons, stockinette and 


cellophane sufficient to fill all basic needs. 
“How to Prepare Foods for Home Freezing”. 


Also included, an instruction manual, 








NEW LITERATURE 
AND DEALER HELPS 











Howard W. Sams & Co., Inc. 


Four helpful new monographs for 
radio servicemen have just been pub- 
lished and distributed by Howard W. 
Sams Photofact Service to the 
thousands of members of the Sams 
Institute, 2924 East Washington St., 
Indianapolis 6, Ind. These booklets 
cover the following subjects: How 
much is your labor worth, How to 
build a successful radio service busi- 
ness. How to make radio cabinet re- 
pairs. Accounting procedure for radio 
service engineers (Parts 1 & 2). 


Sylvania Electric Products Inc. 


A new comprehensive, 378 page 
technical manual containing basic ap- 
plication data for 545 types of radio 
receiving tubes used by circuit de- 
signers, radio set repairmen and in- 
dustrial electronic engineers has been 
announced by the Radio Tube Division 
of Sylvania Electric Products Inc., 
Emporium, Pa., available at 85c. Data 
supplied includes characteristic curves 
for types in common usc; resistance 
coupled amplifier data; interchange- 
able tube charts; connections for 
standard RMA internal and external 
shields; typical receiver and amplifier 
circuits; dictionary of tube, circuit and 
f-m terms; and instruction on the use 
of characteristic curves. Individual 
tube characteristics are arranged ac- 
cording to types. The manual is at- 
tractively bound with ring-type plas- 
tic spine so that it will lie flat when 
open for convenient reference. 


Traubee Products, Inc. 


A new recipe book with instruction 
and cooking time table has just been 
announced by Traubee Products, Inc.. 
924 Bergen St., Brooklyn 16, N. Y. 
Written by Jacques Traubee, presi- 
dent, in cooperation with Cay Hillegas. 
well known home economist, this 4° 
page booklet contains recipes of all 
types and illustrated instructions on 
just how to use the pressure cooker. 


MAY |, 


Alabama Mfg. Co. 


A new display package has been 
announced by the Alabama Mfg. Co., 
Birmingham, Ala. available free of 
charge to all their dealers selling the 
Gem Dandy Electric Churns. It can 
he effectively used in store or window 
display. 


Cornell-Dubilier Electric Corp. 


Answering a growing need by serv- 
icemen, hams and engineers alike, 
Cornell-Dubilier Electric Corp., South 
Plainfield, N. J., has available for free 
distribution, an easy-to-read card list- 
ing army-navy and RMA color codes 
for mica capacitors. By using the 
small pocket chart, only a moment 
is required to determine the capaci- 
tance, tolerance and drift of almost 
any given mica capacitor. 




















SEWING MACHINE PARTS CABINET, 
walnut finish, ten drawers, stocked with 
attachments, alphabetical and numerical 
list for easy identification and quick find- 
ing, is available from Free Sewing Ma- 
chine, Rockford, Ill. 
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RETAIL PRICE 
$/0% 
Here, at last is an iron you can sell without apology—for the 
new DURABILT Automatic Iron Model 10 meets every test. Pro- 
duced by the makers of the famous DURABILT All-purpose Folding 
Iron, this new appliance has been thoroughly tried in the field 
The new DURABILT possesses all the superlatives—it is the lightest, lowest, and accepted by the ultimate consumer—the housewife. 
fastest, and highest powered automatic iron on the market. Weighing only 
three pounds, the new DURABILT is designed for effortless ironing. Low over- 
all height and one-inch shell height afford full vision for every ironing er 
operation. The 1000-watt element heats up to full temperature in just 60 | ee 
seconds and produces heat calibrated exactly for every type of fabric. 1 DURA BIE] 
> you will want thi 
; : ¥ Place your order now with your distril 
mane DURABILT 
ABINET, | Automatic lron Mode! 
ked with 
numerical 
wick find- 
wing Ma- 


WINSTED HARDWARE MANUFACTURING CO. 
WINSTED, CONN. 
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A Quality Product Priced for Volume! 
, Aik These Distributors! 


SCHNEIDERHAHN CO. 


DES MOINES 


APPLIANCE DISTRS. 


INDIANAPOLIS 


MODERN APPLIANCE CO. 


NEW ORLEANS 


KENTUCKY APPLIANCE 


LOUISVILLE 


TWIN STATES DISTR. 


CHARLOTTE, N. C. 


PALMETTO ELECTRIC 


COLUMBIA, S. C. 


LOWDEN & WEISBLY 


DENVER 


ELECTRIC CONTR’S. 


BIRMINGHAM 


WATKINS-COTTRELL CO. 


RICHMOND 


GEO. C. WETHERBEE & CO. 


DETROIT 


BRANCH SALES CORP. 


WORCHESTER & FALL RIVER, MASS. 


VALLEY EQUIPMENT CO. 


CHARLESTON 


KELL’S HOME APPLIANCE 


SWIFTON, ARKANSAS 


CARDBOARD! BELIEVE IT OR NOT! 
Strong enough to hold 3 men—and much 
cheaper than wood, is this floor-type dis- 
play designed for Cory Corp., to hold 
their complete line. 











The Coleman Co., Inc. 


“Design for Better Living” is the 
title of a 24-page, two-color booklet 
offered by the Coleman Company, Inc., 
to hardware and sporting goods deal- 
ers, department and automotive equip- 
ment stores, and others interested in 
the 1947 line of Coleman gasoline ap- 
pliances. The booklet describes and 
illustrates the many uses of gasoline 
lamps, lanterns, irons, burners and 
portable cooking units. An open mar- 
ket line of Coleman oil-fired heaters 
is also described. All are expected to 


GUNTER-JOHNSON be in production in 1947. Copies are 
available from the company at Wichita 
EDW. K. TRYON CO. 1, Kansas. 
PHILADELPHIA 
GENERAL CORP Electromatic Mfg. Co. 
MEAP CLS Electromatic Mfg. Corp. has issued 
a new mat sheet for dealers on their 
UPSTATE DISTRS. cooperative advertising plan. This 
sheet offers a good range of mats, all 
ALLIED APPLIANCE of which are now available. The dis- 
MEMPHIS play ads include full tabloid page, 3- 
col. by 196 lines, 2-col. by 140 lines, 
KEN R. HUMKE CO. 2-col. by 98 lines on both the chair- 
PORTLAND 


side and the table models; 2-col. by 
196 on the bar-radio; 12 1-col. by 23- 
inch ads on the radio-phonograph com- 
binations, as well as a number of mat 
illustrations of the chairside model and 





THOMPSON’S WHLSE. HDWE. 


DALHART, TEXAS 


DALLAS PLICOTE 


DALLAS the portable record player. They are 
available from the company at 88 Uni- 
TOWNLEY METAL versity Pl., New York 3. 
KANSAS CITY 


STRAUS FRANK 


SAN ANTONIO 


PROCTOR DISTR. CO. 


Lustra Corp. of America 


A 4-page illustrated Bulletin, No. 
103, describing four types of light 


HOUSTON bulbs especially designed for rugged- 

duty service where ordinary light bulbs 

BOREN BICYCLE CO. fail to stand up, has just been issued’ 
oes Syee by Lustra Corp. of America, 4 West 
PUGET SUPPLY CO 25th St., New York 10, N. Y. Vibra- 
SEATTLE - tion service lamps with all-flexible 


a 


constryction, rough service lamps with 
flexible 12-anchor filament mounts, 
and Milltype lamps with all-wire 
shock-absorbing filament supports and 
other rugged-duty features are said 
to assure continuously efficient service 
in application ordinarily destructive to 
standard type lamps. 


KILGORE HOME & AUTO 


CABOT, ARKANSAS 
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DISING 


week out... year after year. 


“lll Take The Middleton.” 


THE CHROMALOX 
HEATING UNIT 


gives 

Faster and Better 

Heat Distribution 
makes ironing 

Easier, Smoother 


and Less Tiring 


The Middleton is unconditionally 
guaranteed for one year. . . com- 
plete with cord. Weighs 3% Ibs. 





Modern homemakers want and demand an iron that will 
give honest-to-goodness performance . . . week in and 
SO DO YOU! That's what 
you get in The Middleton . . . dependable performance, plus 
modern style. This is why The Middleton is being acclaimed 
from coast to coast—that is why more dealers are saying: 
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RETAILS FOR 
$9.95 
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PUROZONE 








New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On The Ground Floor with Fastest 
Selling, High-Profit Item in the Field 


The most effective, economical air purifier known to 
science. Sixty-four million homes have been waiting 
for this low-cost, portable unit. 


PUROZONE attacks and eliminates odors nature's 
way. Floods the home with fragrant, purified, moun- 
tain-like air containing 150% more oxygen. Recharges 
stale, used air with vital, health-building PUROZONE 
that actually increases vitality .. . relieves hay fever 
sufferers ... helps prevent colds. 


Low initial cost and minimum operating expense 
(unit actually consumes one-half the current used in 
electric clocks) sells consumer immediately. 


NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS Send for Full Particulars 
on PUROZONE Franchises and Merchandising Plans 


PUROEZONE company 


2438 W. MARQUETTE ROAD CHICAGO 29, ILLINOIS 
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NEW HEAT PAD DISPLAY, announced 
by Casco Products Corp., Bridgeport, 
Conn., permits full view of six new pads, 
and enables retailer to select easily any 
of the pads for demonstration. 








General Electric Co. 


An entertaining educational pro- 
gram, tracing the development of the 
phonograph and the radio-phonograph 
combination over more than half a 
century, has been prepared by the Re- 
ceiver Div. of General Electric Co., 
Bridgeport, Conn. It will be released 
to field offices for public demonstra- 
tions in all parts of the country, Ar- 
thur A. Brandt, general sales manager, 
Electronics Dept., has announced. The 
show, titled “The Evolution of Tone,” 
has been prepared to appeal to all 
types of audiences from school groups 
to business men’s luncheon and dinner 
assemblies. Scripts are being provided 
to make the program of special interest 
also to radio distributors, dealers and 
servicemen. 

Using working models which dem- 
onstrate six of the most significant 
improvements in the art of phono- 
graph and radio-phonograph com- 
bination design since the time of 
Thomas A. Edison, the demonstration 
tunefully follows the progress of 
record-players from the primitive, 
scratchy hand-wound players up to the 
latest General Electric combinations. 
Scripts which are provided with the 
instruments are written to tie-in with 
the songs, dress and political Ameri- 
cana of the periods in which each of the 
phonograph models demonstrated 
gained its popularity. The properties 
for the show will be distributed in 
convenient caravan cases for easy 
handling in transporting the show 
from city to city. 


Kellogg Switchboard & Supply Co. 


Kellogg Switchboard and Supply Co. 
recently issued a new 24-page booklet 
in color, “An X-Ray Story of the 
Kellogg Masterphones”. The outstand- 
ing feature of the booklet is its unique 
method of analyzing and sectioning the 
construction of the company’s new 
1,000 series desk Masterphone with the 
Kellogg Master-Dial by means of a 


series of four transparent over-lay. 


windows. Free copies are available hy 
writing the company at 6650 S. Cicero 
Ave., Chicago 38, Ill. 


American Central Mfg. Corp. 


A new 32-page booklet has just 
been announced by the American Cen- 
tral Mfg. Corp., Connersville, Ind., 
called “American Kitchens Styled in 
Steel”. It contains illustrations and 
floor plans of four basic types of 
kitchens and sketches, diagrams, speci- 
fications and prices on their complete 
line of steel kitchen cabinets. 


Benjamin Electric Mfg. Co. 


A new booklet covering the activi- 
ties of the new Benjamin Laboratory 
has been published by the Benjamin 
Electric Mfg. Co., Des Plaines, III. 
“This booklet,” states R. W. Staud, 
public relations director, “is dedi- 
cated to the science and art of illumina- 
tion and covers and describes the 
laboratory’s electrical section, where 
measurement of electrical characteris- 
tics and experimental work are con- 
ducted; the physical test section which 
includes the Weather-Ometer, Tem- 
perature Control Chamber, Salt Fog 
Machine, Humidity Chamber, and 
other devices for testing lighting 
equipment quality; the photometric 
section where light distribution curves 
are checked; the acoustical test sec- 
tion, model shop and other activities 
of the laboratory. 


The Frink Corp. 


The Frink Corp., Long Island City, 
N. Y., is celebrating its 90th year by 
issuing a 15-page booklet giving a 
review of the history of the company 
in the lighting field. 


Westinghouse Electric Corp. 


The first details on circuits and per- 
formance characteristics of their 
models H-113, H-114, H-116, H-117 
and H-119 has recently been published 
by Westinghouse Electric Corp., Home 
Radio Division, Sunbury, Pa. These 
7 pages of service notes are per- 
forated for use in a loose leaf note- 
book. 
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“FEATURETTES” display consists of 
seven cut-out figures of housewives, each 
one individually designed to point out 
one of seven features of the Premier 
Model "21" cleaner. Easily attached to 
cleaner at actual location of the feature 
it highlights. Available from Premier 
distributors at 75 cents a set. 
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Sales Tip for Profit-Seekers 

it 

= 

a 

n 

d 

of 

l- 

e 

- 

y 

n 

3 

1, 

.. 

= . 

“ SCHICK SHAVEREST 

: OW for complete shaving comfort 

: only $7.95 (retail list price) 
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be Here’s a hint from dollar-wise, profit-wise It holds the shaver safely next to the 

a dealers all over the country — mirror. It shuts off current automatically 
Display Schick Shaverests, with Schick when the shaver is replaced. 

~ Shavers in them, a they can be seen— ae —— up out of children’s SCHICK SUPER 

: And they sell on sight to anyone who owns ; the shaver that “Fits Your Face” 
a Schick Shaver—or to anyone looking Remember—there are millions of men only $18.00 (retail list price) 
for a gift for a Schick user. Better yet— | who own Schick Shavers—which means 
the Shaver and Shaverest together make millions of prospects for Shaverests. ri 
an ideal combination sale. So—get those Shaverests in stock and SCHICK COLONEL 
How come? The Shaverest is a handy on display. They’ll start to sell on sight with the 2-M Hollow-Ground Head 
home for any Schick Shaver ever made— —while you start to ring up sales at only $18.00 (retail list price) 
provides complete shaving comfort from $7.95 each! 
start to finish. 
SCHICK INCORPORATED, STAMFORD, CONNECTICUT 

~ S First with 
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Shaverest—Trademark Schick Inc. 
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The story of Cadillac efficiency 
is being told to the BUYING- 
est women in America. Every 
month millions of home- 
makers—a vast, selected au- 
dience in both urban and rural areas—are 
reading about Cadillac Vacuum Cleaners 

in leading national magazines. Many of 
these prospective customers are in 
YOUR community .. . able to pur- 
chase quality vacuum cleaning equip- 
ment right now ... and ready to buy 
Cadillac when more are available. 


s) 
7 3a 
di - we al [ 
E é 
6, | 


You can sell Cadillac cleaners 
profitably and with confidence. They sell and stay sold, 
The mechanical superiority built into every Cadillac 
machine assures long, trouble-free service and customer 
satisfaction that grows with the years. Made in motor- 
driven brush and cylinder types, Cadillac cleaners are 

today’s biggest value in deep, thorough cleaning. 
Write today for full details about Cadillac’s many 
outstanding features. 









SS 
* 2-speed control: high speed for extracting deeply 
embedded dirt, low for daily surface pickup. 

* Powerful, dynamically balanced motor. 

* Advanced features: accurate nap adjustment; 
dirt-finding pilot light, etc. 

Beautiful HAMMERLOID finish. 

CADILLAC GUARANTEE OF QUALITY. 


DILLAC 


’ Bush NERS, 
oo 


»* 






















































CLEMENTS MFG. 


6666 SOUTH NARRAGANSETT AVENUE 


CHICAGO 38, ILLINOIS 
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BIG, MEDIUM AND LITTLE sized lithographed displays now available to Hoover 
Co., authorized dealers, the largest at half cost and the other two without cost. 


Suitable for store interior or window display. 

















Red Jacket Mfg. Co. 


The Red Jacket Mfg. Co, of 
Davenport, Ia., announces a new 32- 
page Centri-Jet “RC” pump and water 
systems catalog. Just off the press 
this catalog embodies several easy to 
understand copyrighted selection tables 
for all their shallow and deep well 
pumps—plus a number of helpful 
guides and aids in pump installation. 
Copies are available free of charge. 


The Trane Co. 


The story of the growth of the 
Cleveland Pneumatic Tool Co. is told 
in the December-January issue of 
Trane Weather Magic. How the com- 
pany developed from a small manu- 
facturer of electrical equipment tg its 
current status as manufacturer of 
pneumatic equipment and electrical 
products, is told in “Cleveland Pneu- 
matic Offers a Practical Display of 
the Trane Line”. Copies of this story 
may be obtained by writing The 
Trane Co., Weather Magic, La Crosse, 
Wis. 


American Bankers Assn. 


Establishment of a nationwide con- 
sumer instalment financing and col- 
lection service among banks has 
become a reality with the publication 
by the Consumer Credit Committee of 
the American Bankers Assn. of a 
new “Consumer Instalment Lending 
Directory”. This new directory 
brings together for the first time the 
names of approximately 10,000 banks 
located in every section of the United 
States which make instalment loans 
to finance dealers and individual pur- 
chasers of consumer goods and serv- 
ices. More than 7,000 of these banks 
have indicated their readiness to act 
as collecting agents for other banks 
in the servicing of out-of-state loans 
and of “skip” or delinquent accounts. 
The directory of more than 300 pages 
will be available at cost to A.B.A. 


member banks and through them to — 


manufacturers and other customers 
engaged in the financing of durable 
consumer goods and services. 
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National Electronic Mfg. Corp. 


In connection with its expanded 
selling activities, National Electronic 
Mfg. Corp., Long Island City, N. Y., 
makers of auto radio antennas and 
accessories, is offering a new antenna 
display. Finished in five colors, suit- 
able for window or counter, the unit 
is shipped, with four antennas fully 
mounted, ready for immediate use. The 
antennas include side cowl; under- 
hook; single stanchion and fender and 
cowl mount types. Descriptive litera- 
ture and prices available on request. 


Edwin F. Guth Co. 


A new complete catalog has just 
been announced by the Edwin F. Guth 
Co., of St. Louis, Mo. This revised 
Guth catalog No. 44-A covers the en- 
tire Guth line of fluorescent and in- 
candescent lighting equipment, includ- 
ing the latest improvements and new 
additions. It also contains useful in- 
formation on lighting design, accurate 
light-engineering data, with complete 
details and specifications on all the 
products listed. 


Construction Material Div., 
General Electric Co. 


“Wire once—not once a year,” is 
the theme of a new adequate farm 
wiring slide film, “Wired for Life,” 
which has just been released by the 
Construction Material Divisions of 
the General Electric Co., Bridgeport 
2, Conn. The film is no highly tech- 
nical report for electricians on how to 
wire a farm, but is a practical, down- 
to-earth story for farm audiences tell- 
ing why they should insist on suffi- 
cient wiring, quality materials and 
proper current distribution when they 
electrify their farms. Of interest to 
4-H clubs, granges and other farm 
organizations, as well as utilities and 
agricultural schools, the slide film may 
be purchased at $25.00 a copy. Fur- 
ther information is available through 
the managers of the Construction 
Material Divisions’ district sales 
offices, or through the Advertising 
Division, A & M Department. 
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FUNNEL Ba tess SALES 
YOUR WAY WITH 


THE CHICAGO TRIBUNE’S 
SELECTIVE AREA 
ADVERTISING 

PLAN 


You'll get faster results . . . more sales . . . in the multi-million dollar Chicago Faster results stem from this plan. Using if, 
Market using the Tribune’s Selective Area Advertising Plan. you can get the jump on competition and get 
This new, flexible plan gives you, your distributors and your dealers the kind of maximum benefit from the significant facts re- 
campaign you all want vealed in the Tribune’s Durable Goods Study ... 


one of the most comprehensive analyses ever 
EACH DEALER GETS YOU GET 


made among consumers in the Great Chicago 
l Selective coverage of his local market i Better identification of your local outlets Market. 


Tol how this pl - 

2 Prominent display of his name and location 2 Enthusiastic dealer support , hiss st sor 6a pares a 
cific needs, write your nearest Tribune repre- 

3 The low rate of just 2%c a line! 3 Advertising that pays off right away! sentative, as shown below. 


|H. N. King, Chicago Tribune 


4 A 4 {310 Tribune Tower, Chi 1 
You can reach 63.4% of the $414,757,552 icago ri une ane ee, Come ? 


home appliance volume in the Great Chicago E. P. Struhsacker, Chicago Tribune 


220 E..42nd St., New York City 17 
Market when you place your message before The Wbartds Qreatest Newspaper 


. Fitzpatrick & Chamberlin 
Tribune-reading families. Tribune rates per line 


155 Montgomery St., San Francisco 4 
per 100,000 circulation are among the lowest February. average net paid total circulation: W. E. Bates, Chicago Tribune 


in America. : Daily, over 1,040,000; Sunday, over 1,500,000 Penobscot Building; Detroit 26 
7 ” 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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“BIG SPACE” NATIONAL ADVERTISING 


Reaching regularly into more than 6,725,000 
homes with compelling half and quarter-pages in 
The Saturday Evening Post and Better Homes and 
Gardens. Building ever-greater acceptance among 
54,882 dealers, distributors and others in the trade 
with full, half and three-quarter pages in leading 
trade publications. 





POWERFUL PROFIT PROMOTION FOR DEALERS 


Helping you take advantage of the richest ventilat- 
ing fan market on record with a big, new news- 
paper campaign for local use . . . point-of-sale dis- 
plays . . . folders, leaflets, envelope stuffers .. . 
scripts for local radio commercials . . . and many 
others. Plus free, 48-page Selection and Installa- 
tion Manual to make every home, commercial or 
industrial installation a success. 





A PRODUCT COMPLETELY “PACKAGED” FOR EASY INSTALLATION 


A Silent Breeze ‘first’ —a “natural” for the big home market. In- * 
cludes a// the fan sizes and automatic accessories you need for any 
residential installation: 

SILENT BREEZE FAN— Modernly designed and ruggedly built. Whisper- 
quiet and economical in operation. 

SUCTION CHAMBER— Provides a leakproof, sound-absorbing enclosure 
between fan and shutter or grille. Prefabricated in four panels for 
easy assembly. : 

COMFORTROL—Precision time switch for completely automatic fan 
es AUTOMATIC CEILING SHUTTER—Opens 
when fan comes on, closes when 
it is shut off. Latest flush-type design. 










(Automatic outlet shutter available 
for sidewall installation when suction 
chamber is not used.) 


Cutaway view 
sowing automatic 
ceiling shutter. 


VENTILATING FANS 


+ Al A 
WiTH A i 


NG “'lOn i 
. 


Put These Tt-22 Big Profit-Makers to Work for “ou Now! 
Write 


VE 5 
‘Tilation 5 S co0' 


LU 









Holcom!: & Hoke Mfg. Co., Inc., 1549 Van Buren St. eet, Indianapolis 7, ind. | 
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ELECTRONIC BEAN HOLE: Something of a shock for old New Englanders who 


were accustomed to having their baked beans cooked for hours in a hole in the 
ground is Raytheon's new Radarange, the first commercial installation of which was 
made at the Dorchester store of the United Farmers Cooperative Creamery Assn. 
Here Charles Paino, executive of the association (right), gives a bean meal cooked 
in 45 seconds to Arthur E. Welch, Raytheon Mfg. Co.'s sales manager. 


Raytheon Installs 
First Radaranges 


Massachusetts, home of the Ray- 
theon Manufacturing Co., seems to be 
getting the break on Raytheon’s new 
Radarange with three commercial in- 
stallations in restaurants in Dorchester, 
Brookline, and Norwood. 

The company’s first commercial in- 
stallation was made in the United 
Farmers store, Codman Square, Dor- 
chester, with subsequent installations 
in the Sun Spot restaurant in Brook- 
line and the Aero Snack Bar at the 
Norwood Airport. 

Radarange, the heart of which is a 
magnetron tube, cooks food elec- 
tronically, turning out hamburgers in 
20 seconds, frankfurters in 10 seconds. 
Cooked in a flash at the United Farm- 
ers store are steak dinners, hot pas- 
trami, chop suey, macaroni, spaghetti 
and meat balls, beef stew, and other 
foods. 


Paino's Testimonial 


Charles Paino, head of United 
Farmers- and former president of the 
National Association of Retail Ice 
Cream Manufacturers, said, “I have 
spent almost three months working 
with Raytheon engineers, testing, pre- 
paring, and covering every aspect of 
the eventual serving of foods cooked 
electronically on the Radarange. In 
this short time I have discovered that 
people in general much prefer the 
electronic method of preparing and 
serving food. It has speeded up our 
operation to where we are now in a 
position to handle at least three times 
the number of customers in the same 
amount of time, thus reducing the 
waiting time by 80 percent. From an 
economic standpoint this is most im- 
portant because during the rush hours 
we can serve three times as many 
customers as was formerly possible. 
As soon as the Radaranges are avail- 
able, we will have them installed in 
the other seven United Farmers 
stores.” 

According to Raytheon, the initial 
installations are only the forerunners 
of many hundreds of other restaurants 
in New England which will be 
equipped with Radarange. 
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Marguerite Fenner Awarded 
Home Economist Plaque 


Because the Pacific Gas & Electric 
Co. in 1946 had, in the judgment of 
McCalls Magazine, the most outstand- 
ing home service program among the 
nation’s utility companies, Miss Mar- 
guerite Fenner, director of P. G. and 
E.’s home economics department, was 





MARGUERITE FENNER 


recently presented with the Laura 
McCall plaque and a $150 U. S. Sav- 
ings Bond. Miss Fenner received the 
award at the annual sales conference 
of the Edison Electric Institute on 
April 2 (see p. 105). She directs 14 
home economists who carry out the 
home service program of the utility in 
central and northern California. Their 
activities include instructing women 
in kitchen planning, food preservation, 
cooking methods, laundering, house- 
cleaning, decoration and proper use 
of household appliances, and conduct- 
ing community cooking schools. 

One feature of the company’s home 
service program is syndication of 
“Homemaking Today,” a column pub- 
lished weekly in 173 California news- 
papers. 

Miss Fenner has been a public utility 
home economist for 14 years. She was 
P. G. and E.'s Sacramento division 
representative for six years before be- 
coming director of te department in 
1944. 
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General Electric Automatic Blankets 











‘ are winter items that sell in spring 
and summer, too! Feature them for 
Mother’s Day, Father’s Day, for 
j June brides, for birthdays, anni- 
versary gifts! 
f 
e 
d 
s 
Comm JUNE or January, General Electric’s famous Automatic 
Sleeping Comfort is an A-No. | seller. 
Don’t miss out on the summer sales opportunity it gives you. 
Right now, for instance, you could feature this wonderful 
Automatic Blanket as a Mother’s Day gift—or for a June bride 
promotion. 

And, of course, every month in the year there are 
birthdays, anniversaries, special days that will 
bring customers in. (Remember what a terrific gift 

tem it was last Christmas!) 

No matter what time of the year it is, there is no 
more welcome gift than Automatic Sleeping Comfort! 

Already, more than 250,000 enthusiastic people own General 
- Electric Automatic Blankets—and many more are interested. 
v- 
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WAIT / Dont put those blankets away! 


~~" GENERAL @ ELECTRIC 

















MOTHERS 3, 


They read about them in leading, big-circulation 
magazines—and they want this new, cozy way to 
sleep under one feather-light covering, no matter 
how the temperature dips. 





So instead of putting those automatic blankets aside for the 
summer, put them out in front! See if you aren’t rewarded with 
plenty of extra sales! General Electric Company, Appliance and 
Merchandise Department, Bridgeport 2, Conn. 


Remember, only General Electric has the Two- 
Control Automatic Blanket—a natural for wedding or anni- 
versary gifts. Two controls, one for each half of blanket, func- 
tion independently. Husband and wife can each select favorite 


sleeping temperature. 
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CHROMALOX 


RANGE UNIT REPLACEMENT 


CATALOG 


/Here, in one package, you'll find exactly the right 








replacement range units for servicing all makes and 
sizes of electric ranges. 

CHROMALOX Triangular, Superspeed, and 
Heatflo Units—and the complete stock of Adaptor 
Rings—are clearly and simply listed for quick selection. 

Send for your Catalog today. See for yourself why 
CHROMALOX comes out ahead on every count... 
extra 








faster installation . . . easier servicing . . . 


profits... and greater customer acceptance. 






Prompt Delivery on All Types and Sizes. 





REQUEST 
(ae 
There = 

Mo thepf 


on new ranges and for replacement 


xX 












EDWIN Ll. WIEGAND COMPANY - 
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EDWIN L. WIEGAND COMPANY 
7525 Themes Boulevard, Pittsburgh 8, Pa. 
REPLACEMENT CATALOG RU-47. 
Name .°.. 
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Please send me my free copy of the new CHROMALOX RANGE UNIT 


TEP TTT COREE EOCEE tC Cette tr 





means Ebi Cooking at its Best! RC-22 


7525 THOMAS BOULEVARD + PITTSBURGH 8, PA, 


ee ee 





Cabaret Tax on Telesets 
Stirs Protests by RMA 


Bond Geddes, executive vice-presi- 
dent of the Radio Manufacturers As- 
sociation, has formally requested the 
Bureau of Internal Revenue to exempt 
television receivers from the 20 per- 
cent cabaret tax on receivers operated 
in hotel lobbies, taverns, cocktail 
rooms, etc., in a letter addressed to 
Charles J. Valaer, Acting Deputy 
Commissioner of the Bureau. 

Mr. Geddes said in part: “I wish 
to formally request and urge a ruling 
for exemption of television receivers 
from the provisions of Section 1700-E 
of the Internal Revenue Code, and 
provide for exemption of television re- 
ceivers from the 20 percent cabaret or 
“amusement” excise tax. 

“Many manufacturers of our As- 
sociation, over two decades, have in- 
vested many millions of dollars in 
development of this new television in- 
dustry. A serious setback would be 
given by a ruling, which we under- 
stand has been under consideration, to 
subject television receivers in public 
places to the 20 percent cabaret tax, 
by erroneous consideration as ‘amuse- 
ment’ devices. Entertainment is only 
one of television’s many services, which 
include education, information, religion 
and other public affairs and functions.” 

Mr. Geddes also pointed out: that 
it would be unfair to tax television 
since juke boxes and radios installed 
in public places are free from the 20 
percent tax. Also, he declared, since 
television is on for only a few hours 
a day, it would be administratively 
difficult and obviously discriminatory 
to impose the 20 percent tax on a 
whole day’s receipts of a public place 
showing television such as a, tavern or 
hotel lobby. 


Leonard Sells Sales 
In 17 Easy Lessons 


As easy to take as vitamin pills are 
the 17 little booklets—product of the 
humorous genius of Don Herold— 
which have recently been issued by 
the Leonard Division of Nash-Kel- 
vinator Corp. to help salesmen im- 
prove their abilities. According to 
the company, the booklets comprise 
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DESTROYED by a next door explosion, above is all that was left of the factory of 





a “sugar-coated course in modern 
appliance selling.” 

All of the titles in the list are writ- 
ten and illustrated with cartoons by 
Don Herold. Included are: Selling, 
These Dizzy Days; Salesmen Make 
America Tick; Sales Don’t Just 
Happen—They’re Built; Steps to Ap- 
pliance Sales; Personality in Appli- 
ance Selling; The 11 Sails of Sales- 
manship; Life Story of Leonard; 
What Makes a Refrigerator Refrig- 
erate? Why Does Anybody Want an 
Electric Refrigerator?; How They 
Build Leonard Refrigerators; Cold 
Sales Slants on the Leonard Re- 
frigerator; An All-Time High in 
Refrigerator Design — Hi-Humid; 
Why People Want Home Freezers; 
Nailing the Sales of the Leonard 
Freezer; “Gladvantages” of Electric 
Cooking; How Leonard Electric 
Ranges are Built; Hot Sales Slants 
on the Leonard Range. 


Explosion Wrecks 
Glomaster Plant 


The explosion of chemicals in an 
electro-plating plant next door to the 
Firan Co., manufacturers of the Glo- 
master portable electric heater, re- 
duced the company’s plant to rubble, 
distributed its executives and em- 
ployees over the neighborhood, as part 
of the force that destroyed a full block 
of buildings, killed 11 people and in- 
jured 300 others. 

Although the Firan plant and the 
neighboring buildings resembled a 
scene from the areas of air bombard- 
ment in Europe, rio one was injured 
seriously. Raymond L. Fitch, co- 
owner with R. E. Anderson, was in 
his office interviewing a supplier. A 
few moments later Mr. Fitch crawled 
through the door out of a house 
more than 50 feet away. The sup- 
plier was getting up from the curb 
at the street. They had been car- 
ried through space that a second be- 
fore had been blocked by two brick 
walls. 

Before the rubble could be cleared, 
the Firan Co. owners were negotiat- 
ing for new space to continue manu- 
facturing the Glomaster heater. Said 
Mr. Fitch: “We were growing rap- 
idly, hut we never expected such sud- 
den expansion!” 


the 


Firan Company, Los Angeles, electrical heater manufacturers. The explosion de- 
stroyed a full block, killed 11 people, injured 300 others. 


MAY 1, 1947—ELECTRICAL MERCHANDISING 





ES a 


he 














SERVICE WORRIES [> 
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No switches, valves or other moving parts to get out of order. 
Dependable service guaranteed by sound engineering and 
top-quality production. Every sale means another lifetime sat- 


isfied customer. 


CLEAN, HEALTHY, THRIFI 
A HEAT from ao WALL PLU 













a 
Here’s the Secret of figs 


Over-all Superiority! 





Only Electresteem offers dual S ca, - 


steam heating at no extra cost. ; eo 
It provides forced steam heating eS 








through pressure jets in all eight Re 
sections PLUS turbulent steam Rife fae 
boiler heating from the patented Me 
Electresteem boiler. That’s why it - \\\ aan 
throws man-size heat on a midg- SXMNSE 
et consumption of electricity. ‘ 1 1 








ELECTRIC STEAM RADIATOR CORP. 


NUMBER ONE ELECTRIC AVENUE 


Electric Steam Radiator Company of Canada, Ltd., Windsor ° 
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Only %” 


of 
water is heated 


| at a time, fed 


from main body 
of water at boil- 
er bottom. Boil- 


- ing water is 


shot into radia- 
tor with water 


_ bubble broken 


above water 
line, creating 
hotter steam. 


- Boiling water 
_. in turbulent ac- 


tion combines 
the two most 
efficient steam 
heating meth- 
ods in one unit. 


HOW TO GIVE YOUR CUSTOMERS 


RECOMMEND AND SELL 


lectresteem 


Reg. U. S. Pat. Off. 


PORTABLE STEAM RADIATORS 


The “easy money” days are over .. . and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heating units. No 
wonder you stay “On the Profit Beam with Electresteem!” 


ilies $ 3 ] ’ . 


Light-weight, sturdy steel construction. Handsomely fin- 
ished. Easy to carry with convenient handle. Operates 
on AC or DC current. Ideal for nursery, bathroom, rec- 
reation room or other hard-to-heat areas. 


PARIS KENTUCKY 












Also Manufacturers of Electresteem Bottle Warmers, Sterilizers, Electric Servants for Baby 
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APARTMENTS TRAILERS ; PORCHES 
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»++ THEY WILL ALL WANT A 
sg¢ ELECTRIC STOVE 


All the efficiency of a full-sized electric range is packed into the attractive, 
portable Gill Electric Stove. It cooks a complete dinner at once — bakes, 
roasts, broils, frys, yet needs little space. 221/2" x 1214" x 814". Approxi- 
mately 11 Ibs. 110-120 volts. 200-1650 watts. Model G 175-AC. Model 
GS 180-DC. Write for discount information. 


@ STAINLESS STEEL TOP @ ALUMINUM SIDES 
@ ADJUSTABLE HEAT CONTROL @ BROILER-OVEN 
@ MAR-PROOF FEET @ NATIONALLY ADVERTISED 


With two convenient accessories— 
THE GILL GRIDDLE 


A heavy duty, cast aluminum griddle 
that can last a lifetime. Detachable 
handle permits use in oven. 


DRIP PAN AND GRILL 


Sheet aluminum drip pan with wire 
grill for broiling or general cooking. 


GILL 
UTILITY TABLE 
Perfect for the Gill Stove anywhere. 
Stainless steel top, aluminum legs. 
Adjustable to 3 convenient heights. 


Portable, approx. 16 lbs. Top 20 in. 
by 36 in. 


4 ELECTRIC STOVE 


_| GILL ELECTRIC MFG. CORP. 


REDLANDS, CALIFORNIA - 


“Quality electrical products since 1920” 
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FLOURISHING TRADE: Recent vote counting by a thriving trade association, the 
Vacuum Cleaner Manufacturers Association Grandfathers Club, resulted in the nam- 
ing of C. G. Frantz, Apex head, as president, by virtue of six grandchildren. Just 
qualified is Joseph H. Nuffer, right, president of the Air-Way Electric Appliance 
Corp. Two-time member, Carl S. Fetzer, Scott & Fetzer vice-president, watches 
from the left. The only other member of the club, Thomas Kelly, manager of dealer 
relations for the Hoover Co., was not present, despite the fact that he is runner-up 
for the presidency with three grandchildren. 


WELCOME to the recent symposium on portable lamp material and market situa- 
tion is extended at the G-E Lighting Institute by Mary Bucklacher and L. C. Kent 
(right), director of the Institute, to L. C. Doane, the Sight-Light Corp. Questions 
discussed at the conference by 150 representatives of portable lamp makers were the 
availability of parts; markets for department stores, utilities, wholesalers, and furni- 
ture stores; manufacturers’ problems; the expanded program of the Better-Light, 
Better-Sight Bureau. 


eas 


POINTING WITH PRIDE: Cause for celebration recently was the |'4 millionth 
range coming off Hotpoint's production line, and here we see H. E. Kenitz (left) 
manufacturing manager, receiving a hearty handshake from James J. Nance, newly 
elected president, Hotpoint, Inc. Shown at the right is J. C. Sharp, vice-president 
of engineering and designer of the new appliance. 
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Rural electrical dealers know this. Asked what rural 
magazine would be most effective, from an advertis- 
ing standpoint, in helping them sell their prospects 


they chose Country Gentleman better 
than 212 to 1 
Advertisers know this. They invest more advertising 


dollars in Country Gentleman than in any other 
farm magazine. 
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ROFIT WITH PROGRESS 


The IN-SINK:- ERATOR method of garbage disposal has come 
into its own. Years of successful consumer use has proved 
its utility, its durability . . . its downright convenience for 
every home. Consumer demand for the sanitary disposal of 
food waste has zoomed to the point where volume sales 
for IN-SINK-ERATOR dealers are assured. It’s time to get on 
the bandwagon . . . today . .. with .... IN-SINK-ERATOR 
. YOUR CHANCE FOR PROFIT WITH PROGRESS. 


BACKED WITH HELPS... 


Merchandising plans for IN-SINK-ERATOR dealers 
include colorful mailers that help you sell... 
newspaper ad mats that will bring customers to 
your display rooms . . . national consumer ad- 
vertising that creates the desire to buy and own 
IN*SINK- ERATOR. 


PACKED WITH APPEAL... 


IN-SINK-ERATOR sells itself. More exclusive 

















features than any other disposal unit. . . Smart, 
streamlined design . . . White finish . .. Compact 
. Continuous feeding . . . Self cleansing 


. Reversible acting rotor shredder . . . and 
best of all . . . IN-SINK-ERATOR has been... 





PRATOR 


(222 wes J 


IN- SIN 


MFG. 


RACINE, WISCONSIN 
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DEEPFREEZE DRAMA: A few in the cast of characters participating in the recent 


presentation of new deepfreeze home freezers to southern distributors are, left to 


right: W. R. Brower, Consolidated Gas & Equipment Co., Plainview, Texas; B. C. 
Karcher, Southern Equipment Co., San Antonio; Earl L. Boehler, J. A. Walsh & Co., 
Houston; W. M. Grounds, Consolidated Gas & Equipment Co.; John P. Strange, 
Deepfreeze district manager in Dallas; and J. J. Shea, Lone Star Wholesalers, Dallas. 


Southern Distributors 
See New Deepfreezes 


Deepfreeze recently presented its 
new models of home freezers to south- 
ern distributors in a series of meet- 
ings which drew capacity audiences 
and brought forth confidence that 
sales would reach new highs. The 
opening gong in Atianta, Ga., brought 
representatives from as far west as 
Texas and Oklahoma and from Vir- 
ginia to Florida. 

Thoben Elrod, southern regional 
sales manager, sponsored the Atlanta 
meeting, with John Strange, Dallas, 
Texas, district sales manager, coor- 
dinating. From the home office were 
G. H. “Rock” Smith, vice-president 
and general sales manager; F. F. 
Duggan, general sales manager; R. V. 
Newbell, advertising manager; and 
Geraldine Corman, director of home 
economics, to give representatives the 
Deepfreeze sales, promotion and ad- 
vertising program, which will be 
national in character backed by a co- 
ordinated local program in all sales 
territories. 


National Price Structure 


Deepfreeze has gone national in its 
prices with the A-5 model to retail 
at $259.95, the B-10 model at $379.50, 
and the C-10 deluxe at $439.50. The 
B-10 is a standard model stripped 
of its deluxe features for the farm 
trade. The company is featuring 
larger capacity in all models at a 
lower cost than last year. 

Deepfreeze will use the advertising 
slogan “An Invitation to Better Liv- 
ing” and will stress to housewives that 
it is not “Can I afford to own a Deep- 
freeze home freezer?” but “Can I af- 
ford NOT to own a Deepfreeze home 
freezer?” Basis of argument is a de- 
tailed cost list for a ten year period 
which shows up considerably less than 
actual savings. An investment of 10 
cents per day yields an actual cash 
return of 21 cents by Deepfreeze’s cal- 
culations on an A-5 model for an aver- 
age family. 

The company is offering distributors 
and dealers a planned advertising pro- 
gram package consisting of newspaper, 
billboard and strip ads and a radio 
script. Selling will stress convenience, 
economy and home service. 


MAY a. 











They're Even Nice to the 
ThievesWho Robbed Them 


To the uninvited, unmasked and 
unwelcome thieves who visited the 
premises of Philco Distributors, New 
Orleans, La., the company addressed 
this good will maintaining advertise- 
ment in a local newspaper: 


To the Thieves 
Who Robbed Our Store 


While your profession is a de- 
plorable one, and you should mend 
your ways without hesitation, we 
know that you recognize good 
merchandise when you “ply your 
trade.” The fact that you selected 
the famous Model 1201 Philco 
Record-in-slot Radio Phonographs, 
proves our point. It also tells us 
that you must be a Bing Crosby 
fan, because the Model 1201 Philco 
is the model that he has been 
recommending to his listeners. 

You should have seen a Philco 
dealer and given him your order, 
because deliveries to the dealers of 
Model 1201 have increased consid- 
erably of late. To get one in a 
hurry would not necessitate steal- 
ing. The dealer most likely would 
have one for immediate delivery. 

Get right, fellows—You are go- 
ing to wind up in the morgue in 
your dangerous trade, and not have 
the pleasure of your Philco 1201. 











J. S. Darcy, Seth Thomas 
General Manager, Dies Suddenly 


Announcement of the death of James 
Stevens Darcy, general manager of 
Seth Thomas clocks, Thomaston, 
Conn., comes from the company. Mr. 
Darcy joined the General Time In- 
struments Corp. in 1934 as head of the 
auto clock and industrial sales depart- 
ment of the Westclox division. He 
later became general manager of 
Seth Thomas, and also a vice-president 
and director of General Time. His 
death at the age of 42 was the result 
of a sudden heart attack. 
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Over 2,000 lines of appliances, house- 
wares and home furnishings are on 
display every business day through- 
out the year-—in The Merchandise 
Mart. This is by far the largest con- 
centration of allied lines under one 
roof in all the world. 


Since a high percentage of the 
style-creating leaders—the companies 
who set the trends in popular demand 
—are among The Merchandise Mart’s 
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WORLD’S BIGGEST BUYING CENTER 


exhibitors, buyers find market-time 
visits to this great building especially 
helpful in formulating their next 
season’s buying and merchandising 
program. And more so than ever at 
this critical “transition time.” 


In addition, buyers appreciate the 
many conveniences and special facil- 
ities offered by a building such as this, 
engineered, built and maintained to 
facilitate efficient, productive buying. 


THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 


CHICAGO 
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No question about it, you 
have a real sales advantage when your prod- 
ucts are insulated with Fiberglas*—be they 
home freezers, commercial cabinets, or smart 
new frozen-food shopping bags as shown above. 

Long the first-choice insulation in ranges, 
refrigerators, water heaters, commercial cab- 


OWENS-CORNING 


‘IBERGLAS 


*FIBERGLAS is the trade mark (Reg. U. S. Pat. Off.) 
of a variety of products made of or with glass 
fibers by Owens-Corning Fiberglas Corporation. 
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Easily demonstrated advantages 


of FIBERGLAS insulation 








inets and coolers, Fiberglas is also used today 
in blankets, hunting jackets, numerous other 
“consumer” items. Never before has an insu- 
lation material been so well, nor so favorably, 
known to the buying public. 

This is something to remember—and to 
act on this next year. Use Fiberglas in your 
selling as well as your products. Put a 
“Fiberglas-insulated” seal on your equip- 
ment ...or mention “Fiberglas” by name in 
your own tags and literature. Mention it also 
in your advertising. Tell and sell with Fiberglas! 


THERMAL INSULATION 








RMA Continues Battle 
Against 10% Excise Tax 


Letters to all members of the Radio 
Manufacturers Asociation, the FM 
broadcasting industry, and the AM 
broadcasting industry were sent out 
recently by Joseph Gerl, chairman of 
the RMA’s excise tax committee, in 
an effort to bolster the industry’s cam- 
paign to remove or reduce the 10 per- 
cent excise tax on radios (EM, Feb. 1, 
’47, p. 124). 

“Despite the newspaper reports,” 
said Mr. Gerl’s letter to RMA mem- 
bers, “the excise tax matter is not 
dead. There is some chance that we 
may be able to have it reduced to five 
percent, or perhaps have it reduced on 
the ‘poor man’s radio’, or have it 
removed from component parts and 
certain types of commercial and in- 
dustrial and aviation radios.” 

The RMA has taken the position 
that it prefers a reduction in excise 
taxes to one in income taxes, based on 
a belief that it is in the best interests 
of the industry to have a decrease in 
prices rather than a decrease in in- 
come taxes. The radio producers feel 
that they can sell more radios if 
prices are lowered by the removal of 
the excise tax. 


Important to Broadcasters 


As far as the broadcasters are con- 
cerned, says the committee, lower 
prices for radios mean a larger listen- 
ing audience. The committee claims 
that the RMA’s “radio in every room 
promotion,” for which $50,000 has been 
allocated, cannot be a thorough suc- 
cess under the burden of the present 
excise tax. As far as FM broad- 
casters are concerned, they are most 
anxious to see more and cheaper FM 
sets on the market. The committee 
cited the excise tax as one of the de- 
terrents, along with production diffi- 
culties, to a large volume of FM re- 
ceivers. 

“We are interested in removing 
these taxes,” said a committee spokes- 
man, “because they are a deterrent to 
sales; they hold prices up and dis- 
courage customers. As far as the 
broadcasters are concerned, these 
taxes delay the expansion of the listen- 
ing audience. We therefore urge every 
broadcasting executive to write (1) 
to a member of the House Ways and 
Means Committee and the Senate 
Finance Committee to plead for elim- 
ination or reduction of the manufac- 
turer’s excise tax on radios, and (2) 
to write to his own representative and 
senator presenting the same point.” 


Export Firm Set Up For 
Small Appliance Makers 


Smaller electrical appliance manu- 
facturers will get a chance to compete 
abroad with the big appliance firms— 
this is the promise of Dussi-Wallace 
and Co., New York export firm which 
is going abroad with a full line of 
appliances assembled from a large 
number of non-competing domestic 
manufacturers. Main difficulty in the 
past has been in organizing and pro- 
moting isolated. appliance products 
abroad, which was made prohibitive 
by limited sales volume. However, 
under its proposed organization, Dussi- 
Wallace sees no reason why foreign 
representatives cannot “set up effec- 
tive sales organizations, establish 
showrooms, provide service and ag- 
gressively promote the entire line.” 
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FREE with every purchase 
of 24 or more filters. 





| FREE 36-unit 
| dispensing display. Customers just can’t miss these colorful, eye-catching 


counter displays! They're traffic stoppers in any store—sure 


to make Silex Lox-in glass filters fairly fly off your shelves! 





“es 
RE Eile te Ea ca SE Mag nt Sea es A ESTEE a 


WHY CUSTOMERS PREFER THE SILEX LOX-IN GLASS FILTER! 
ONLY GLASS FILTER THAT LOCKS IN! 











iad Stays in place, can’t bob up, can’t fall / Works perfectly every time! 
es sch aipaiaiinn breakage of upper bowls! 









yee clearer coffee than other nF ie Silex and most other 


clothless filters...by actual test! vacuum type coffee makers! 


COOPERATIVE ADVERTISING! The Silex Company will share with the 
dealer the cost of filter advertising in local newspapers. Ask your distribu- 


tor for free consumer folders, newspaper mats and suggested radio spots. 


“ FILEeX”’ 


Trademark Registered U S. Pat. Off. 


HARTFORD 2, CONNECTICUT e ST. JOHNS, P. Q@., CANADA 
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> The BUILDER! 


\ 
\ He'll be the biggest buyer of 


maior appliances in the next 10 years! 





To you electrical appliance dealers, he's a mighty important factor. He 
builds and sells the complete home package. He advises his clients on 
equipping new homes with the latest in modern appliances, and he shows 
how easy it is to include these appliances in the full purchase price. 


And remember, HE, and he alone, decides what make of range, refrigera- 
tor, built-in-home laundry or dishwasher sink should go into the homes he 
builds and sells. 


There are 60,000 active builders today—readers of PRACTICAL BUILDER 
—who build entire communities, single dwellings, large apartment projects 
for sale or for their own investment. Into every project, large or small, he 
installs the very latest, the best known appliances, because the better 
known products help the builder sell or rent the units he builds. 


In 90°%, of all residential building, the decision of the builder is FINAL. 
There are no architects—no other factors to complicate your selling effort. 
You deal with ONE man—the builder—who for the next 10 years will be 
the biggest buyer of major appliances. He's a volume buyer—he's your 
best customer. 


You get first crack at him on every building job. You have the finest 
opportunity, through appliances, to render him greater service. Through 
the builder, your individual sales will be larger—your profits greater. 


e “How-to-Do-If’ Paper 


| (PRACTICAL 


We =1| (80) 4. 


fost cuttowrl 


THIS MESSAGE is addressed to you by the publishers 
of the building industry's leading contractor-builder 
magazine—PRACTICAL BUILDER—in the interest of 
bringing you and your builder customer closer to- 
gether for your mutual profit. 





5 SOUTH WABASH AVE. 


“Leads Editorially” 


CHICAGO 3, ILL. 


MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 
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G-E Supply Announces 
Video Dealer Policy 


General Electric television receivers 
will be serviced by the selling dealer 
or by a  factory-approved service 
agency under two plans announced 
recently by the General Electric Sup- 
ply Corp. of Hartford, Conn. 

David H. Fisher, radio sales mana- 
ger of GESCO in Connecticut, pre- 
sented the new direct view model 801 
teleceiver at a meeting in March to 
Connecticut dealers and outlined the 
company’s method ef distribution. 
Stressing the need for adequate serv- 
ice facilities on the part of dealers, 
Mr. Fisher explained that G-E plans 
for two types of dealerships as fol- 
lows: 

First, the servicing dealer, the type 
of retail organization which has com- 
plete shop facilities as approved by 
General Electric television engineers, 
and, most important, which is staffed 
by technical service personnel, ad- 
judged proficient to handle completely 
the installation and service of General 
Electric television receivers in the 
field. Second, the non-service dealer 
will be the type of retail outlet which 
does not at the moment qualify as 
above but will act solely in the ca- 
pacity of a sales agency. In this case, 
however, a factory approved servicing 
agency will be provided to handle the 
installation and service in conformity 
with the consumer service contract. 

Mr. Fisher said that the first deal- 
erships in Connecticut will be in the 
servicing-dealer category. These will 
be augmented by more dealers as fast 
as more merchandise becomes avail- 
able. Only present standard line G-E 
radio dealers will be considered as 
television dealers, he added. 


Vancouver Appliance Sales 
Broke All Records in 1946 


1939 was toppled from its lofty perch 
as the record year for appliance sales 
in the greater Vancouver, B. C., area 
with recent announcements that 1946 
had set records of its own, outstrip- 
ping sales in the last pre-war year. 
Reports from dealers were analyzed by 
the British Columbia Electric Railway 
Co. to show that where in 1939 elec- 
tric range sales reached 939, a total 
of 1,730 ranges were sold in 1946. 
Automatic electric water heaters 
reached a sales peak of 70 in 1939 
as compared with 1,015 units in 1946. 

Sales of 1,894 refrigerators were 
recorded in 1939, a slightly smaller fig- 
ure than 1946’s 2,180. 1946 radio sales 
were 20,847, compared with 11,163 in 
1939. Vacuum cleaners jumped from 
798 to 2,498. Washing machines 
showed a gain from 2,912 to 3,914. 
The only appliance reported as show- 
ing a decrease in sales in 1946 from 
the 1939 total was the ironer which 
only chalked up 60 sales this past year 
as against 118 in the big pre-war year. 


Former Westinghouse 
Executive Dies at 74 


John Stewart Tritle, 74, retired 
vice-president and general manager of 
Westinghouse Electric Manufacturing 
Co., died March 7 at a hotel in St. 
Petersburg, Fla. Mr. Tritle, who was 
vacationing from his home in St. Louis 
at the time of his death, had been 
connected with Westinghouse during 
most of his adult life, serving in St. 
Louis, Mansfield, and Pittsburgh. 
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worlds pansest * ‘ Pe ™ J 419-95 
—— eS of oy titicanitinsinel STANDARD MODEL Without Jar $16.95 
\\ . 7 E wht \ wt EARME - and adjustable 
ys ROVERTTS aun THE PROS # cgi? Suncewees | GEM M DAN DY 
yRnnt yERY ~ Electric Chum, ae ol 
ron att panctTONtll Ty at comet AN ee ae ELEL TRY 
REA RAL wo 6’a ‘Gem Dand Blecufe hone eaters ‘ei 
Aud RO NN ise day at your nase ols or electrical Bit sath dea- 4 H U R N 
enthusiastic farm..:ler. If you can’t find a Gem Dandy dealer, write . 
CHURNS WHILE YOU REST 
























@ Sives youn Tee Ano MONEY, Too 
CHORELESS CHURNING 


IS THE THING FOR You 


/ DELUXE MODEL 


Without Jar 













Ing butter this modern, workless way: 
ith Gem Dandy Electric Churn. Lightweight, ser on por a : penne Comraes 





Get “hot” with 
S Everhot 





@ The same specialized skill and 


long experience that give Everhot 





Roaster-Ovens so many exclusive 


The Everhot Roasterette 

features of value and convenience harmonizes with the 
most distinctive table 

appointments. Food is 
both cooked and served 


in this utensil. 


have been applied to production 
also. Everhot Appliances are 
manufactured in vast volume and 
the resulting economies applied 
to better materials and construc- 
tion. Today Everhot offers more 


value per dollar of price. 


THE SWARTZBAUGH MFG. COMPANY “in'isss, TOLEDO 6, OHIO 
AUTHORIZED WHOLESALERS IN ALL MARKETS 


EVERHOT 
PRODUCTS 


ROASTERS .. HEATERS .. APPLIANCES 
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APPLIANCE TRAINING by the General Electric Consumers Institute, Bridgeport, 
Conn., is currently being offered to home economists and utility represent- 
atives such as Carolyn Kennedy, Worcester County Electric Co., and Barbara 
Enright, Lowell (Mass.) Electric Light Co., under the watchful eye of Institute staff 
member Marjorie Harper, left. 








KNICKERBOCKER KNICKNACKS: Henry Pollock, New York representative of the 
Cory Corp., explains the operation of the company's coffee brewer to Dr. L. C. 
French, administrator of Knickerbocker Hospital, N. Y. Dr. French should know 
because Cory recently presented his hospital with ten twin-unit brewers as recognition 
for its fight against polio. 





PRODUCTION OVERFLOW: When the Bridgeport plant of Waverly Products, Inc., 
temporarily ran out of cartons recently the resultant pile-up of Steam-O-Matic irons 
looked like this. Fortunately, the cartons arrived jn time to keep the plant from 
being buried under its own merchandise. 
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in full swing! 


HOUSE BEAUTIFUL 


and only 





House Beautiful 


put over 
“BETTER your home... better your LIVING” 


How far will an idea travel? No matter how big it is, it won't go farther 
than the force behind it. For years the inspiging, action-compelling 
pages of House Beautiful Magazine have exerted a force... have swung the 
homemaker into action on “Better your home... better your Living.” That is an 
: i HOUSE BEAUTIFUL put it over, as only HOUSE BEAUTIFUL 
the purport and the purpose of every page of House Beautiful Magazine. could have... for hove ave more then 400,000 foniiiies 
Last year our message became a Crusade. Manufacturers joined the pre-conditioned to the idea of bettering their homes. . 
swing to “Better your home...better your Living.” Retailers gave it bettering their living by the pages of their esis 
‘ k F mA . home magazine... the 400,000 leading families who swing 
added impetus with ntdateed wed of advertising on their own hook. the buying trends in their communities. There’s good 
Swing it? You bet! It’s now the biggest single promotion ever 


reason why House Beautiful is the leading medium among 
to hit the furniture and home furnishings industry. ..[ £ more magazines in advertising linage ...23% ahead of 
It’s flying high! Why not join the act? |. 





é]--~ the next magazine in the field during 1946. 





MAGAZINE ‘ 
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ELECTRICAL 
~ APPLIANCES 


J 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


Famous “Never-Boil” EMPIRE 
Electric PERCO-DRIP 


method of coffee-making ex- 
tracts only the desirable oils 
to produce clear, rich coffee 
of truly distinctive flavor. 
Starts percolating in 60 sec- 
onds. Attractive, modern 
design, polished seamless 
aluminum with cool ebonized 
handle, scratchproof fee t, 
patented heavy-duty direct- 
heat immersion element and insulated valveless 
pump. In 9-cup size at present. 





EMPIRE 
PERCO-DRIP 


Electric Coffee-Maker 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding con- 
venience features. 
Handles two large 
bread slices, turns 
them by a flip of the 
door. Has large flat 
top for toast-warmirtg. 
Extra large Nichrome 
heating element offers 
large heating area for 
uniform toasting. Durable construction, black 
enameled base, scratchproof feet, large cool 
handles. A quality toaster at popular prices. 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sportsmen, 
farmers, motorists—all who 
need handy, dependable, 
versatile night-lighting. 
Changes from wide-spread- 
ing floodlight to a powerful 
spot at a quick turn of the 
lens head. All-position pivot 
base turns the beam in any 
desired direction. 








THE METAL WARE CORPORATION 


NEW 
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SIDEWALK SENSATION: Throngs who stopped to view the Rittenhouse chime 
exhibit recently in the windows of the Fowler, Dick and Walker department store in 
Wilkes-Barre, Pa., found their vision blocked by those who had gotten there first. 
Push buttons in the glass gave the consumers a chance to try the chimes for them- 
selves. Loudspeakers brought the sound outdoors. 


Canadian Electric Assn. 
Meeting Attracts 250 


The 250 delegates who attended the 
western spring meeting of the Cana- 
dian Electrical Association in Van- 
couver early in March made up the 
largest attendance on record at any 
such meeting and represented utility 
officials and representatives of manu- 
facturing firms from all over Canada 
and points in the United States. 

T. Ingledow, vice-president and 
chief engineer of the British Columbia 
Electric Railway, was the chairman of 
the lecal convention committee. He 
was aided by L. B. Stacey, Packard 
Electric Co., as convention secretary. 

Convention sessions opened with ad- 
dresses of welcome by Senator G. G. 
McGeer and A. E. Grauer, president 
of B. C. Electric Railway. “The pre- 
war trend toward public ownership of 
the electrical industry has been sharply 
reversed, due to the way in which the 
industry has taken hold of its prob- 
lems and carried on during the war,” 
said Mr. Grauer. 

E. V. Caton, Winnipeg Electric Co., 
and president of the Canadian- Asso- 
ciation was also a strong advocate of 
private ownership. 

Speakers at the Utilizations and 
Sales Section meetings included F. T. 
Gale, Calgary Power Co.; R. M. 
Merritt, assistant manager, and I. A. 
Mahon, merchandise manager, Win- 
nipeg Electric; J. H. Taylor, Cus- 
tomer Services Manager, B. C. Elec- 
tric Railway; B. W. Donaldson, man- 
ager of the appliance division of Ca- 
nadian G-E; W. A. Bitcon, super- 
visor of dealer development, B. C-. 
Electric Railway; and G. Langtry 
Bell, president and manager of Clark- 
son’s Ltd. Howard Walters, gen- 
eral sales manager of B. C. Electric 
Railway, was chairman. 


Appliance Corp. Starts 
Akka Washer Distribution 


Fred V, Gardner, president of the 
Appliance Corp. of America, an- 
nounced recently that distribution of 
the Akka automatic washer was begun 


_in Milwaukee, Wis., home city of the 
‘company, on March 6. 


MAY I, 


Rittenhouse Window 
Stops Sidewalk Traffic 


A sales increase of 500 percent unit- 
wise and 1,500 percent dollar-wise 
for a period of a week as compared 
with the same week in the previous year 
was realized recently by Fowler, Dick 
and Walker, Wilkes-Barre, Pa., de- 
partment store with an animated win- 
dow display of Rittenhouse chimes. 
Lee Arter, assistant sales manager of 
the Rittenhouse Co., reporting on the 
experiment, said that the display held 
a minimum of six people in front of 
the window from 9:00 a.m. to 6:00 
p.m. every day, attracted so many 
people at times that the sidewalk was 
blocked, prompted a five minute broad- 
cast devoted to the chimes, prompted 
the printing of three large newspaper 
ads similarly slanted, and brought in 
a flood of requests from other cepart- 
ment stores. 

Chime mechanisms were mounted in 
four separate glass panel boxes. In 
one the mechanism was submerged in 
water filled with goldfish. Another 
reproduced a dust storm. A third was 
filled with ice and the fourth showed 
the mechanism operating under condi- 
tions of extreme heat. 


Perfection Stove Names 
Woman Publicity Manager 


Mrs. Alice Holton, the only woman 
ever to receive a degree in agricultural 
engineering from Ohio State Univer- 
sity, has been appointed publicity man- 
ager for the Perfection Stove Co., 
Cleveland, Ohio. Serving under ad- 
vertising manager Norman E. Olds, 
Mrs. Holton is the first woman to ever 
hold the post in the 59-year history of 
the company. — 

She was formerly on the staffs of 
the Columbus, Ohio, Dispatch and Na- 
tional Petroleum News, and served 
as assistant editor of publications for 
the Oliver Corp., Chicago. 

During the past three years she has 
handled the publicity for the Greater 
Cleveland Community Chest. In her 
new position she will cooperate with 
publications whose readers are in- 
terested in cooking, heating and water 
heating, publicizing Perfection, Ivan- 
hoe and Superfex products. 
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Seal Sac 


Bi cas SEAL SAC 





Se 
TOASTER COVER BROILER COVER PRESSURE COOKER COVER COFFEE MAKER COVER 
Retails for 90c Retails for $1.50 Retails for $1.25 Retails for $1.25 
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~ BOWL 
_. COVERS 
WASHING MACHINE ELECTRIC MIXER 
COVER COVER Te Og The Seal Sac “SALES TEST ASSORTMENT” 
Retails for $6.95 Retails for $1.50 Ccaarnied by costs little, takes up little space . . . BRINGS 
: eh ee IN BIG RETURNS. Order an assortment today 


*B. F. Goodrich Flexible Synthetic 


- +. you'll see results — FAST! 
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The first and favorite electric clock timer 


E-10 Minitmaster. Sup; 


without plastic dial. Timing up + 


60 minutes. Strong, continuous 


electric signal. 


C-53 Minitmaster and Clock. 
Attractive, protected clock dial 
Timing up to 3'/2 hours. Strong eee a 


continuous electric reminder signal 





C-54 Minitmaster and Clock. 
Attractive, protected clock dial 
Timing up to 60 minutes. Strong 


continuous electric reminder signal 


~- 


Women prefer ranges 


with electric clock timers 


= no longer satisfied with a range just because it cooks 
well and looks well. Consumer studies show they demand 


ranges with electric clock timers. 


Telechron Minitmasters meet this need at low cost... give 
your line the extra advantages that speed up sales. You can 
build these accurate clock timers into any type of range — 
electric, gas, or oil — for only a little more than spring-driven 


timers. 


Famous Telechron accuracy makes every Minitmaster com- 
pletely dependable. Being electric, they never have to be 
wound — never run down. The strong, continuous reminder 
signal can be heard anywhere in the house and keeps up until 


turned off. 


Precision building and Telechron’s exclusive capillary oiling 
system assure years of trouble-free service. Dials can be de- 
signed to your special needs. Minitmasters are available in 
voltages up to 250 and all commercial frequencies. Get full 
details on these low-cost electric clock timers. Write or wire 
Industrial Sales Division, Dept. G, Telechron Inc., Ashland, 


Massachusetts. 
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LEANING toward the new Stewart-Warner television set are company executives 
and distributors, Frank A. Hiter (left), senior-vice-president of the corporation, and 
Floyd Masters (second from right), Chicago radio division manager, show the 
set at the recent Winter Markets in Chicago to Harry Ellis (second from left), 
Philadelphia Distributors, and Wendell Kinney, Kinney Brothers, Los Angeles. 


FM and TV Production 
Show Rise in January 


January production of both FM-AM 
radio receivers and television sets rose 
sharply to break all 1946 monthly 
records, the Radio Manufacturers As- 
sociation reported early in March. 
FM-AM sets manufactured during the 
month totaled 51,318 as compared with 
40,903 in December, while television 
receivers numbered 5,437, or almost 
2,000 above the 3,561 made in Decem- 
ber. More than 5,000 of the January 
output of FM-AM receivers were in 
the low cost table model field. The re- 
mainder were consoles, most of which 
were radio-phonograph combinations. 
Of the television receivers reported, 
4,790 were of the radio table model 
type, the remainder being consoles. 

Overall production of all types of 
radio receivers was 1,564,171 in Janu- 
ary as compared to 1,454,687 in De- 
cember. Consoles accounted for about 
10 percent of the output as against a 
1946 average of seven percent, while 
table models in the same _ period 
dropped from a 1946 average of 77 
percent to about 64 percent. 


Stewart-Warner "Videorama" 
Gets Enthusiastic Response 


St. Louis, Detroit, Los Angeles and 
San Francisco are all “definitely ready 
for television.” This conclusion was 
reached by Floyd D. Masters, sales 
manager for the radio division of 
Stewart-Warner Corp., on the basis 
of information supplied by distributors 
after demonstrations and promotional 
campaigns had been carried out in 
these cities on the firm’s new “Video- 
rama” television. The showings were 
held in department stores, appliance 
stores, distributors’ showrooms, and at 
appliance shows, accompanied by ap- 
propriate publicity. Later dealer 
meetings are scheduled for Chicago, 
New York, Newark and Philadelphia. 


Barlow & Seelig Open 
New Wisconsin Plant 


The Barlow & Seelig Manufactur- 
ing Co., Ripon, Wis., recently opened 
a new subsidiary plant at Omro, Wis. 
which will be devoted exclusively to 
the production of transmissions for the 
Speed Queen automatic washer. 





Ree Fg ee fg aes a 








NO BUMPS, NO BANGS, no smashed appliances, is the claim of Warmac Inc., 1059 
Main St., Buffalo, N. Y., distributor of the Charioteer appliance trailer, for its newest 
device for moving heavy equipment. The platform is 14" above ground. 
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$45 Million Appliance 
Firm Formed in China 


American businessmen, long accus- 
tomed to thinking of Chinese industry 
in terms of hand laundries, coolie labor 
and other time-starched stereotypes, 
got reasons for reappraisal recently 
with the establishment of a $45,000,000 
(Chinese) Shanghai corporation, The 
Home Appliance Co., Ltd., first Chi- 
nese company devoted exclusively to 
home appliances. 

In a recent letter to ELEcTRICAL 
MERCHANDISING, president Siang- 
Yung Wang said, “With the conclu- 
sion of the war, there is a very im- 
portant tendency among the Chinese 
people to modernize their homes. And 
the cost of electricity has become the 
lowest of all fuels.” Predicting that 
this combination of circumstances 
could well lead to a prosperous future 
for the appliance business, Mr. Yang 
said that heretofore the retailing of 
appliances had been carried on as a 
sideline by electric supply companies. 


No Reddy Kilowatt 


Despite an avowed interest in elec- 
trical living, Chinese people are often 
not aware of the existence of many 
appliances nor of the advantages of 
their use. “This is due,” says Mr. 
Wang, “to the fact that the advantages 
of using electrical appliances have 
not been widely publicized by efficient 
sales efforts. The Chinese show some 
interest in hotplates, fans, irons, and 
refrigerators. Other items, which are 
very popular in the United States, may 
well be regarded as unknown to the 
general public.” 

Like American firms, however, the 
Chinese venture is having its troubles 
with shortages of merchandise and is 
interested in contacting American sup- 
pliers. 

The Home Appliance Co., Ltd., 
originally established at 149 Honan 
Road Central, Shanghai, as a fully 
paid-up corporation, expects to estab- 
lish branches in Kunming, Hankow, 
Canton, and Tientsin, thus giving 
further impetus to China’s infant in- 
dustry. 


Stockholders Vote to 
Form Conlon-Moore Corp. 


Stockholders of the Conlon Corp., 
Chicago, and the Moore Corp., Joliet, 
Ill., voted recently at the request of 
Bernard J. Hank, president of both 
concerns, to merge the companies into 
the Conlon-Moore Corp. The Conlon 
Corp. brought the controlling interest 
in Moore in December, 1945; but both 
concerns have been run separately 
since that time. I. N. Merritt is vice- 
president and general manager of 
Conlon and Harry T. Worthington 
holds a similar position with Moore. 

“It is increasingly necessary for 
appliance manufacturers to offer a 
broad line to their dealers in order 
successfully to meet the competition 
of large multiple line operations,” said 
Mr. Hank in a letter to stockholders. 
“The problems of executive manage- 
ment and operation of two separate 
companies having different share- 
holders and different stockholders, as 
against those of one company, are 
obvious.” 

The new corporation has assets in 
excess of $3,000,000. Moore, which 
produces gas appliances, has scheduled 
a $300,000 mechanization and mod- 
ernization program while Conlon has 
Practically completed a similar pro- 
gram at a cost of $400,000. 


















Glass ‘'what-not"" @ 
shelf offers decora- @ 
tive possibilities in » 
_ oddcorners. (Seeleft.) 











The Pantryette (below) 
features sliding glass 
doors, fluorescent light- 
ing, and handy sockets 
for electrical appliances. 








for AUTCHES of TOMORROW! 


Eye appeal is a big factor in sales appeal. Kitchen beauty 
with kitchen efficiency is the styling principle in the Morton 
Line. Morton units are designed to make kitchen work easier 
and more pleasant—to double the usefulness of floor and wall 
space. They are styled to furnish the kitchen in the modern 
manner—to give the housewife new luxury and convenience 
in her most lived-in room, the kitchen. 


The Morton Line offers selected dealers the quality and 
top styling that build prestige and create profits. 


MORTON Manufacluring Company 
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EVAPORATIVE 20,000 CFM 


COOLER 


For every size of building the new Sno-Breze 
blower model cooler will do a thorough cooling 
job. Every inch of this compact cooler is de- 


signed for efficiency and dependability. 
CHECK THESE SALES-PULLING FEATURES: 


NEW clog-proof adjustable drip system 
NEW water-pressure regulator 

NEW slip-proof pad holder and frame 
NEW die-formed louvres 
NEW General Electric motor 


PALMER COOLERS 


ARE BACKED 
BY OVER (/ 
30 YEARS OF 
ENGINEERING 
RESEARCH / 
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Simmons Plans Blanket 
Sales in Four Seasons 


A plan to extend blanket buying 
from four months a year to nine 
months through all four seasons has 
been announced by the electronic blan- 
ket division of the Simmons Co. as a 
feature of its 1947 sales program. 

Raymond J.” Cochran, general man- 
ager, said, “While this new program 
is designed to create greater year- 
round sales for our electronic blanket, 
we hope it will also open the door of 
four-season selling rather than one sea- 
son a year for the whole blanket in- 
dustry.” 

He said that blanket buying has al- 
ways been concentrated in the Septem- 
ber through December period and that 
Simmons will launch national drives as 
follows: winter promotion in January, 
February and March; spring layaway 
and June bride promotion in May and 
June; fall peak promotion in Septem- 
ber, October and November; and 
Christmas promotion in November and 
December. 


Appeal to Brides 


He pointed to the first three months 
of the year when the weather is cold- 
est as an ideal time to create sales. 
The spring layaway promotion should 
appeal to consumers who want to be 
sure of pre-fall delivery. National ad- 
vertising, he said, will help promote 
buying for spring layaways and will 
help the local stores. He indicated 
that the June bride promotion should 
succeed because nearly all brides need 
blankets. 

Backing up each of the four-seasons 
promotions, Mr. Cochran said Sim- 
mons will use full-page color advertis- 
ing in leading national magazines, mats 
and suggested radio spots for local 
store advertising, window streamers, 
sales folders, and display materials. 


Vacuum Cleaner Records 
Eclipsed by February Total 


All-time records of the household 
vacuum cleaner industry were broken 
in February with factory sales of 
standard-size cleaners totalling 272,- 
927 compared to 265,364 in the next 
highest month, December, 1946, and 
258,892 in January, 1947. February 
sales were 126 percent greater than 
in February, 1946, when the industry 
sold 121,000 cleaners, according to 
figures announced by C. G. Frantz, 
secretary-treasurer of the Vacuum 
Cleaner Manufacturers’ Association. 

“The rate at which vacuum clean- 
ers are going into American homes 
is all the more remarkable when it 
is realized that the industry achieved 
this latest high in the shortest month 
of the year,“ Mr. Frantz pointed out. 


400 Distributors Apply for 
Lewyt Cleaner Franchises 


The Lewyt Corp., which introduced 
its multi-purpose vacuum cleaner at 
both the Chicago markets and the At- 
lantic City Housewares Show, recently 
disclosed that more than 400 distribu- 
tors had applied for franchises to mar- 
ket the unit. 

Alex M. Lewyt, president, said that 
exclusive distributorships would be 
granted on a progressive national 
basis. Deliveries were scheduled for 
March with a production goal of 12,000 
units per month. 


Coin Laundries Gain 
Public Acceptance 


A recent investigation into self-sery- 
ice laundries which was conducted by 
the New Jersey Laundryowners Asso- 
ciation turned up some unhappy facts 
for the commercial laundry people to 
face, says a recent item in The 
Washer-Ironer Publicity Bulletin pub- 
lished by the American Washer and 
Ironer Manufacturers Association. 

Mrs. Rogers B. Henry, public rela- 
tions. director of a Trenton laundry, 
surveyed the beachheads secured by 
coin laundries and discovered that the 
public reaction was all in favor of the 
new service. She interviewed women 
doing the family wash in 13 different 
laundries in nine towns. “I am satis- 
fied,” she said, “that these vestpocket 
laundries constitute a real threat to 
regular commercial laundry industry 
and that laundry operators cannot 
afford to shut their eyes and ignore 
them.” 

Some of the reasons that patrons of 
the self-help laundries gave for their 
preference: “I have had to wait so 
long for the return of my bundle I 
am short of household linens.” “My 
laundry lost so many things . . . hard 
to replace . . . was slow settling my 
losses.” “The quality of my laundry 
work got worse as time went on. Now 
my wash is cleaner.” “This is cheaper. 
My maid does the ironing.” “I know 
my wash is clean and nothing is miss- 
ing. 

Mrs. Henry also discovered that the 
customers thought up their hard words 
about commercial laundries without 
any help from the salespeople of the 
self-service laundries. “. . . In the 
estimation of these people, the com- 
mercial laundry is rated very low,” 
was her summation. 


30,000 Tons of Steel 
Per Quarter for Outlets 


Approximately 30,000 tons of steel 
will be channeled into production of 
electrical outlets, switch boxes and 
fittings during each of the last three 
quarters of 1947. About the same 
amount of steel was allocated by 
Civilian Production Administration for 
electrical wiring devices during the 
same periods of 1946, but this year’s 
allocations have been set by voluntary 
agreements. 

Needs of the industry were disclosed 
at a recent conference of wiring device 
manufacturers and CPA officials in 
Washington. CPA estimated 1947 re- 
quirements at 161,000,000 outlet, 
switch and receptacle boxes, and 207,- 
000,000 BX and Romex box connec- 
tors. These figures do not include 
estimated deficits in 1946 of 24,000,000 
boxes and 49,000,000 connectors. Most 
of the existing and future demands are 
for housing, including maintenance in 
existing housing, rural electrification 
and non-deferrable commercial and in- 
dustrial construction. 

Wiring industry representatives at 
the conference included Claude E. 
Bowers, Bowers Manufacturing Co.; 
R. D. Cook, Steel City Electrical Co.; 
H. E. Kaden, Newart Manufacturing 
Co.; N. J. MacDonald, Thomas & 
Betts Co.; F. R. McQuown, All-Steel 
Equipment Co.; G. H. Keith Miller, 
Rattan Manufacturing Co.; D. J. 
Murray, General Electric Co.; Wil- 
liam Parker, Union Insulating Co.; F. 
E. Pope, Procelain Products Co.; W. 
C. Robinson, Jr., National Electric 
Products Co.; and Murray Whitfield, 
Appleton Electric Co. 
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WaconinfowerPaion | Te Electrical Appliance Store with CYE-APPEAL 
Emphasizes Need fo Sell oon 
The emphasis was evident. The 750 
: dealers’ and distributors’ salesmen who 
attended the Wisconsin Electric 6 $ 4 ‘ out 
; Power Co's. second All-Industry Elec- eee 
) trical Conference recently in Milwau- 
e kee heard and saw repeated warnings 
- that the seller’s market is fast giving , ‘ 
"Ss can or olen more attention...and more uriwerr 
F. A. Coffin, sales manager for the eee 
- utility, said, “Get out and sell.” So 
y, did Ralph Carney, sales manager of 
ry the Coleman Co. and featured speaker 
1e of the meeting. Under the direction : 
1e of I. L. Illing, assistant sales manager w When you remodel your electrical 
n for the power company, and Al. Engel- appliance store—inside and out—with 
nt hard, of the sales department, 12 dra- Pittsburgh: Glass and Pittco Store 
‘- matic scenes portrayed the necessity Front Metal, you attract more cus- 
“4 for energetic selling. tomers, from a wider area, and in- 
nd — _ the ye ran the — crease profits. Do as many thousands 
wn from the elemental sales approach o of successful retailers have done: 
the squalling baby, who keeps his mes- “ : d il th 
re sage for attention in the ears of his wenn sage wae, ae ag . 1 
parents, to the slick operator who rewards that come to a lorware- 
of talks his way out of a traffic violation looking merchant. . 
wel ticket by selling the policeman on the Consult an architect for a well- 
80 horrors of losing his job. planned, economical design. Our staff 
: I One skit portrayed an old-fashioned will gladly cooperate with you and 
ve! electrician’s attempt to discourage a with him. And, if you desire, you can 
a home builder from installing certified arrange for convenient terms through 
dry adequate wiring. “I’ve wired homes the Pittsburgh Time Payment Plan. 
= for 20 years,” says he, “and I never Meanwhile, fill in and return the 
per. put such heavy wire or so many outlets coupon below for your FREE copy of 
10W in any house.” | Emphasis in all —— our interesting booklet containing 
jiss- was that gravity alone won't pull the illustrations, facts and figures on 
customer’s wallet out of his pocket. aaa? aa —— 
the Also highlighted were the services — Pittsburgh” modernization 
rere performed by Wisconsin Power for its jobs. 
om dealers: sales training, dealer contact 
the men, radio programs, home service YOUR PROFITS SOAR . . . you build up your 
the demonstrations, engineering service, store traffic, and bring in customers from a 
; and advertisements. Mr. Illing ex- larger area . . . when you modernize your 
ve plained that their 18 home economists electrical appliance store—inside and out—with 
’ : Pittsburgh Glass and Pittco Store Front Metal. 
made a than 150,000 service con- Here’s r= example of “Pittsburgh” remodeling 
tracts during 1946. in Columbus, Ohio. Designer: Cecil Rose. 
BEFORE 
Apex Forms Cleaner 
Engineering Department 
steel Formation of a new engineering and etuninenennnnuees 
yn of research department which will spe- So ita 
and cialize in vacuum cleaner design and erey ate 
three development was announced recently oe 4N SO i }] VS 
same by C. G. Frantz, president of Apex Po mam cee a 
d by Electrical Manufacturing Co., Cleve- eo oe ~ = _— 
yn for land, Ohio. The new department is <x . eects 
g the located at the recently expanded Hol- = ; 
year’s land-Rieger division plant in Sandusky 
intary where vacuum cleaner production is 
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Co.; | Without obligation on my part, please send me a FREE copy of your 
aA Co.: ae brochure, “How Eye-Appeal-—Inside and Out—Increases 
ca "9 etail Sales. 
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ISING ELECTRICAL MERCHANDISING—MAY 1, 1947 PAGE 22% 








Frostofold Makes You a 
HOME FREEZING EXPERT 








Selling Jiffy Set-Up Frostofold 
is nice work, and you can do it! 
It makes you a home freezing 
expert—and your store, home 
freezing headquarters. Frosto- 
fold single use, sanitary con- 
tainers are widely recom- 
mended by food experts everywhere. Furthermore, Frostofold con- 
tainers and complete Food Packaging Kits are first choice as 
original equipment by many leading home freezer makers. 

So speed freezer sales and get full (and repeat) profits by selling 
Frostofold Kits and Containers. Frostofold’s patented built-in liner 
locks air out and keeps moisture in. It’s the quick, easy way to 
scientifically protect all kinds of frozen vegetables, fruit, meat and 
poultry — also pre-cooked foods of every type. 

Nationally advertised Frostofolds are available through leading 
distributors of home freezers and electric refrigerators. 













IN A JIFFY 
FROSTOFOLD IS \¥ 







NO SPECIAL 
EQUIPMENT 













Complete packaging 
kit contains 25 each, 
pint and quart size, 
Frostofold Contain- 
ers, plus cellophane, 
stockinette, and all 
materials for pack- 
aging every type and 
shape of food for 
freezing. Retail $4.95. 





FROSTOFOLD ‘'50’s” 


3 Attractive display package contains 50 in- 
Ps dividual Frostofold containers, either quart 
: or pint size — also specially designed funnel 
and illustrated instructions for home pack- 
aging of frozen foods. Retail $2.25 for 50 
quart package. $1.75 for 50 pint package. 


at 


FROSTOFOLD 
Food Packaging Kit 
INTERSTATE FOLDING BOX COMPANY 
M 


IDDLETOWN, OHIO @" Guaratined by © 


Good Housekeeping 
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Appliances Prominent 
At Dallas Home Show 


The Dallas Power and Light Co’s. 
“Honeymoon Cottage”, and the ex- 
hibits of electrical appliance manu- 
facturers, distributors and dealers at- 
tracted wide consumer interest at the 
recent Dallas National Home Show, 
held in Dallas, Texas, from March 
2-9 under the auspices of the city’s 
Home Builders’ Association. 

“Honeymoon Cottage” was a one 
room, Spanish style house erected in 
the center of the General Exhibits 
Building. This exhibit attracted visi- 
tors contemplating home building to its 
modern kitchen and also steered them 
to other electrical displays in the 
building. A home economist on hand 
at. the cottage demonstrated, with 
miniature models, the most scientific 
arrangements of refrigerator, range, 
garbage disposal unit, dishwasher, and 
incinerator. 

Also on display were laundry equip- 
ment, home freezers, air conditioners, 
mixing machines, electric roasters, and 
other appliances. 


U. S. Television Starts 
Deliveries in Wide Area 


Commencement of deliveries of 
United States Television “big pic- 
ture” sets to all major television cities 
was recently announced by Hamilton 
Hoge, company president. Cities in- 
clude Washington, Philadelphia, De- 
troit, Chicago, St. Louis, Schenectady, 
and Los Angeles. 

“UST got off to a good start in 
Los Angeles on T-Day,” said Fran- 
cis H. Hoge, Jr., vice-president and 
sales manager. “Sets were installed 
at all three stores of Barker Bros., 
at the Broadway Store and at Craw- 
ford’s in Beverly Hills.” 

According to the company, produc- 
tion is now strong and deliveries are 
being made weekly. The tavern set 
has been installed in over 400 estab- 
lishments in the New York metro- 
politan area. Home sets, in slow but 
regular production, were greatly ac- 
celerated in March, the company said, 
and heavy advertising was used toward 
the end of the month in line with the 
growing output. 








TEACUP TOASTERS: General Electric appliance district managers pause for tea 
during a recent tour of the company's new toaster plant in Allentow:i, Pa. Left to 
right: J. M. Walker, H. T. Hulett, R. V. MacDonald, R. A. Buescher, C. A. Reeves, 
J. S. Strecker, H. A. Warren, and W. H. Dennler. 








February Radio Output 
Drops; Combos Show Gain 


Total radio production during the 
month of February dropped to 1,379,- 
966 units as compared with 1,564,171 
in January, largely because of the 
shorter work month, the Radio Manu- 
facturers Association reported re- 
cently. 

Production of both radio-phono- 
graph combination consoles, television 
sets and FM-AM receivers showed 
gains during the month. The output 
included 153,007 consoles and 843,616 
table models. The consoles included 
140,200 radio-phonograph combina- 
tions. Total television production was 
6,243 units—almost as many as were 
produced in the entire year of 1946. 
Telesets included 5,362 table models 
and 881 consoles. FM-AM receivers 
reported by the Association totaled 
53,594 in February; 7,968 of these 
were table models and 45,626 were 
consoles. 


The number of auto radios produced 
during February was 183,940. 
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1,200 Broilers Daily 
At Royal Master Plant 


The new factory of the Royal 
Master Appliance Co. in Marion, 
Ohio, is turning out 1,200 electric 
broilers and 4,000 air heaters daily, 
according to an announcement by the 
company. 

The factory is located on the 
grounds of the Scioto Ordnance plant 
and according to Allan A. Secter, 
president and general manager, is 
fully squared away for full scale pro- 
duction of traffic appliances. Mr. Sec- 
ter said that production would be in- 
creased steadily, and that the line of 
products would be somewhat ex- 
panded. He also said that the firm has 
materials,-machinery and an inter- 
national market. 

Chief products of the company, re- 
cently moved from Detroit to Ohio, 
are an electric broiler convertible to 
use as a skillet and an air heater de- 
signed by Jordan. 

Samuel D. Lockshin is vice-presi- 
dent and works manager and Robert 
Shaffer is secretary and treasurer. 
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lronrite Starts Dealer 
Meetings in Michigan 


Saginaw and Grand Rapids, Mich., 
were the scene in March of the first 
two dealer meetings in a year long 
series to be conducted by the Ironrite 
Ironer Co., Mt. Clemens, Mich. 

W. R. Dabney, vice-president and 
general sales manager, pointing out 
reasons for the series, said that re- 
education of salesmen is necessary in 
preparation for the competitive selling 
period. 

A total of some 500 dealers attended 
the first two meetings and heard Hal 
Biddle, assistant sales manager, Mrs. 
Cleo Foley, home service director, and 
Frank Yenny, service director. Mr. 
Biddle presented plans for stepped-up 
deliveries and described promotional 
aids. Mr. Yenny conducted an after- 
noon meeting for service representa- 
tives and Mrs. Foley offered 
suggestions for the effective operation 
of the Ironrite “demonstration-in-the- 
home” policy. 

Meetings scheduled through June 
include Charleston, W. Va.; Colum- 
bus, Dayton, Toledo, and Cincinnati, 
Ohio; Louisville, Ky.; Indianapolis 
and South Bend, Ind.; Detroit; and 
the West Coast. 





PHONOGRAPH NEEDLE DISPLAY 
CASE, offered free to dealers by Web- 
ster-Chicago Corp., 5610 Bloomingdale, 
Chicago, Ill. For use on counter, show 
case, or to hang on wall, made of clear 
plastic, it has protected container tto 
hold new Webster Nylon phonograph 
needles. 












EE! Arranges 
Convention Program 


The program for the 15th Annual 
Convention of the Edison Electric 
Institute, scheduled for the first week 
in June in Atlantic City, N. J., has 
been announced by Charles E. Oakes, 
chairman of the Convention’s attend- 
ance committee, and Phil H. Powers, 
chairman of the program committee, 
A series of programs on industry 
Problems and public relations will be 
Climaxed by a closing luncheon at 
which General Wade Hayes, president 
of Edmundson’s Electricity Corp., 
London, will speak on “Pitfalls in the 
British System.” An attendance of 
two to three thousand representatives 
of the electric light and power indus- 
try is expected at the gathering. 








LYRIC: SA-14 


The Sentinel miniature self-starting Electric 
Alarm Clock with the 1-2-3 alarm. Silver 
plated metal case, easily read numerals. 
Only 444" high. Retails at $4.95. 


MURAL: SK-135 
The Sentinel. modern design electric self- 
starting Kitchen Clock. Easy to see, easy 
to keep clean; 5” white dial, convex glass, 
convenient bottom > 








ARLINGTON: SD-136 


The new Sentinel wood-case electric self- 
starting Desk or Table Clock. Beautifully 
grained walnut case. 6” high. Motor com- 
pletely sealed in oil. Retails at $12.50. 


Above prices are exclusive of taxes. 


a 


THE E. INGRAHAM COMPANY - Bristol, Conn. 


fo 
\9 
Reg S. Pat. OH 


CLOCKS AND WATCHES 




















Sentinel advertising 
reaches 27 million people a 
month to back you up_ | 


The full pages in LIFE and THE SATURDAY EVENING 
POST which began in March—one of which is illustrated 
above—are the beginning of a continuous national adver- 
tising campaign for Sentinel Clocks and Watches. 

The present demand is so great that current sales are 
on an allotment basis, but production is increasing every 
day in the big Ingraham plant. 

These reliable clocks and watches are sensibly priced, 
sold under Fair Trade Agreements, with liberal margin 
of profit. See your distributor. 





- Est. 1831 
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Home Climate Subject of N. Y. 
Round Table April Meeting 


Application of heat pump in home, 
air conditioning, and controls for 
home climate discussed before EWRT 


SIMILAR to an electrical refrigerator 
in principle, the heat pump takes heat 
from under the ground outside the 
house, according to S. W. Andrews, 
American Gas & Electric Service 
Corp., and pumps the heat into the 
house. Used as a year-round appli- 
ance for winter heating and summer 
cooling, the annyal kw.-hr. consump- 
tion will be much less than any other 
type of electric heating—John L. 


Lewis take note. 








COMFORT PLUS with Air Conditioning was discussed by Miss Margaret | gels, 
engineering editor, Carrier Corp., (right) who is shown above with Mrs. Maxine 
Livingston, Family Home Editor Parents’ Magazine, who was chairman of the Home 
Climate meeting held in Herald Tribune Institute auditorium April 8th. 





JOHN C. BERGAN, Eastern regional sales manager, Moduflow Div., Minneapolis- 
Honeywell Regulator Co., extolling the virtues of Moduflow heat controls. 
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Pressed Steel Distributors 
Elect Six to Advisory Panel 


Democracy in Business, the Pressed 
Steel Car Co.’s name-for its procedure 
of dealing with its distributors, and 
dealers, took another step forward last 
month with the election of six repre- 
sentatives to the Distributors’ Advisory 
Committee, according to a recent state- 
ment by A. Raysson, general sales 
manager. Of the ten zones through- 
out the country, six held elections and 
named the following representatives: 
Charles Gaffney, sales manager of Ap- 
pliance Distributors, St. Louis, Mo.; 
E. A. Walter, sales manager, Lee Dis- 
tributing Co., Richmond, Va.; W. S. 
Gillespie, general sales manager, 
Wholesale Supply Co., Nashville, 
Tenn.; W. W. Waugh, Waugh & 
Robertson Distributing Co., Oklahoma 
City, Okla. ; George E. Shephard, sales 
manager, Pacific Coast Heating & Ap- 
pliance Co., Seattle, Wash., and Ward 
E. Terry, president, Robert F. Clark 
Co., Denver, Colo. 

Sol Sacks, sales manager of Sacks 
Electrical Supply Co., Akron, Ohio, 
was re-elected chairman of the com- 
mittee, and described his job as “an 
honor and a privilege. . . The Dis- 
tributors’ Advisory Committee is the 
policy forming group of the Pressed 
Steel Car Co., Inc.” 


RCA Video Presented 
to Los Angeles Public 


Following the pattern set in New 
York, St. Louis, Detroit, and Wash- 
ington, RCA Victor last month intro- 
duced its television receivers to the 
consumer public of Los Angeles. The 
company opened its campaign with a 
series of dealer meetings at the Am- 
bassador Hotel held in cooperation 
with the Leo J. Meyberg Co., distrib- 
uting firm, installed sample receivers 
in dealers’ stores, and observed T (for 
Television) Day. RCA Victor repre- 
sentatives who attended included: J. B. 
Elliott, vice-president in charge of the 
home instrument department; H. G. 
Baker, general sales manager; Dan 
Halpin, manager of television receiver 
sales; and J. C. Marden, promotion 
manager. Hal Maag, West Coast re- 
gional manager, coordinated the pro- 
gram. 














“SPEEDI-DISPLAYER"™, colorful display 
card incorporating a Speediwash alumi- 
num washboard, made by Morton.Indus- 
tries, 666 Lake Shore Dr., Chicago, Ill. 
Display is free with initial order. 
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e Lyon precision-built kitchen cabinets will really 
roll in every department of our completely equip- 
ped new plant when steel receipts become normal. 


In the meantime, we are using all available 
steel to produce only the most essential sink, wall 
and base units for Lyon dealers. In this way Lyon 
dealers will be able to satisfy the more critical 
kitchen needs. Housewives planning complete 
kitchen remodeling have, after seeing Lyon 
dealer displays, been agreeable to waiting 
for Lyon features: the exclusive tap-o-matic 
handles, streamlined rounded corners, 
beautiful rust-proof finish, etc. Authorized 
Lyon dealers are invited to requisition 
the new promotional piece: “Worth 
Waiting For.” 


LYON Cheol 


KITCHEN CABINETS 


4a 
as fast as’ steel 


GENERAL OFFICES: 421 MONROE AVE., AURORA, ILL. 


LYON METAL PRODUCTS, INCORPORATED Branches and Dealers in all Principal Cities 
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This All-Service Table 


SERVES AS: — 


1, Auxiliary Heater in 
Winter. 


2. Auxiliary Fan in 
Summer. 


3. Occasional Table 
in Winter and Summer. 


FOR COOLING OR HEATING 
Here is a beautiful, blue mirrored top, double duty fan 
that with the flip of a switch, circulates either cool or 
warm air. It is attractively designed as a rich looking oc- 
casional table that is different. Two speed motor for cool- 
ing—low speed for heating. Table top 20” in diameter. 
Height 23/4”. Ideal for homes-and offices.. 
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In the Women's Magazines 


Ranges and home freezers are 
the appliances featured most in the 
April issues of the various home and 
shelter magazines. 


Good Housekeeping 


“Know Your Range” is the title 
of Helen Kendall’s April article, in 
which she tells her readers how to be 
master of the range—especially the 
top of it—by adjusting heat properly, 
selecting the right pots and pans and 
understanding the proper use of the 
various controls on electric ranges. 

Other appliances covered in April 
Good Housekeeping are the travel iron 
in an article by Lee Chapman en- 
titled “Good Gadgets That Save You 
Time ;” laundry in “Back-Yard News,” 
and the vacuum cleaner in “Don’t 
Scatter Dust—Gather It.” 


Woman's Home Companion 


Elizabeth Beveridge continues her 
ex-wave education in household equip- 
ment in the April issue with a 3-page 
article on ranges entitled “Our 1947 
Electric Range Finder.” In this ar- 
ticle Leonore Eustic, ex-wave, gets 
her third lesson in choosing equip- 
ment for her future home by explor- 
ing the features contained in 10 elec- 
tric ranges now on the market. 


McCall's 


“It’s Time to Begin Freezing” says 
Elizabeth Sweeney in McCall’s April 
issue, and she proceeds to tell how 
to freeze fruits, vegetables and meats. 
Susan Adams takes it from there with 
“It Was Frozen, Now it’s Ready to 
Eat,” and gives some delicious recipes 
for cooking frozen foods including an 
angel food cake; final touch is added 
with 2 columns on “How to Wrap 
Foods to Freeze.” 

“Take a Look at New Things on 
New Electric Ranges” is another 
McCall’s April feature by Elizabeth 
Sweeney, outlining such new features 
as burners across the back, burners 
that move up and down in a well, 
larger broiler units and built-in pres- 
sure cookers. 


Ladies Home Journal 


“Room for Improvement,” eighth 
in a series of 4-color spreads on mod- 
ern kitchens by Gladys Tabor, is the 
story of how a middle-aged house 
with a kitchen as big as a barn and 
with no work surface except the 
kitchen table was remodeled into a 
kitchen to dream about. 


House Beautiful 


Charlotte Eaton Conway devotes 
four pages to kitchen modernization 
in the April issue of House Beautiful— 
“Judge Your Present Kitchen by 1947 
Standards.” Ten year old kitchens, 
according to Mrs. Conway are en- 
tirely out of date in planning, equip- 
ment, and lighting; and she illustrates 
some beautiful kitchen layouts which 
include an adequate home freezer, a 
complete laundry with double-duty 
drop shelf cover which bears looking 
into. 

Four more pages are devoted to 
lighting in the same issue, in which 
Sara Little of General Electric Light- 
ing Institute, Nela Park, Cleveland, 
illustrates some of the newest lighting 
now being shown in the Institute’s 
Horizon House. 


Better Homes & Gardens 


Fourteen makes of automatic and 
steam irons and five travel irons are 
pictured and described in Ida Ruth 
Younkin’s article “Pick Your Iron” in 
April Better Homes & Gardens. 

“What’s the Story on FM Radio?” 
answers 14 questions that should help 
prospective buyers decide whether 
or not they want FM in their next 
radio. 

Heating plants are covered by Don- 
ald McGuiness and Bob Jones in 
“New Heating Plants Go Anywhere.” 

And kitchen planning is featured in 
John Normile’s small homes plans in 
an article entitled “Lots of Living in 
a Small Package.” A U-shaped kitchen 
with an abundance of cabinet and 
drawer space, a ventilating fan, fluores- 
cent lights are featured in these plans. 
Other kitchen features through the 
issue are “Like the Murrays’ New 
Kitchen” and “Borrow Light—It Pays 
You Back.” 


Parents 


Elaine Knowles Weaver, Teachers 
College, Columbia University, outlines 
8 features to look for when buying 
an iron in her article in the April 
issue of Parents’ entitled “Choose 
Your Iron from Your Washbasket.” 
According to Mrs. Weaver, the smart 
way to select an iron is to make a 
study of the washbasket contents and 
buy an iron that will do the job with 
the least effort. 


American Home 


Home freezer features are portrayed 
in “Buying and Caring for Home 
Freezers” by Edith Ramsay in April 
American Home. How to renew 
faded dresses, blouses, gloves, drap- 
eries and slip covers with the aid of 
some dye and a washing machine— 
large or small depending upon the 
size of item to be renewed—is an- 
other article by Miss Ramsay in the 
same issue, “Color Revival—the 
Washer Way.’ ’ 


House & Garden 


A. kitchen without a maid is satirized 
in a Saul Steinberg cartoon in April 
House & Garden, and the page facing 
shows nine major appliances “helping 
hands” which might have kept the 
maid happy and contented in the 
kitchen for years. 

Another unit of interest to appli- 
ance minded is entitled ‘Personal 
Radios—Camera Size Are Easy to 
Carry.” 


What's New in Home Economics 


The equipment section of the April 
issué fs devotéd to the Home Freezer 
under the title “Foods Kept Fresh by 
Freezing” and is broken down into 
several sub-divisions: freezing-appli- 
cation of an old principle to a new 
appliance; home and farm freezer 
types; guidance in purchase of a home 
or farm freezer; preparation of foods 
before and after freezing; pointers 
on operation and care. 


Farm Journal 


Washers are featured in April Farm 
Journal with an article “What’s New 
in Washers” by Naomi Shank; and 
“Easier Wash Day” handy help sug- 
gestions. 
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Here is a down-to-earth corner of the washer repair shop at Creissen's, St. Louis, 
showing the drill press, grinders, etc. 


Service Develops Leads 
For New Appliances 


Creissen Appliance, St. 


Louis, sets 


three-day limit for washer overhaul 


and gets inside track on new business 


* AS the most practical means of de- 

veloping leads for new ap- 
pliances, I have started a separate 
appliance repair department,” said 
E. J. Creissen, who operates the Creis- 
sen Appliance Corp., St. Louis. 
Mr. Creissen since 1932 has sold 
washing machines and refrigerators 
through a Park Avenue hardware 
store. In 1941, he purchased a May- 
tag washing machine showroom and 
parts department located on Grand 
Avenue in central St. Louis, and in 
order to provide the right kind of re- 
Pair service during the latter part of 
1941 he opened his own repair shop 
wather than depend on outside sources. 


Three-Day Service 


The Creissen repair shop sets a 
three-day period for washing machine 
repairs, since it is recognized that 
Prompt service is essential in the re- 
pair business. This three-day period 
makes it unnecessary for an owner to 
miss a regular wash day thus making 
her more inclined to bring her ma- 
‘chine in for repairs. The firm main- 
tains two trucks, which promptly pick 
up machines, or other types of ap- 
pliances, and bring them into the shop 
for a checkup. After an inspection is 
made, the owner is advised by tele- 
Phone just what the cost of repairs 
will be, and how long it will take. 
There is no charge for this service, 
and the system has worked out ex- 
tremely well for the customers know 
in advance just what the cost will be 
to put machines in good working 
order. Even if the customer turns 
down the offer, the firm feels that the 
good-will built up in this way is well 
worth the time it requires to make 


the checkup, for the customer appre- 
ciates the fact that he is under no 
obligation to the firm. 

Six full-time mechanics are on the 
staff, and are responsible for complet- 
ing the work in the three-day service 
time, and work is handled on the same 
basis as it is in a large auto repair 
shop. Labor and costs of parts, as 
well as time required on individual 
repair jobs are written on sales 
checks, which are attached to the re- 
paired machines. Three of the six 
mechanics on the staff are factory- 
trained men, and the other three are 
ex-servicemen who are taking advan- 
tage of the “on-the-job” training. 
These men receive training in the shop 
and on outside “trouble shooting” 
calls. All rebuilding and overhaul 
work is done at the shop, and before 
being returned to the customers, is 
thoroughly checked. All minor ad- 
justments, such as belt adjustments, 
wringer adjustments, etc., are taken 
care of right in the customer’s home. 
The shop, at the present time, is taking 
care of about 125 repair jobs every 
week. Creissen’s also has a parts de- 
partment, which is run as a separate 
unit, and when service calls require 
new parts for machines, they are ob- 
tained from this department. 


Repairs Lead to Sales 


Creissen’s accepts orders for new 
washing machines with a $25 down 
payment required. When a. person 
owning an old washing machine, places 
an order, the firm offers to put the old 
unit in good running order until the 
new one can be delivered. This also 
helps to build good-will, for the cus- 

(Continued at bottom of page 237) 
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A REMARKABLE ALUE 
With HARDER-Freez you offer the con 
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! Write Tyler t 


Chest Model —12 cu. ft. 





Tyler is going places in the home 
freezer field. Dealerships are available in many cities 
and towns. It will pay you to get complete informa- 
tion on the new Harder-Freez 


Home Locker today. 





WRITE TYLER TODAY! 
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TYLER FIXTURE CORP., Dept. EM-5, 
Niles, Michigan 

Rush dealer information on HARDER- 
Freez. 


NAME 





ADDRESS 





TYLER FIXTURE CORPORATION, NILES, MICHIGAN 
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Not a lighting F XT 


tHE ALKCO 


UNDER-KABINET LITE 


FOR YOUR APPLIANCE DEPARTMENT 


Sell and feature this great 
development in functional lighting 


= meets the long standing 
need for shadowless glareless 
illumination. It is designed to pro- 
vide efficient lighting for kitchen 
work centers, or for any room in 
the house where “eye-easy” Illu- 
mination is essential. The Alkco 
Under-Kabinet Lite fits easily 
under any cabinet or shelf or 
against any wall. Its enthusiastic 
acceptance by both the consumer 
and the entire trade has established 
the Alkco as a unique product. 


ig ALKCO Features 


THAT MAKE | 


A SUPERB VALUE: 
































EASY QUICK 
i) INSTALLATION 
i s0 that it is installed 
ey of minutes with 
furnished screws. No elec- 
trical or carpenter work 
necessary. 


shadowless light, 











LOW Cosr 
4 OPERATION 


Positive on and 
















cent tubes. 1100 watts. 


put ALKCO 
ON THE JOB 


STIMULATING SALES 


FOR YOUR ENTIRE MAJOR 
APPLIANCE DEPARTMENT 


The Alkco Lite not only sells itself, but 
is a valuable selling aid in your major 
electrical appliance department as well. 
Just install itin actual use in your kitchen 
cabinet display and it will glorify and 
enhance the entire setup. 


of yournearest 
istributor 
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CONVENIENT 
APPLIANCE OUTLET 


CORNING 
2) ALBA LITE 


glass panel furnishes perfect 


elimina ting 


glore and eye fatigue, 
















. Off switch located in panel to accom- 
— instant illumination modate toaster, radio or any 
@s 15 or 20 watt fluores. electric appliance, up to 





COMPLETELY 

3) ENCLOSED 
This unit constructed of all- 
steel, is completely enclosed 
and finished in durable, 
easy-to-wash white enamel. 













© RETRACTABLE 
CORD SET 

6 feet in length, this cord 
can be extended to neces- 
sary length for convenient 

Plugging into wall socket. 








ALKCO MANUFACTURING CO. 


2024 SOUTH WABASH AVENUE CHICAGO 16, ILL. 









Novel Commission Plan 
Gets Salesmen Qutside 


California appliance chain 
doubles salesman's take on 


sales from 


NWILLING to wait until suf- 

ficient appliances are on hand 
for immediate delivery to get outside 
men out into the field, the Harcraft 
Appliances, Inc., store in Van Nuys, 
Calif., has set up a plan whereby seven 
outside men ring doorbells daily—and 
thus absorb the type of training which 
will be essential when full inventories 
everywhere bring about a return of 
a broad sales competition. 

Harcraft Appliances, Inc., is a new 
appliance chain which was founded 
by Lawrence Harvey, head of Harvey 
Machine Co., national heavy metals 
manufacturing firm in Los Angeles. 
The chain will eventually cover eleven 
western states, with approximately 60 
stores. During the past two or three 
months, 25 stores have been opened in 
California cities, franchised with such 
leading lines as Norge, RCA, Bendix, 
Thor, Philco, Admiral, Gibson, Hot- 
point, and others. 


Getting Salesmen Out 


The major point stressed by Mr. 
Harvey in setting up each store is 
“getting the salesmen outside” as 
rapidly as possible. With every store 
geared for high volume, the watch- 
word has been to get an early start 
on the market, with good locations, 
weekly newspaper advertising, and 
continuous outside calls by salesmen. 
In order to make the most of peculiar 
characteristics of each location, in- 
dividual managers of each store have 
been given free rein in setting up 
their own selling plans, and will re- 
ceive an override as well as a profit- 
sharing bonus at the end of the year, 


outside 


calls 


based on quota, and efficient man- 
agement of store costs. 

George Samson, manager of the 
Van Nuys Harcraft store, is typica? 
of this “manager-lieutenant” policy 
by which each store will fit into its. 
particular surroundings. A veteran 
of 10 years in the retail appliance 
field, he has developed several prac- 
tical ideas to keep outside men out 
in the field, which are being adopted 
by other Harcraft stores as they are 
completed in California, Arizona, 
Nevada, etc. 

Making it profitable for outside 
salesmen to work at present is ad- 
mittedly a tough job, according to Mr. 
Samson. “We hired 10 salesmen at 
opening time,” he pointed out, “and 
worked 7 of them outside of the store 
in specific districts at all times. We 
give each man the opportunity to sell 
everything in our line, taking deposits 
on refrigerators, washing machines, 
home freezers, etc., while actually 
making delivery on small appliances, 
vacuum sweepers, apartment-size 
washers, etc. To make it worthwhile 
for the outside man, he receives twice 
as much commission on each sale as 
the inside man—amounting to 10% 
on major appliances, and 30% on 
smaller unit sales.” 


Paid Straight Commission 


Harcraft’s 7 outside men receive a 
straight commission on all sales, 
which is paid as soon as the appliance 
sold is received in the warehouse. 
Thus, the salesman may take deposits 
on a range, refrigerator and washing 
machine at one home, and file this as a 











“GOODNESS, HENRY! YOU CONNECTED IT TO THE AUTOMATIC TOASTER!" 
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“BUT IT'S TOO SMALL TO USE AS A TABLE!" 
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“backlog” credit which is paid when 
shipments of appliances arrive at the 
store. Naturally, this means a longer 
delay between the actual sale and 
commission payment. Therefore, very 
high commissions are being allowed 
on available merchandise to permit 
the salesmen incomes of $200 a month 
or more in the interim. “Our men 
are actually making their immediate 
returns from ranges, apartment-size 
washing machines and vacuum sweep- 
ers,’ Mr. Samson said. “We pay a 
commission of $25 each on a popular 
line of vacuum sweepers, and all men 
are selling from 3 to 6 of them a 
week. This is sufficient to pay house- 
hold expenses while a backlog of 
larger commissions is being built up 
on appliance sales, and provides suf- 
ficient incentive for each man to get 
out, contact prospects, and really learn 
the business. Over a space of two 
months, a man may take deposits 
and write the orders on sales on 20 
or more major appliances, while pay- 
ing his way with smaller appliances, 
and they seem to enjoy thus accumu- 
lating the backlog of ‘future commis- 
sions.’ ” 

Doing everything possible to help 
the outside salesmen, many of whom 
are ex-G.l’s getting their first taste 
of the sales field, the Van Nuys Har- 
craft store has adopted a policy of 
delivering every appliance as rapidly 
as possible. Thus, there are no 
samples of major appliances in the 
store. Every appliance, as soon as it 
is received, is rushed out to a cus- 
tomer, in order to make possible com- 
mission payments to the salesman. 
“This makes it necessary for sales- 
men to sell from literature, photo- 
graphs, and simple enthusiasm,” Mr. 
Samson smiled, “which is, of course, 
the way they will have to sell ih the 
future when the competition is in- 
tense.” 

Working closely with his salesmen, 
Mr. Samson has developed a number 
of ideas which help to make “future 
delivery sales.” Typical was a “re- 
turn credit plan” embracing minia- 
ture washing machines. Any customer 
is entitled to buy one of the small 
washing machines, and may use it 
while awaiting a larger standard size 


machine. When the new washing 
machine is available, they may then 
return the miniature washer, and re- 
ceive full credit for the machine, less 
$1 per month as a “trade-in.” “The 
salesmen like this plan immensely,” 
Mr. Samson said. “It permits them 
to accept a deposit write up many 
washing machine ote which could 
not be obtained otherwise, and ties 
them down as future buyers. Mean- 
while, the $1 per month deducted from 
the selling price of the small machine 
covers the depreciation, and helps us 
to make a lot of additional sales.” 

Another incentive for outside sales- 
men at each Harcraft store to make 
the most of their territories is the 
fact that the limited stock of major 
appliances received at the headquar- 
ters warehouse is allocated out on the 
basis of “advance orders” written by 
each store. Therefore, the salesman 
who has taken the most deposits from 
future appliance delivery, is most 
likely to receive badly-needed ship- 
ments of appliances. Thus, every 
man is spending fully as much time 
“ringing doorbells” as he will many 
months in the future. 


Service Develops 
Leads for Appliances 


eos CONTINUED FROM PAGE 235 mmm 


tomer is aware of the fact that when 
his new machine is delivered, his old 
machine will be in better condition to 
either sell or give as a trade-in. Then, 
too, he is more content to “wait” for 
delivery of his new machine. 

Another innovation used by Creis- 
sen’s is allowing customers who do 
not have a washer to use machines 
accepted on a trade-in basis until their 
new machine can be delivered. These 
machines are sold to customers with 
the assurance that the trade-in value 
will be the price paid minus $3 for 
each month it is used prior to de- 
livery of a new machine. Thus, Creis- 
sen’s is assured of not getting the old 
machine back unless a new one is pur- 
chased, and also has a constant income 
from the used machines. 
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*IT'S THE ONE YOU'VE 
BEEN WANTING! 


Marsali= 
AIR CIRCULATOR 


(WITH CONTROLLED DIFFUSION) 


eoe 1S ready 


FOR BIG VOLUME AND PROFITS! 
THE PERFECT COOLING UNIT FOR ANY 


e Marsalis Air Circulator is designed and o; 
an exhaust or ventilating fan, or as a controll 














tes as 
diffusion 
circulator—in bedroom, kitchen, or living room. Designed 
for years of trouble-free. service. 


M fh Marsalis engineering appeals to the business man, 
too! Mounted on ball bearing rubber casters, the Marsalis 
can be quickly adjusted, quietly and easily moved... im- 
proves working conditions in any office. 


ulschy 


The Marsalis Air Circulator gives controlled circulation 
directed where and when desired—no direct blast of air. 
A screen guard protects hands from fan blades. Ideal for 
nursery use. 


e @ OMe 8 He stony of Marsalis controlled diffu- 


sion. Non-rotating louvers at top of unit make possible fingertip control, to 
direct diffused circulation where and when desired. Marsalis, alone, gives your 
customer engineered, controlled diffusion...and gives you extra home-cooling 
profits! Feature the Marsalis line—and watch sales climb! Fully protected by 
patents and patents applied for. 


Sorasiumenranhanananeasanaialr ial cumadeoaemeen See 
Marsa | 'SC-Ools 
31, ‘of Year in the design, 


manufacture, and installation 
of Air-Treating and Air-Han- 
dling Equipment. 


AMERICAN METAL PRODUCTS COMPANY 


SYLVANIA STATION FT. WORTH, TEX. 
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H. C. UITTLE BURNER CO., MS 
Please send information on your floor furnaces. 





Like a growing snowball, there is an ever growing public 
enthusiasm for the H. C. Little oil burning floor furnace, so 
that today it is the most profitable unit of its kind from the 
dealer standpoint and the leader in its field. 


EXCLUSIVE ELECTRIC IGNITION 

There are other oil burning floor furnaces, but only 
H. C. Little has ELECTRIC IGNITION, an exclusive auto- 
matic starting feature which completely eliminates a pilot 
light or low-fire stage. The public long ago realized that 
electric ignition is to an oil burning floor furnace what a 
self-starter is to an automobile . . . and public enthusiasm 
for this revolutionary feature has paid H. C. Little dealers 
handsomely over the years. 


MADE TO ORDER FOR THE “BUYERS’ MARKET” 


Now that the buyers’ market is coming back, why not 
consider handling a unit which was introduced and gained 
fame during that memorable buyers’ market, the last 
depression. Mailing the coupon involves no obligation! 


eeeeeeeee#ees#see?# 


H. C. LITTLE Dual Register 
Oil Burning Floor Furnace 


IDEAL FOR SMALL HOMES 


The Dual Register H. C. Little Oil Burning 
Floor Furnace gives abundant, even heat distribu- 
tion and provides owners of small homes with all 
the comfort, convenience and economy of tral) 
automatic oil heat, at a price they can easily 
afford to pay. 





, Son Rafael, Calif. 


California 
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He Doubles in Brass 





CONTINUED FROM PAGE 55 


musical goods, pianos, etc., that the 
family could use. Without this intro- 
duction through the appliances, he 
might not have been able to get the 
family to listen to him. 

“Advertising and promotion costs are 
cut, too, particularly that amount spent 
for institutional advertising, and for the 
three-station radio program we are 
planning. The larger space and the 
more important radio time that we can 
afford, brings importance to the store 
both as a music and an appliance center. 


Service Is Improved 


“Having both lines has enabled us 
to provide excellent service facilities 
for both appliances and musical instru- 
ments. We have specialists for both 
lines, of course, but we can keep them 
busy on the work which needs their 
specialized knowledge. All repair work 
of the cleaning, ‘fix-it’ type that re- 
quires only the knowledge of a general 
mechanic or handy-man, we can turn 
over to that type of man. 

“If we were operating either a small 
appliance store or a small music store, 
we'd still have to have the specialist for 
repairs, but we’d have to have him 
spend much of his time on the simple 
jobs that don’t require his knowledge, 
and don’t warrant his high hourly 
wage. 

“At the same time, we are able to 
maintain trucks with experienced men 
for pickups and deliveries and installa- 
tions. For either the appliances or the 
musical goods alone, it is questionable 
whether that could be done without in- 
curring a loss, particularly when you 
consider the long distances between our 
rural customers in Montana.” 


Prepared For Peace-time Selling 


Mr. Reeder, in spite of his emphasis 
on the value of carrying two related 
lines of merchandise, and the way they 
complement each other, in the size and 
type of market he serves, isn’t sitting 
back and letting each line carry the 
other. Since he returned from the 
Navy, where he served as an officer in 
the Pacific theatre, Reeder has been 
making things hum around the Electric 
and Music Mart in Butte. 

The concern is an outgrowth of the 
Dreibelbis Music Co., which had 
one of the top reputations in the state 
for 32 years as a music house, and 
which started handling electrical ap- 
pliances about 1933. 

Before the war ended, the name was 
changed to the Electric and Music 
Mart, and a program was underway 
that the owners felt would put the 
company in an even stronger position 
for post-war selling. The management 
and personnel were reshuffled and aug- 
mented, the store was remodeled, adver- 
tising and promotion plans were formu- 
lated. 

The interior was given light-colored 
walls and modern, fluorescent lighting 
fixtures that make the store a welcome 
haven from the drab, sulphur-stained 
exteriors of Butte’s main streets. 
Shadowless lighting aids pleasant shop- 
ping among the floor and counter dis- 
plays of appliances and musical goods. 








A large mezzanine was made into a 
display area. Below this mezzanine, the 
center of the floor has eight large racks 
for the display of record albums, other 
racks for single records. Customers, 
who can see this display of records 
from the door and from the sales floor, 
nevertheless, are in perfect seclusion 
while they look through the racks. 

Around this record area, six music 
rooms, each 8 by 10 feet, and two rooms 
10 by 16 feet, are designed as sound- 
proof retreats. Lack of merchandise 
has kept them from being put to full 
use yet, but some are planned for 
record-listening booths, others for 
demonstrations of radio-phonographs 
and musical instruments. 

The main sales floor serves to dis- 
play, in the center, the larger appliances 
(Reeder carries Frigidaire, Zenith, 
RCA and others), and the larger 
musical instruments. On the sides of 
the showroom, in glass cases and on 
racks, are shown the smaller appliances 
and the large variety of small musical 
merchandise. 


Heavy Promotional Program 


For the period following the end of 
the war and preceding adequate de- 
livery of merchandise, Reeder and his 
associate kept up a large promotion 
campaign. Mostly in institutional ad- 
vertising, the store spent $1,600 in six 
months (not a _ small institutional 
budget in a city of less than 40,000) to 
promote the lines of merchandise which 
the electrical and Music Mart soon 
would supply, and to build up the 
store’s service department for appli- 
ances, radios and musical instruments. 

Supplementing direct advertising, 
Reeder had a public relations program 
working. One example is the supplying 
of musical appreciation programs for 
any of Butt’s civic and women’s or- 
ganizations. He supplies both the per- 
sonnel and the records, and never com- 
mercializes the programs with any an- 
nouncements or other advertising. At 
the same time, Reeder has not left ap- 
pliance demonstrations out of his public 
relations program for the future—he 
has just kept it on the shelf for that 
future when he has goods for “immedi- 
ate delivery.” End 








“THE FIRST THING WE WANT TO LEARN IS 
5 — IN AN UNOBTRUSIVE SORT 
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Old Time Washer Salesman 
Sells Complete Kitchens 





CONTINUED FROM PAGE 65 


going to snarl you all up,” he explains 
to his prospect. “Why not get this 
kitchen in and then add on later?” 
The prospect usually agrees. 

Some 75 percent of the kitchens are 
L-shaped, and 25 percent are U- 
kitchens, he declares. He never gets 
anything in the way of straight 
kitchens. 


Business from Old Homes 


All of the Beverly Appliance busi- 
ness comes from old homes. Red Bar- 
bera doesn’t give a whoop about new 
house business. Old houses, if they 
didn’t have so many doors, would en- 
roll his entire devotion. 

“The sink is the starting point,” 
he said. “Every woman spends 
hours over the sink working, and 
is sick and tired of the old junker 
she has got. These cabinet sinks look 
so slick and different and hold so 
much stuff that the housewife is dying 
to own one. So we warm them up 
with the sink and then proceed to cab- 
inets. The trend is distinctly to metal 
cabinets because everyone in an old 
house can remember the squeaky, 
sticking doors they get with wood. 

“Believe it or not, I throw in the 
appliances with the kitchen,” he says. 
“I have sold as many as 30 West- 
inghouse ranges with complete kitch- 
ens without any arguments.” 

Red doesn’t monkey. If a housewife 
tells him that she wants cabinets from 
him and is getting her new appliances 
from the Humpty-Dumpty department 
store he just says, “Lady, why not 
buy your cabinets also at the Humpty- 
Dumpty? All the worry in this job is 
in putting in the cabinets and install- 
ing the sink. The refrigerator and 
range are the gravy in this job. If 
we're going to have the worry, natu- 
rally we want the appliance business.” 

Profit is 40 percent to start with on 
cabinets, says Red, which is one reason 
why he prefers selling them to refrig- 
eration with a 26 percent markup. 
After Red Barbera has measured up 
the kitchen he quotes them a price 
on the complete ball of wax. He never 
breaks down his estimate separately on 
cabinets and the like. His average 
kitchen sale is around $500, and he 
never leaves the blueprints with his 
prospect. They get a gander at them, 
a chance to give him a yes or no 
answer, and he is off. 


Tips on Installations 


Now about installation. That is 
where they say all the headache is 
with complete kitchens. 

Red’s advice is to make a contact 
with some fellow who has been doing 
hotel maintenance. These boys know 
wiring, are handy with a saw, and 
expert at plumbing. And as you know, 
there is just a little of each of these 
trades in the installation of a kitchen, 
and the chap who can do three jobs 
can push the whole thing through in 
a hurry. Linoleum laying he lets out 
to a friend of the firm. With new 





construction you have unions jump- 
ing down your throat all the way 
through and are bothered to death 
with labor. Because a kitchen is 
slipped in quietly without any drum 
beating, it goes through on schedule 
if properly planned. Incidentally, 
Beverly Appliance doesn’t try to make 
any profit from installation. Red just 
likes to keep a man busy so that he 
has a good thing out of their work. 


Too Many Outlets 


The principal gripe of M. J. Bar- 
bera is the fact that manufacturers 
have taken too many retail outlets on 
for their lines. Many of them are 
fooled, Red thinks, by the fact that 
every dealer wants a complete kitchen 
as a background for his merchandise. 
They are not going to do the spe- 
cialty selling necessary, he thinks, Ad- 
dition of too many outlets has caused 
every retailer to get a short supply of 
merchandise, he says. As a result, 
Beverly Appliance has to carry two 
lines in order to fill their orders. The 
dealer needs special tops, and these 
are best made to measure in the local- 
ity. Red’s distributor used to deliver 
cabinets direct to the customer. Now 
they drop them off at the Beverly Ap- 
pliance Shop and the firm has to carry 
a $5,000 stock in the basement. 

Buying separate lines causes color 
complications because there are vari- 
ous shades of white. Beverly Appli- 
ance owns a spray gun and makes 
them uniform. 


Finance Plans 


The financing? Up to now it has all 
been cash. The last four orders went 
through FHA, and Red thinks the 
turn has come. However, with a 
mailing list of 12,000 South Side 
Chicagoans to sell to, he sees noth- 
ing but cream ahead for a long time. 


End 
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“SAY MISTER, CAN YOU SPARE A_ DIME? 
| WANT TO GET MY SOCKS WASHED." 
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Because people like to make records in privacy, the Wilcox-Gay recording room is 


attractive to Terre Haute citizens. 


He's Around the Corner 
From Downtown 


So, Terre Haute appliance dealer plugs 
specialties that intrigue the business man. 


ICHARD Young inherited a 

building from his father at 817 
Ohio Street, Terre Haute, Indiana. It 
is around the corner from the down- 
town business district. 

In opening his firm, the Home Ap- 
pliance Company, Mr. Young has 
capitalized on several location advan- 
tages that are often overlooked by 
dealers. They are: 


(1) He carries a line of fans suitable 
for business establishments, and thus attracts 
business men. 

(2) Carriage trade can get to his store 
much easier than Main Street because it 
is simpler to park in his area. 

(3) Greater floor space permits the cus- 
tomer to shop in unhurried leisure, an asset 
in the appliance business. 


Possibly vears ago Richard Young 


read about how Commonwealth Edison 
Co. in Chicago found out that big 
crowds in the Loop Electric Shop 
did not necessarily mean big sales. 
People like to putter, think and com- 
pare in making a big expenditure. 
They hate to be jostled or hurried. 

Consequently there was plenty of el- 
bow room for the displays of Zenith 
radio, Wilcox-Gay Recordio, Thor 
and Blackstone laundry equipment, 
Coolerator refrigeration, Electromas- 
ter, Monarch and Presteline ranges, 
Lyon steel kitchens, Whiting stokers 
and Sunbeam table appliances which 
make up Young’s line. 

Iti the rear of the store is the firm’s 
service department, doing business as 
a refrigeration specialist company, 
under the ownership of Carl Moeller, 

















Note how on the Young display floor, every visitor gets sampled with breezes from 
the demonstrating fan. : 
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which handles installation and service. 

The lower floor used for display is 
40x120 ft., consisting of a front room 
40x77 and a rear room, built for a 
garage, 40x43. 

There are three front windows with 
the entrance on one side. To the rear 
of the 40x32 display space are three 
offices and four demonstration rooms, 
built with Celotex and ceiling board. 

The three radio demonstration 


rooms are 8x114, insuiated and sound- 
proof. One room is 114x16 with a 
dummy window and will eventually be 
occupied by a complete model kitchen. 
The three radio rooms are carpeted. 

“Total cost of remodeling was 
around $2,000,” says Mr. Young. 
“With careful planning any store 
owner. can accomplish a lot in mak- 
ing his place more attractive without 
a great outlay of capital.” 


Information, Please! 


B. C. utility put their Home Service 
Center on main floor to answer 


customer's 








appliance questions 





Located on the floor of the main office of the B. C. Electric Railway Co., Ltd., of 
Vancouver, B. C., this Home Service Center is an information booth for all kinds 
of household questions. Miss G. Mann and Mrs. M. V. Campbell are on duty. 


HOME Service Center in the 

form of a booth located strategi- 
cally on the floor of the main office 
of the B. C. Electric Railway Com- 
pany, Ltd., of Vancouver, British 
Columbia, has proved an effective way 
of disseminating information. Two 
girls man this booth and a telephone 
service is maintained where house- 
wives may ask any questions which 
pertain to household problems. The 
home service girls specialize in menu 
service, meal planning, kitchen plan- 
ning, laundry problems, and in use 
and care of home appliances, but ques- 
tions are not confined to these. ° In 
fact, the housewives of Vancouver 
have learned that almost any question 
pertaining to the home can be re- 
ferred to the friendly power company 
girls with the certainty that some help 
will be offered. Booklets on laundry 
problems and on use of the gas or 
electric range for best results are al- 
ways available on the counter, as well 
as the current monthly issue of the 
B. C. Electric. Home. Service Bulletin, 
which contains recipes and advice on 
such subjects as table setting, menu 
planning, or marketing tips. 


Inquiries Increase 


The experience of the company with 
this booth has revealed several angles 
which may be of assistance to others 
carrying out similar programs. In 


the first place, the main floor loca- 
tion is by far the best. The B. C. 
Electric booth used to be maintained 
upstairs at Home Service headquar- 
ters, but inquiries have greatly in- 
creased since it was moved to the 
traffic lanes of the main floor. It has 
been found that 75 per cent of all 
questions are on food and the re- 
mainder largely refer to the problems 
of removing stains. There is a par- 
ticular rush always at canning time 
and in the Christmas season. The 
girls do not handle problems of in- 
terior decorating —these are too 
largely matters of taste and do not 
fit into the utility program. They 
would have liked to give special atten- 
tion to the problems ot war brides, 
of which there are many brought back 
from England by returning Canadian 
soldiers, but they did. not have the 
facilities. Chief value of the booth 
has proved to be the fact that it 
brings inquiries from women who 
would not have called for help other- 
wise. Often their questions reveal 
the fact that their equipment is in 
need of attention or that they do not 
understand its proper operation—a 
situation which they had been pa- 
tiently enduring, not realizing that 
it could be corrected. Miss Jean 
Mutch is director of the B. C. Electric 
Home Service and Kitchen Modern- 
ization Bureau. End 
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.... With BAR-BROOK 
BREEZEBUILDER* FANS 


Sell unlimited quantities of 
cooling natural breezes for tac- 
tories, shops, schools, and homes 
—sell BAR-BROOK BREEZE- 
BUILDER* Fans. Easily adapted 
to any industrial building or type 
of home. BAR-BROOK Fans enjoy 
established consumer acceptance, 
sell as simple package units, are 
available in 4 popular sizes, and 
bring a_ substantial profit to 
dealers. Write for complete infor- 
mation today! 


BAR-BROOK FANS 


*Trade Mark 


V7, 


BAR-BROOK MFG. CO., INC. 


Formerly Shreveport Engineering Company 


Avenue 
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DRAKE ELECTRIC 
WORKS, INC. 


3656 LINCOLN AVENUE 
ILLINOIS 


CHICAGO 13 
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General layout includes home appli- 
ances in the first third of the store, all 
major appliances on the right winding 
up with a complete model kitchen 
squarely behind the right front win- 
dow, and small appliances on the left. 
Appliances are liberally mixed up at 
present, forcing the customer to rec- 
ognize complete lines carried, and will 
be segregated later. In the home appli- 
ance section, Seidel and assistant N. L. 
Gould have attempted to set up “related 
centers” which give the washing ma- 
chine customer a chance to see the 
whole lineup at one point, refrigera- 
tor prospects a complete choice, etc. 

Dropping down three steps to a 
sunken center floor, the customer 
passes a cashier’s window, and enters 
the radio, stoker, water heater, sharp 
freezer and record departments. Out- 
standing feature is a 12x12 foot radio- 
phonograph combination room, parti- 
tioned off with double panes of glass, 
and completely soundproofed. The ten 
sets shown here include two active 
television receivers, which during 
February drew more than 10,000 cus- 
tomers into the store. The emphasis 
in radio-phonograph combinations is 
on top nationally-advertised sets, up 
to $395, and every salesman in the 
store will be free to sell them. Con- 
soles and small radios are housed in 
an alcove between the glassed-in room 
and the cashier, showing 40 sets of 
the same leading makes. The record 
department, stocked with 11,000 rec- 
ords, is located on the rear wall, as a 
simple means of creating traffic 
through the store. Plenty of sound- 
proofed listening booths are provided. 
The rest of the center subfloor is de- 
voted to heating equipment and an en- 
gineering office. 


Television at Opening 


“We were fortunate that Edison 
Week and city-wide television broad- 
casting happened to coincide wth our 
opening,” Seidel said. “We had a set 
in operation all day every day, with a 
street program, comedy, wrestling 
matches, etc., presented, and kept the 
store crowded from opening till clos- 
ing up. Naturally we won a lot of new 
friends that way, and are going to 
play up television heavily.” Union 
Electric Company and KSD-TV, radio 
station, pitched in to help Seidel get 
set up for practical television in time 
for the February 10 opening. He sent 
check-waving prospects away with 
promises that he will later sell a good 
set for $400 and hopes he can make 
good the offer. 

“Merchandising” of course isn’t 
much of a problem at the Seidel store 
as yet; however, Gilbert Seidel is gear- 
ing up for it as fast as good ideas 
present themselves. From the former 
store he drew five veteran salesmen, 
and added two more qualified specialty 
men as a floor staff for the present. 
Wary of “bonus plans” and gross-shar- 
ing incentive systems, etc., Seidel in- 
tends to pay his men on the time-hon- 
ored straight drawing account and 





commission plan; with the conviction 
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An Electrical Department Store 














Albums are displayed on open shelves, 
supermarket style, for self-service cus- 
tomers. 


that numerous lines, locations, and the 
goodwill of 15,000 previously-sold fuel 
customers will make every salesman a 
top earner. 

“We'll go outside as soon as the 
warehouse situation allows it,” Seidel 
said. “Right now, we’re circularizing 
our 15,000 fuel accounts with literature 
on every appliance we carry, and there 
is no question that we'll draw thous- 
ands of friendly prospects from that 
source. We're also running advertis- 
ing in daily newspapers, but only on 
what appliances we can deliver. Our 
prospects will come from a dozen 
sources, and will be split up into ter- 
ritories for outside work by a larger 
crew of men. Then we have lots of 
friends sold before 1942 who will need 
replacements. We'll take prospects 
from any source of course, stay open 
nights if necessary, etc. Right now, 
we’re not taking registrations, and 
leaving appliance sales strictly on a 
first-come, first-served basis. Regis- 
tering names leads to too much ill- 
will.” 


Priority Sales 


Incidentally, Seidel developed a 
clever idea for diplomatically handling 
sales of limited appliance stocks on 
opening day. “We put in a card file 
system covering the entire stock, which 
ranged from half a dozen to 40 of each 
item. Say we had five models of a 
given line of refrigerators. We placed 
five cards in the file with the numbers 
of each box, and turned the whole file 
over to the cashier. Then we printed 
up a bunch of IMMEDIATE DE- 
LIVERY signs, and placed them on 
one display sample of each appliance 
backed up in the warehouse. As sales- 
men took orders, the cashier checked 
the file, and pulled the card, which was 
then stapled to the order form. When 
all five cards were gone, she notified 
the salesman, who pulled the “im- 
mediate delivery” card off the sample, 
retaining that one for display. This 
kept us from tangling with embarras- 
sing mistakes, and kept things straight 
even where we had from two to ninety 
items involved.” The store will use 
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These fast selling 
low cost items 


will make 


PROFIT FOR YOU! ia 


Timely, sure-fire sales items now 
available! Quality products that sell 
on sight—merchandised to give you 
a plus margin of profit! For domes- 
tic, industrial and laboratory use... 
everyone’s a potential consumer! 





@ HOT PLATE 

Sturdy, one piece metal construction with 
genuine Nichrome element. 600W- 
115V AC-DC. Nickel plated finish. To 
SORE G8. os sccveccees aveonsesene 


@ COVERED ELEMENT PLATE 

Compact, safe, sturdy. Element Is en- 
tirely enclosed in metal. With attractive 
nickel plated finish 600W-115V AC- 
OG. WH ON Chic ccencescce - $1.95 








Model No. WC-101 


@ CHROME COFFEE BREWER 

For all glass coffee brewers. One piece 
fool-proof, heavy metal construction. No 
handles or legs to break or burn off. 
Heating unit easily removed to facilitate 
cleaning. 600W-115V AC-DC. In 
gleaming Chromium plate. To retail 
Bocccccccccccsocccccocseoe .ae 
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R.C. VICTOR MANUFACTURING CO. 


23 S. JEFFERSON ST e CHICAGO 6 
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BIG, QUIET FAN 


You can depend on the automatic gas 
Reznor heater to do your heating job right! 
—in offices, factories, and stores. The big, 
quiet fan and high-yield heat exchanger 
distribute heat where you want it, at less 
cost... eliminate the need of an expensive 
central heating plant. Write for complete 
data on suspended and floor-type units. “ 


ned unit healers 
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Nisnaee? A SIZE 

] FOR EVERY 
; mest NEED 

REZNOR CO. 


MERCER, PENNA. 
Gas Heaters Since 1888 


NO BOILERS NO STEAM LINES 





NO FUEL STORAGE . NO FIRE TENDING 
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the same system on every item carried, 
even records, until a refillable invent- 
ory makes it unnecessary. 


The Service Problem 


Top quality lines and tieups with 
good distributors has settled the serv- 
ice question for Seidel’s home appli- 
ance store. “We're backed with solid 
distributors whom we can depend upon 
to handle all appliance warranty and 
reconditioning work for us,” Gilbert 
Seidel indicated. “We picked our 
franchises carefully for that reason. 
We of course operate a heating serv- 
ice department with complete crews, 
but prefer to pass along appliance serv- 
ice to the firms most logically set up 
to handle it. Maybe someday it will 
be necessary to tackle it ourselves, but 
not unless we can’t avoid it. The same 
is true of trade-ins. Very few pros- 
pects are asking for trade-in allow- 
ances, and although this may eventu- 
ally become a problem, I don’t expect 
it for years.” 

Seidel believes in plenty of good 
training for his salesmen, two women 
salespeople who handle small appli- 
ances, and others in records, heating, 
etc. He will hold regular schools in 
the well-organized upstairs business 
offices, on one subject at a time, and 
require plenty of attendance. “A good 
example is sewing machines,” he said. 
“We started out with a nationally 
known line largely because the dis- 
tributor begged us to give them a 
chance. Somewhat unwillingly I sent 
three salesmen to a sewing machine 
school, and saw to it that they learned 
to actually sew, repair and talk ‘up the 
machines. In a couple of months, 
sewing machines became a nice item, 
profitable when all other appliances 
are unavailable. We figure that we can 
incorporate the same ideas in other 
electrical items, and make good our 
claim to being an electrical depart- 
ment store.” 

The company, choosing kitchen ap- 
pliances as its main forte, started right 
out with advertising based on a gross 
percentage of sales. Both single-theme 
and general-listing ads have been used, 
limited by availability of stock. “For 
the first several months we'll push the 
wide range of brands we carry,” Sei- 
del said, not without pride in the huge 
list of franchises he hammered out 
of an unresponsive group of manufac- 
turers, “then settle down to seasonal 
promotion of one appliance at a time.” 

End 
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For those who sell 
the home market... 


. . « here is good news. Speedway Blue Line 
Tools are back. Thousands of them are being 
delivered to dealers each month. 


Each is a practical useable tool, built for 


No. 209 ; . ° 
work. Each is of improved design, is correct 
a ~~ in speed and has a specially wound, long 
$1295 life Speedway tool motor. Com. 


prising a clean line of nation- 

ally known tools of types that 
are bought by home owners, hobby- 
ists, garages, schools, farmers, and 
workmen every day—they sell in 
volume in every community. Write 
for Dealer Proposition. 


Write for catalog sheet 
and discount schedule 
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SPEEDWAY MANUFACTURING co. 4 


1827 S. 52nd AVENUE e CICERO, ILL. 
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YOU'LL BE AHEAD 
AND STAY AHEAD 
WITH MONROE 





Built with FEATURES That | 
Assure You of a Profitable FUTURE! 


Monroe —a truly outstanding gas heater that’s 
scientifically designed and ruggedly built to do 
an efficient, economical heating job anywhere! 
Packed with modern automatic features, beauti- 
fully styled and equipped with the famous 
GASMASTER BURNER — the “tailor-made” 
burner specially engineered and designed for each 
type of gas—natural, mixed or LPG. If you want 
to get ahead and stay ahead — remember the name 
MONROE. It’s the name you'll find on America’s 
finest-looking, fastest-selling gas heaters. Some 
exclusive franchises available. 


FAMOUS GASMASTER BURNER 


A A SEPA 
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THESE OUTSTANDING MONROE 
FEATURES WILL HELP YOU 
CLINCH MORE GAS HEATER 


Sates! 


@ Dual Heat Exchangers= 
Twin heat exchangers squeeze 
all the heat from the air as it 
moves toward the flue. 
@ Patented Interior — Circu- 
lates clean, fresh-heated air 
evenly throughout the home. 
Here’s the secret of Mon- Pa tic Lighti Saf 
roe’s greater heating effi- @ sc Lighting — sate 
ciency, its silent, odorless and convenient. Use only one 
opesation oad its lower gas Consamptica. The match a season! 
asmaster Burner is rugg uilt for years o' : : 
trouble-free operation and engineered to operate Signy a 
ee duce more infra-red heat and 


YWatlonally #AAduenrtised project it farther. 
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One of America’s Finest Line of 


GAS HEATERS 


MONROE STOVE CO. + 3256 MILWAUKEE AVENUE 




























MONROE OFFERS YOU A 
COMPLETE LINE FOR 
EVERY HEATING NEED 
WITH ALL GASES 
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mm 8 6“PLUS” FEATURES THAT MAKE 
IT EASY TO SELL VOSS WASHERS 
































VOSS BROS. MFG. CO. 


SINCE 1876 DAVENPORT, IOWA 
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A / R CONDI T 1ON. ING for everybody 


with the NEW Skealth ative all-purpose fans 


The new HEALTH-AIRE belt-driven fans are so economical in 

















price and operation, so flexible in application, every property-owner 








is a prospect. When you sell HEALTH-AIRE, you can sell more 








people... with more profit to you. 








A rw 


Also available for factories, warehouses, restaurants, offices, 








churches and auditoriums. Ready for immediate delivery. 











Write Dept. EM For Complete Details 


Johnson Fan & Blower Corp. 


1319 West Lake St., Chicago 7, Ill. 
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Electric Househeating 





ceptance. On the other hand, it is 
going to be important for the dealer 
who enters this field to understand 
the necessity of adequate insulating 
and weatherstripping and to be able 
to estimate the size and number of 
heaters required and their best loca- 
tion. Otherwise his failures will re- 
sult in high bills for the customer 
and general dissatisfaction which will 
injure the entire market. 


Electric Ranges Active 


Mr. Yeater has found that the 
heater business ties in well with other 
lines. Before the war, he specialized 
almost entirely in large appliances, 
feeling that as much time was spent 
in making a small sale as a large one. 
Now, however, the firm feels the need 
of building up store traffic and hence 
has added a complete line of small 
items. First three months of 1946 
in the heater business were better 
than any two years during the war, 
according to Mr. Yeater—and this 
was not the only activity of the store. 
He reports 481 apartment-house-type 
ranges sold during the first two months 
of the year, with the limit fixed only 
by the fact that no more could be ob- 
tained for sale. The firm is now 
expanding its quarters. Space is 
limited in this downtown location, but 
an adjacent basement has been leased 
which will be used for the display 
of appliances. 


Careful with Claims 


Power company representatives who 
have been studying the role of the 
dealer in the househeating picture, 
point out the importance of such firms 
understanding the principles of satis- 
factory installation. In the early ex- 
perimental period Tacoma experienced 
some difficulty owing to the fact that 
heaters were carried by drug stores 
and corner groceries and were sold 
without any supervision or question 
as to how they were to be used. 
Utilities also warn against the prac- 
tice of making flat statements as to 
probable future bills. Both heater 
manufacturers and dealers have been 
guilty of this practice to some extent, 
making such promises as that “a five- 
room house can be heated for $100 for 
the entire winter.” Obviously the cost 
of current used will depend upon the 
climate of the region where the in- 
stallation is to be made, the weather 
conditions of the particular season 
and also upon various physical condi- 
tions of the installation, such as the 
size of rooms, the number of windows 
and many other factors. Portland 
enjoys a relatively mild winter climate, 
for instance, while Spokane, where 
electric househeating has also become 
popular, sometimes drops to 28 below. 
Transformer problems are fortunately 
not as serious as at first feared, be- 
cause this equipment can carry up to 
200 percent overload in the cold 
weather which is the only time when 
such load need be considered. 
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New types of electric househeating 
are continually appearing on the mar- 
ket. Formerly the idea was to adapt 
old furnace installations by pulling out 
other fuel and putting in some method 
of electric heating, but now the entire 
approach has been changed and the 
problem is being considered, as it 
should be, on its own merits. Some 
study is being given to a _ central 
heating job using soap stone slabs. 
In other installations wall or floor 
and ceiling wiring has been used, in 
still others baseboard heating. The 
usual installation, however, makes 
use of wall heaters of adequate capac- 
ity. As installations become more 
standardized and more generally ac- 
cepted, undoubtedly the costs of in- 
stallations can be greatly reduced. 
The power companies wish to make 
sure that dealers handling this equip- 
ment themselves understand the prob- 
lems and are prepared to instruct their 
customers and to this end they offer 
technical help as needed. Builder, 
architect and contractor are also on 
the program for education. In gen- 
eral, it may be said that the power 
companies of the Pacific Northwest 
have accepted househeating as a 
feasible load. It is about in the same 
stage that the electric range was in the 
early days of its use. Later on the 
job can probably be done with better 
results for the customer at con- 
siderably less cost and with more 
satisfaction to the power company 
rendering the service. 


Pioneers Again 


In the meantime, it is clear that 
the householders of this region do 
wish to heat their houses electrically. 
Utilities are prepared to give the 
necessary service (as soon as trans- 
formers can be obtained). Dealers 
are finding the business a profitable 
one. This territory pioneered in the 
use ‘of the electric range, now a major 
appliance accepted in all sections of 
the country. They seem to have the 
househeating situation also well in 
hand. End 








“AND WHEN YOU WANT TO SEND A MES- 
SAGE, JUST LET THE TOAST BURN!" 
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STAHLY, INC., SOUTH BEND, 


ADV ERTISEMENT 





* 


INDIANA 





STORES PLAN SALES TIE-INS WITH 
BIG STAHLY FATHER’S DAY CAMPAIGN 


DEALERS EVERYWHERE ARE 
CASHING IN NOW ON SALES OF 
STAHLY LIVE-BLADE RAZOR 


This is the razor men BUY and USE.... 
Keep on USING .. . and recommend to their 
friends. This is the razor that makes a per- 
fect gift for any man, young or old. Stahly is 
the only razor that gives him all this!!... 
@ 6000 pulsing, whisker-cutting LIVE-ACTION shav- 
ing strokes per minute. 
@ No change in shaving habits . . . use lather or 
cream .. . as satisfying in summer as in winter. 
@ Uses any standard, double-edge safety razor blade. 


@ Shaves anywhere, without cord or current; just 
wind strong power spring in handle. 


@ Precision mechanism. ... Built like a fine watch 
—and looks it! 


@ ONE HEAD... that’s all it takes to produce the 
World’s cleanest, smoothest shave! 
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National Magazines and Key Newspapers to 
Carry LIVE-BLADE Story to Over Thirty Million... 
Selected Wholesalers Being Appointed to 
Better Supply Wide-spread Dealer Demand 


Alert Retailers already merchandising the Stahly LIVE-BLADE 
Razor are planning aggressive local Father’s Day promotions to 
cash in on Stahly’s powerful four-color full page national adver- 
tising, and on the pent-up demand for this Quality shaver. Windows, 
newspaper advertising, and radio are to be used, and retail sales- 

i sted I its of “The World’s Fines 
people are being posted on the merits 0 1€ orld’s Finest 
Shaving Instrument.” 


Orders are being received from hundreds of new dealers, plus 


reorders from retailers who have found Stahly a fast selling, high 
profit item. 


NEW DISTRIBUTION PLAN 


A new selective wholesale plan for the Stahly Razor, made 
necessary by the tremendous acceptance and demand for the razor, 
is soon to be announced. Under this plan, retailers will obtain a 
type of service and merchandising support which has not pre- 
viously been possible. 


Greatly expanded production facilities are now in full opera- 
tion, to bring this amazing new shaver out 
of the “short-supply” classification. Orders 
are being filled strictly in rotation as received, 
and dealers are urged to order immediately for 
their Father’s Day promotions. 





SELLING AIDS SHIPPED WITH RAZORS 
Special Father’s Day package including counter 
and window cards, mats, and radio commercials is 


being shipped with stock orders. 





SPECIAL NOTICE TO RETAILERS 
Tie in with Stahly’s outstanding “Father’s Day 
Campaign.” Over Thirty Million sales mes- 
sages will blanket the country—full page, full 
color advertisements in: 

THE SATURDAY EVENING POST—June 7 

HOLIDAY — June Issue 

ESQUIRE— June Issue 

FIELD & STREAM—June Issue 

THE NEW YORKER—June 7 
Plus 700-line Father’s Day ads scheduled to 


appear in the LEADING newspapers in every 
major market in America! 





Plated— 
$24.25 List, plus tax 
Gold Plated-and-Black— 
$22.50 List, plus tax 
Chromium Plated— 
$19.95 List, no tax 
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Gas Refrigerator 


LEONARD 
MARION 
Lhd Kenge 


Production line perfection is delivered with the use of Slingabouts. 
That is why these leading appliance manufacturers are among those 
approving the Webb Slingabout. Over and over again, for all appli- 
ance models, this sturdy flannel lined canvas jacket has proven the 
safest, fastest, most economical protection against damage from 
handling and transportation. Messy uncrating is eliminated. Sling- 
abouts are slipped on and off in a matter of minutes. Convenient 
handholds make easy piloting through doors, up stairs, on and off 
trucks, without damage to the appliance or customer's property. 
Slingabouts pay for themselves through repeated use. For lower de- 
livery costs, better protection, use this coupon today. 





| Send Stingabout prices for Model No. . - Make 
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The FRCO MANUFACTURING CO. 


401 W. TOWN ST., COLUMBUS 8, O 
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Time To Sell Again 





available in Training Hall. All ap- 
pliances are furnished by manufactur- 
ing members of the Institute. Plus the 
seven ranges there are four ironers, 
and seven washing machines, both au- 
tomatic and wringer-type. 

“The students really get their hands 
wet,” Mook says. “For a washing 
class they bring a big pile of their own 
dirty laundry and wash it. The same 
principles are followed in the ironing 
and cooking classes. The emphasis is 
on the type of appliance and its use 
rather than on selling features of spe- 
cific makes. We leave that part of it 
up to the manufacturers. If one make 
of range has the controls on the front 
and another has them on the rear, we 
don’t attempt to tell the students why. 
What we do try to do is to show every 
student that you can cook better with 
an electric range, that there is little 
heat loss, that it’s easy to clean, and 
so forth.” 

Mook, who began his own career by 
selling refrigerators and radios door- 
to-door for the Crystal Palace Music 
Co, in Chicago, knows the answers to 
most of the salesmen’s questions. He 
reports that he finds it difficult to 
pass through a store which has sent 
one or more men to the school with- 
out being asked to help solve a sales- 
man’s problem. “A lady was in the 
other day and wanted a freezer, but 
said the one we had was too big. What 
should I have told her?” a salesman 
will ask. Or, “Say, I’ve got a prospect 
coming in for a washer demonstration 
and I’m not sure of one or two points. 
Will you give me a minute to 
straighten me out?” 


Range Course Popular 


The biggest individual appliance ef- 
fort in Washington today is on ranges, 
which explains the popularity of the 
Institute’s range course. The gas com- 
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pany in the city is carrying about as 
big a load as it can handle, thus elim- 
inating much of the gas competition, 
and electric ranges are being produced 
in greater and greater quantity. Thus. 
despite the high installation costs in 
the area, the demand for electric cook- 
ing is big. Potomac Electric Power 
Co. makes no range allowance and in- 
stallation runs about $65 per range. 
Nevertheless, ranges are selling fast. 

Mook, who once sold a refrigerator 
to an iceman’s wife and then enlisted 
the help of the iceman himself as an 
informant on refrigerator prospects, 
believes that the days of high pressure 
selling are gone forever. “We are 
trying to make selling a profession,” 
he declares. “A profession just as 
highly esteemed by the public as med- 
icine or the law. To do this we try 
to teach the salesman to think of a 
sale as mutually benefitting both the 
customer and himself. It helps the cus- 
tomer by giving her convenience and 
ease, a higher standard of living. By 
giving the salesman a commission, it 
helps to better his living. In my ex- 
perience I found that by going out 
and high pressuring a lot of people 
into signing an order, half of those 
people had called up and carrcelled by 
the time I got back to the office. 
There’s no sense in selling somebody 
unless they are going to be satisfied. 
The salesman should concern himself 
with educating the customer so that 
she will be satisfied.” 

He has“carried this idea into his 
salesman training by placing the prin- 
cipal effort on satisfying the customer 
instead of merely trying to get her 
name on an order. 


Membership Covers Cost 


The Institute has given him its com- 
plete backing on his theories and plans 
to support the follow-through phase of 





























“WE'RE GONNA QUICK-FREEZE GRANDPA TILL FALL. HE CAN'T STAND HOT WEATHER!" 
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DO A DOUBLE-BARRELLED 
MERCHANDISING JOB WITH 





Display it in your window 
turning a dummy turkey 


three times a minute! 





ad 
F YOU want a dynamic, eye-catching window, take this tip and present 
KASSON ELECTRIC BAR-B-Q in a realistic outdoor fireplace setting with 
a dummy turkey revolving on the spit. You know the pulling power of 
motion displays. Experts say they stop many times more passersby than 
any still display. and increase business storewide. 


Barbecue fans everywhere buy and enjoy this new electric turner because 
it eliminates tedious hand turning and allows meats to cook evenly and 
deliciously without burning. Your customers too can relax with KASSON 
ELECTRIC BAR-B-Q ... And you can sell it to them profitably. 


HERE ARE A FEW OF ITS MANY FEATURES 


Turns three times a minute ©* Operates on 110 Volts A. C. ¢ 
Equipped with fifty feet of cord * All metal, portable, sturdily 
built to last for years * Height and width adjustable * Can 
also be used indoors. 

Many distributors from coast to coast stock KASSON 
ELECTRIC BAR-B-Q for immediate delivery and*can also 
supply you with an attractive. specially designed dummy 
turkey for your displays at less than cost. See your dis- 
tributor NOW, or write us for full information. 


GENERAL DIE AND STAMPING COMPANY 
DEPT. T, 264 MOTT ST., 
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illustrated (Higher 
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No wonder Lui 


sells so fast 


Beautiful ivory 
or brown plastic 


For single or multi- 
ple gang switches 


Operates on 2, 3 
and 4-way switches 


Lights automatically 
you turn room lights 


are turned.on! 
Ends fumbling for switch 
in the dark! ote 
Provides a ‘safety’ glo 
helps you avoid stumb! 
Keeps walls free of 
“smudges from groping 
hands! seit 
Shows when you've forgot- 
ten to turn remote lights 
off! 4 
Serves as comforting night-# 
light in nursery or bedroom! | 
Operates for Jess than 2c. 
per year! 4 
Lasts for years without 
-burnoutl 
“Backed by an uncondition-« 
_al renewal guarantee! 


Cash in on the universal popularity of LumiNite, 
the strikingly attractive switch plate with the 
sealed-in electric glow lamp that turns on and 
off automatically as the switch is operated! Check 
LumiNite’s long list of important features and 
advantages at right. No installation or servicing 
worries — just easy, off-the- 
counter sales from this year- 
around money-maker! Write ! 
Sales-boosting counter demon- 
strator, complete with LumiNite 
plate, toggle switch, interior 
light socket, cord, and colorful 
display card — only $2.00! 


IMI | ASSOCIATED PROJECTS CO. 
mF 
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80 E. Long St., Columbus 15, Ohio 
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the program as completely as it has 
the group training. At.present, mem- 
bership fees in the Institute cover all 
costs of the training. No dealer or 
wholesaler is asked to contribute any- 
thing extra no matter how many of 
its salespeople take the available 
courses. However, when the follow- 
through program gets into full swing 
and it becomes necessary to pay the 
salaries and expenses of Mook’s as- 
sistant, and an eventual five sales 
training advisers, it will be necessary 
to impose “special dues” in the neigh- 
borhood of $20. At a total of 25 such 
demonstrator days per week, or 1,250 
demonstrator days per year and with 
services to include transportation, food 
and incidentals used in the demonstra- 
tions, and prize awards to salesmen, 
the cost is certainly not excessive. 

The enthusiasm with which manu- 
facturers have welcomed the course is 
evidenced by the fact that several of 
the larger manufacturers have seen 
fit to excuse retail salesmen from their 
own basic selling courses if they have 
already taken the Institute course. 
These manufacturers include Proctor, 
Norge, Frigidaire, Hotpoint, Westing- 
house, Philco, Maytag, General Elec- 
tric, and others. 


Good Dealer Response 


The response of the dealers has been 
equally enthusiastic. The People’s 
Hardware Co. set up a special bonus 
award of a free radio for its salesmen 
who had perfect attendance at the 
courses. Another dealer used the 
mystery shoppers as a check on the 
efficiency of his sales staff, basing his 
own in-store training plans and per- 
sonnel ratings on the results. 

At the conclusion of each course, 
the students are handed a manual 
(prepared by Mook) which is theirs 
to keep and use as a refresher. No 
manual is used during the actual in- 
struction. The progress of each stu- 
dent is checked by short quizzes. The 
atmosphere is informal and sometimes 
the classes become a game. Either 
Mook is trying to stick them or they 
are trying to stick Mook. He loves to 
pose a difficult problem. 

“You’ve got a lady in the store,” 
he’ll say, “who’s almost ready to give 
you an order for a range. At that 
moment, in comes her mother who 
says, ‘What do you want to buy that 
range for? You’ve got a gas stove 
that works perfectly well.’ What are 
you going to do?” 

One of the props in Training Hall 
is a door, labeled the “Door to Oppor- 
tunity.” Sometimes this represents the 
door of a store, sometimes the door of 
a prospect’s home. One student will 


}} act as a salesman, another as the pros- 


pect. The “prospects” do everything 
in their power to keep the salesman on 
the other side of door, when it repre- 
sents their house, short of nailing it 
shut. When it is a store door, the 
salesman practices his approach to the 
entering customer. 

Once the students have successfully 
entered that door as salesmen into a 
prospect’s home, they have, Mook be- 
lieves, learned a good deal about sales- 
manship. And when they have finished 
the Institute’s series of courses, they 
have gone a long way toward opening 
their own door of opportunity to a 
successful selling career. End 
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PLASTIC 


produces a “knee-action” needle 
ride which achieves an entirely 
new quality of record reproduction. 


peereen valuable records 

from unnecessary wear. Gives 
greater effectiveness to the su- 
perior playing qualities of the 
sapphire jewel tip. Virtually 
eliminates breakage of playing 
tip by accidental dropping. 
Greatly lengthens needle life. 
Produces a pleasing, harmonious 
tonal balance. Yields a mini- 
mum of needle talk. Delivers a 
remarkably authentic record 
reproduction. 


Completely new in design and 
construction, the Webster 
Nylon Needle was created to 
give dealers a needle they can 
recommend without reserva- 
tion, to their most discrimi- 
nating patrons. 


weester ff] cuicaco 
5610 BLOOMINGDALE AVENUE, CHICAGO 39 


Now...as always... Webster means 
finer record reproduction 


PRESENTED BY 
THE MAKERS OF 
WEBSTER 
RECORD CHANGERS 
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EFFICIENT 







The amazing 








EASY-TO- 
OPERATE 

a 
DURABLE 


designed for daily use 











tHe REGINA corporatION, Rahway 2, N. J. 
Makers of the Regina Smoothcut Can Opener 
DISTRIBUTED 


REGINA ELECTRIKBROOM 





IN CANADA BY G. H. WOOD & COMPANY, 
Branches throughout Canada 





LIMITED 





It’s Smart to SABIE 
THE VANDER 
\ “Tire 


EXCLUSIVELY IN YOUR AREA! 
















COMPLETE 
WITH 
FIRST LINE 
DE LUXE 
4 and 5 ply! 

PREMIUM 
CUSTOM TIRES 
& 
TRUCK TIRES 


DENSICS 


TIRE & RUBBER CORP, 
East Fordham Road, New York 
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One of the six branch stores of J. Bacon & Sons (two built and four projected) is 
this modern building located at 2738 Dumesnil Street, in the Parkland section of 
Louisville. Suburban customers are being urged to make credit payments and other- 


wise transact business at these branches. 


Design for Selling 





Busiest Appliance Store.” He was 
careful not to overdo it, using the 
phrase just frequently enough to make 
its point by repetition and to impress it 
gradually on the minds of Louisville 
newspaper readers. 

According to Mr. Nally, “That slo- 
gan alone, we firmly believe, is re- 
sponsible for an enormous increase in 
business. It is one of those phrases 
which stick in the minds of people— 
inferring, of course, that a busy appli- 
ance store is a good appliance store. 
Believe it or not, we get letters every 
day addressed in that fashion,” he con- 
tinued, showing the letters to prove his 
assertion. “We therefore know that the 
public is conscious of the slogan and 
that it is paying off. 

“Some items have been complete 
sell-outs after appearing in newspaper 
ads under this slogan. We always 
use it now in every ad placed by the 
appliance department, since it goes 
with the name and has almost become 
a part of it.” 


Appealing Displays 


The third step in Mr. Nally’s de- 
sign for selling was the creation of 
displays with eye appeal. Just as it 
was a smart idea to get traffic through 
the appliance department by placing it 
next to the cashier’s windows, so it 
was smart to build displays which 
attracted and held the eye of that 
traffic. The appliance displays on the 
fifth floor are well worked out, prop- 
erly spaced, connected up for actual 
demonstrations and are inviting to 
the housewife whose chance glance 
may fall on them. 

An excellent example of display is 
the downstairs exhibit arranged by the 
appliance department. On the first 
floor of the store, where it may readily 
be seen by buyers of lingerie and 
gloves, perfumes and shoes, and shirts 
and millinery, is a display which is 
notable for eye appeal and unique 
arrangement. This display, placed 
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near the immediate main doors of the 
store, is a hexagon-shaped exhibit 
featuring a different appliance at each 
corner of the hexagon. Literature and 
signs describe the appliances and an 
attendant is on hand to explain or dem- 
onstrate and to urge the shopper to 
visit the fifth floor department. Be- 
cause of its unusual design and eye 
appeal, Mr. Nally says, it has proved 
a highly successful traffic feature. 
The exhibit is changed weekly and 
new or different models of appliances 
are shown. Various salesmen are as- 
signed to attend the display as the 
change is made. Buyers who other- 
wise would not get a chance to visit 
the appliance department are thus 
made aware of the goods on sale there. 


Branch Stores Opening 


J. Bacon & Sons has come a long 
way from the time old Jeremiah Bacon 
walked about selling things from a 
pack on his back 102 years ago. This 
change is reflected in the growth 
of the store and brings up the fourth 
factor in Mr. Nally’s design for sell- 
ing. This fourth step is the creation 
of branch stores. In operation now 
are two branch appliance stores located 
in prominent suburbs of Louisville. 
Four new branch stores will be opened 
in neighboring towns such as Jeffer- 
sonville, New Albany and Elizabeth- 
town. Mr. Nally hopes to have these 
new stores in operation before the end 
of 1947. He says they will carry the 
same major lines as the main store 
and will be run along the same lines, 
under his own supervision, as far as 
merchandising policy, credit plans, 
etc., are concerned. Heads of these 
branch stores are picked and trained 
men and participate in the weekly sales 
meetings held for employees of the 
main store’s appliance department. 

Recent ads of J. Bacon & Sons have 
advised suburban customers to visit 
these stores in their neighborhood and 

(Continued on page 249) 
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to make club payments there. Mr. 
Nally’s idea, of course, is to use these 
branch office collection centers in the 
same manner as the collection, depart- 
ment of the main store is used to draw 
appliance customers. Direct mail and 
radio advertising also encourage cus- 
tomers to do their business at these 
branches. All of the branches with 
one exception handle electrical appli- 
ances only. The Jeffersonville store 
is a junior department store, but spe- 
cializes in appliances. 


Sales Meetings 


In addition to the four major steps 
in his design for selling, Mr. Nally 
utilizes other and more conventional 
methods and plans for increasing sales. 
A big factor in building business by 
preparing for it, is the sales meetings 
he stages for his employed personnel 
each week. 

“We don’t just pass along informa- 
tion—we let the saleman take part. 
In fact, the purpose of our sales meet- 
ings is more inspirational than in- 
structive,” Mr. Nally declares. “We 
like to get our men keyed up—par- 
ticularly in the face of what we know 
is a coming buyers’ market. But 
while our efforts are directed mainly 
toward instilling enthusiasm in our 
salesmen for selling appliances, we 
do not neglect the practical side, such 
as telling them about the latest equip- 
ment on the market, passing along new 
ideas in demonstration, and showing 
them how to improve sales. The local 
distributors are always willing to help 
and they send us a speaker occasionally 
for these meetings.” 


Celebrities Help 


Another successful plan used by Mr. 
Nally’s to contact celebrities who visit 
Louisville and to enlist their aid in 
selling records and record players. 
Usually, they comply with his request 
for a personal appearance, if possible. 
At a recent appearance of Cab Callo- 
way, thousands of customers flocked 
into the store to hear Cab in a short 
performance, and remained to buy his 
records by the hundreds. Many other 
recording artists have journeyed down 
to the big store on Third Street to 


plug their records. 

The service and repair department 
of J. Bacon & Sons is under the direct 
supervision of Mr. Nally, and in addi- 
tion to drivers and clerical workers, 
employs four repair men. This de- 
partment handles reconditioning and 
trade-ins as well as service and repair 
to all makes of appliances. 


Servicemen Sell 


“We don’t overlook the opportunity 
of making our servicemen into sales- 
men,” Mr. Nally says. “We know a 
good service man is a good salesman 
and a courteous manner and friendly 
attitude are distinct business assets. 
We train our service and repair men 
to go out of their way to render a 
service whenever possible.” 

Mr. Nally has held his present posi- 
tion continually since 1938, with the 
exception of several months when he 
was on loan to the government as civil- 
ian personnel director at Fort Knox. 
He started his career as a vacuum 
cleaner salesman and thus learned 
many of the tricks of his trade the 
hard way. 


Summing Up 


He sums up his design for selling 
by declaring, “We have increased our 
sales with a few simple steps and a 
lot of long range planning. You might 
express it in a few words by saying— 
‘Put your appliance department in the 
traffic center of your store; give your 
displays plenty of eye appeal; get a 
good slogan in your advertising, and 
branch out as soon as you can,’ 

“Of course, a real design for selling 
includes, besides its major points, all 
the little tricks that are widely known 
and used. Such a design should not 
overlook anything—particularly in a 
department store where the competi- 
tion must be on a higher plane than 
anywhere else. And in these days 
of high competition —and the days 
that are to come of even tougher com- 
petition—a department store mer- 
chandising manager has got to be on 
his toes if he’s going to meet it. A 
few hours spent in planning, we have 
learned, can pay off in increased busi- 
ness.” End 








A neat, orderly arrangement marks the inside appearance of one of. the Bacon 


branch stores, in. suburban. Louisville. This is the inside of the store at 1280 
Bardstown Road. 
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BUILD YOUR 
SERVICE BUSINESS 








REPLACEMENT 
HEATING ELEMENTS 


A Profitable Service business with 
satisfied customers is easily built 
with “Nykelkrom” Replacement 
Elements. 


Nykelkrom Toaster 
Element — Adjustable 
Mountings — fits most 
all toasters. | 


Nykelkrom Fiat Iron Element — 
formed core with wide slot fits 
90% of the Flat Irons includ- 
ing new thermostatic madels. 


Complete line of Replacement 
Coils for most Electric Ranges — 
special heating units — flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 
resistance wire. 





Heating Elements 

6% and 5% inch bricks 
Single heat also for mul- 
tiple heat switches 


SEND FOR COMPLETE CATALOG 


H. W. TUTTLE & CO. 


ADRIAN, MICH. 





Cone heating elements 
for room heaters 























New! Revolutionary! 
Many 

Exclusive 

Features 


THE 


ACME-LITE 


8 WATT 


FLUORESCENT 
BED LAMP... 


Double push button switch for instant light- 
ing © Built in filter to eliminate radio 
interference © 8 watt fluorescent tube easily removable © All 
plastic shade in lvory or Mahogany ® Modern design © Dura- 
chrome Floral Decal enclosed. Can be applied or left off © Rub- 
ber covered hooks facilitate hanging. Flannel pads on back protect 
against scratching © Special holes allow for on-the-wall installa- 
tion © 6 foot extension cord. 

Graceful styling plus rich warm color. 

Scientifically correct construction assures safety and long life. 


Never before has fluorescence of this quality with all the advantages 
that Acme-Lite offers been available. 


SPECIFICATIONS: 


eee ene Pry ee reo gad pe 
WII voc osc0cenendcceseccenteeesuesen te 110 volts AC or DC. 
Paebed: 2 nce ccccvceeeteseconceegen Individually 12 to a master carton 


8 watt fluorescent tube can be supplied. 


ACME-LITE PRODUCTS CO. 


350 East 182 Street « New York 57, N. Y. 
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SPCAPRAY te fasiddllidihprobtable, pavented, absolutely tops in 
“its field. Your efforts ect kiphoonreera packaging, promotional lit- 
‘erature, national Wh my a counter-display-demoastrator that tells 
the story for you. ROTO-TRAY retails for $2.50. Inquiries invited. 


ie. Ses 


MANUFACTURED BY 


REPUBLIC MOLDING 
 ~. CORPORATION 
4043 W. LEXINGTON AVE., + CHICAGO 44, ILL. 





WISEMAN'S HIGHWAY BRANCH 


To satisfy the higher income groups of suburban, country-living customers in 
Contra Costa county, Wiseman opened this lush highway store in 1946. Neon- 
beaconed to catch auto traffic, night-lighted and night-staffed to encourage 
family shopping, Lafayette store has modern interior, informal atmosphere to 


suit customers. 


The Customer Is His Business 




















New homes in cities and on the farm will lead 
to more profit for you with DURO added to 
your line of merchandise. Duro Pumps, 
Water Systems and Water Softeners are a 
“natural” in design, appearance and as addi- 
tional profit builders. DURO has been nianu- 
tacturing quality—customer appealing—prod- 
ucts for more than 32 years. Line up with 
DURO. Find out how you can add the DURO 


line. 


Write today for new Water Systems Catalog 
and latest prices. 


DAYTON 
OHIO 












Duro “Vertitank" Water 
System. 265-720 Gal. 
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talk to him, find out something of his 
background, size of family, living 
habits, size of home, etc. Only by 
knowing those facts can we help him 
select the right merchandise and ad- 
vise him on the model or size best 
suited. You know—encourage the 
middle-aged, middle-class customer to 
buy a super-deluxe 7-foot refrigerator 
with plenty of space for the frozen 
foods the woman will want to have on 
hand for the afternoons she is late 
getting home from bridge, and which 
has enough space for the man’s stock 
of soda, and beer bottles. But we 
want to encourage the lower income 
man with a few children to buy an 
economy 9 or 10 foot box that has 
plenty of space for milk bottles, that 
lets the woman buy cheaply in quan- 
tity, that will store goods from their 
garden, and which will cost no more 
than the deluxe smaller refrigerator. 

“In the same way we help the pros- 
pect choose the appliance she needs by 
knowing something about her. The 
public needs help in selecting the right 
type of appliance for the home—they 
are not experts, we in the business 





CONTINUED FROM PAGE 43 





should be or we should get out. Take 
the people setting up new homes. They 
are starting from scratch. They would 
like a complete electrical home, includ- 
ing ironer and freezing cabinet, but 
there just isn’t enough money or credit 
to permit that. It is just as much our 
job to show such a prospect what she 
doesn’t need right away, as it is to 
promote the sale of what she ought to 
have. If it seems that the man is one 
who will continue to have a reasonably 
good income, but who has no extra 
reserve at the moment, it would be 
wise to recommend that the family 
buy a good refrigerator, skip the 
washer until a few months or a year 
later, rather than buying cheap models 
of both now. Then when it is time for 
the washer, they can afford a good 
one, possibly an automatic. But an- 
other couple, in the lower income 
bracket, or whose future possibilities 
are not too good, or who already have 
children, need different advice, and we 
give it to them. They must have a 


washer and a refrigerator, so the 
economy models in both should be pur- 
chased now. 


Next step would be a 





No criterion of Wiseman's major appliance display at Lafayette is this photo 
of appliance showroom taken by ELECTRICAL MERCHANDISING on a day 
when construction work was in progress, appliances shifted to front room. Alcove 
in distance will be location of three complete kitchen-laundry sales and demon- 


stration units. 
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portable ironer. These appliances 
would carry them through the first 
few years when their living costs are 
very high. 

“Tt is not easy to sell this way, but 
you have to remember that you are 
helping the customers plan the future, 
and if it pleases them, as it should, they 
will be the satisfied customers that will 
come back regularly through the years 
ahead. 


Advise on Financing 


“To some extent, this counsel has 
to extend to financing. And I don’t 
mean just those cases in which the ap- 
pliance is to be sold on terms. As a 
dealer who is basing his success on 
the existence of a lot of people who 
are pleased and happy with the goods 
they buy from me, I don’t like to have 
a prospect buy something which she 


the kitchen on a Sunday morning and 
drive out into the country——and they 
have to do it in the old jalopy. 

“T don’t want that to happen to my 
customers. I want them to enjoy as 
many appliances as possible without 
sacrificing other pleasures or necessi- 
ties. And we help them do that by 
helping them select appliances in the 
order of importance and over a period 
of years. Look at our display against 
the back wall of the store. We have a 
complete kitchen there—but it is bro- 
ken up into units. We want our pros- 
pects to know from the beginning that 
they can buy the single units that, 
when accumulated over a period of 
years, will give them the modern elec- 
tric kitchen that all women want. 

“There’s something else I want to 
impress. We all know that a customer 
can’t be fully satisfied with an appli- 





Fancier display, floor grouping, select merchandise, greets the fatter purses of 
style-conscious Lafayette shoppers. Unlike Berkeley store, which is in heavy 
shopping center, this Lafayette store must be a one-stop mart for radios, records, 
appliances, service, etc.—a department store appliance section, rurally located. 


obviously can’t afford. Look at it this 
way. A customer who finds out later 
that she shouldn’t have paid so much 
money for a particular appliance is 
going to turn not only against me but 
against all other appliances. She and 
her husband are going to hesitate be- 
fore considering more appliances be- 
cause they will be afraid that another 
purchase would strap their finances 
again. 

“And I don’t agree with much of 
this convention talk about our compet- 
ing with furniture and autos and floor 
coverings, and that we have to get 
the public’s money first. Suppose a 
couple needs new furniture, new rugs, 
an auto, a refrigerator and a new 
toaster. They come to you first and 
you put on the pressure. You sell 
them a $1,000 complete kitchen. 
They’re enthusiastic, and both enjoy 
the kitchen for a while, even look for- 
ward to the first time they have some- 
one in for dinner. Then when some- 
one does come in for dinner, and they 
sit around the living room on the 
old furniture, and look at a threadbare 
tug, they begin to realize that all their 
money and credit is sunk into the 
kitchen for a year or so. I think the 
dealer’s stock goes down, and his 
chances of getting future business from 
them and their friends is slim. It 
happens again when they want to leave 


ance unless she gets the full value of 
it and knows enough about its opera- 
tion to enjoy using it. We approach 
this subject two ways. On the floor, 
before the appliance is sold, we insist 
on a complete demonstration. The idea 
is to show the prospect everything that 
the appliance will do, and point out 
what it won’t do. We want her to 
know in advance just what she’s get- 
ting and what she’s not getting. 

“But this can’t be the final demon- 
stration. The floor demonstration 
shows the prospect what the appliance 
will do, but it can’t show her how to 
do it. She is too excited in the 
atmosphere of the showroom, and with 
the idea of buying, to absorb all the 
details of an appliance and its opera- 
tion. So we have a “hostess,” a trained 
woman whose job is to go to the cus- 
tomer’s home immediately after de- 
livery (before anything is broken). In 
the quiet atmosphere of a woman’s 
home, where she is at ease and in the 
surroundings where she will be using 
the appliance, she can learn how to 
use the appliance properly, how to get 
her full money’s worth out of all the 
things it will do for her. 


Keep Them Satisfied 


“Well, we can assume now that our 
customer is satisfied because we have 
(Continued on page 252) 
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Running Up 
a Record 


Yes, it has been quite a race to get stainless steel— 


even though 1946 ingot production topped a 
half-million tons. This was more than double the 
best prewar year, and a fivefold increase over 10 
years ago. And steel producers are boosting their 
output even still further, so that stainless steel 
can be available for countless everyday things 
like refrigerators, washing machines, and even 
furnaces for the home. If you’re looking for ideas 
on how to use this versatile metal, write to 
Department L-5 for our monthly publication 
ELEcTROMET REVIEW. 

ELECTRO METALLURGICAL COMPANY 

Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street UCC] New York 17, N. Y. 
PRODUCERS OF ALLOYS THAT MAKE STEEL STAINLESS 











... SHOWMANSHIP WITH A PURPOSE 


AMERICA’S MOST COMPLETE EXHIBIT FACILITIES 
ALL IN ONE PLANT...with over I5 years of 


Leadership and Experience' 


Handley-Brown 
Exhibit 
Used in Many 
Shows 


4 SEND FOR COMPLETE INFORMATION 


FREE! ... JUST OFF THE PRESS... Large 8 page 


brochure with 110 photogrophs ond complete information about our 


exhibit service. Write for it today on your compony letterhead. 














SSE FOREO 
G KITCHEN VENTILATION 





Immediate Delivery 
Distributors — Dealers 
Invited NOW 








2940 Fourth Ave. S. 








A profitable service ... urgently wanted 
. . » in OLD HOMES as well as NEW .. . 


Cooking vapors 
_here at their source 


—in Package Units! 
OUT GO ODORS, steam and hot 


greasy vapors—all captured here 
at their source. See that range- 
length intake of polished alum- 
inum? It serves the whole cooking 
surface with intensive, localized suc- 
tion. Concealed duct leads to 
Dome Turbo Blower in basement, 
attic or soffit. Readily adapted to 
old homes as well as new. Pilot 
light — speed control — automatic 
draft-tight shutter. Another smaller 
unit too; for kitchen, bath, amuse- 
ment room. Write! 


ELECTRO SPECIALTY MFG. CO., Inc. 


Minneapolis 8, Minn. 
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helped her locate what she needs, have 
helped her keep it within the family’s 
income, and we've shown her how 
to get full value from what she has 
purchased. Everything will be all 
right now unless something goes 
wrong with the appliance. That’s when 
we are ready with a fully-equipped 
service department that will maintain 
the guarantee, or if the trouble comes 
well beyond the guarantee period, to 
repair the appliance expertly at a rea- 
sonable cost. 

“Put all those things together and 
we get satisfied customers that won't 
hesitate to come back here for the 
next appliance they need. We expect 
a 25 percent increase in gross business 
in 1947, and we think that this satisfied 
customer policy ‘is the basis for this 
increased volume.” 


Policy Is Adjustable 


That's how Wiseman goes about get- 
ting customers for his Berkeley store. 
But his code of practice is flexible. 
Witness the fancy layout at his new 
store on the highway in Lafayette, 
Calif., where an analysis of the cus- 
tomers showed that he had to set up an 
operation completely different from 
the one across the hills in Berkeley. 

The people in the Lafayette area, to 
an extent greater than in Berkeley, 
are the upper middle class and wealthy 
who have fled San Francisco, Oak- 
land and Berkeley for the informal, 
rural atmosphere of the Contra Costa 
hills, and this fact has been reflected 
in the appearance, operation and in- 
ventory of the Lafayette store. 

Wiseman’s store in Lafayette is 
modern, gay, plush—but informal. 
There are plenty of appliances on the 
60 by 80 foot showroom floor, mostly 
the deluxe models, but there is not 
the same attempt to create a mass dis- 
play similar to Berkeley. Wiseman 
uses effective groupings of appliances, 
with the emphasis on the beauty and 
usefulness of the appliance rather 
than on variety and price range. A 
20 by 40 foot area opening off the 
major appliance showroom will house 
three complete kitchen-laundries, which 
gre in demand among the many builders 
of large ranch homes in that area. The 
front showroom is split into two 30 
by 40 foot areas, linked by arches, 
with entertainment items in one area, 
utility items in another. Where radios, 
records, phonographs, etc., are shown, 
the decoration is colorful and gay. 
Where the gleaming white enamel of 
the appliances predominates, the deco- 
ration is more in keeping with the utili- 
tarian ideas of kitchen and laundries. 

The selling atmosphere in the La- 
fayette store bespeaks the informal, 
Western ranch life of that area. Man- 
ager John D. Wasson dresses in well- 
tailored sport clothes. Wiseman, on 
his days at the Lafayette store, wears 
sport jacket and sport shirt. The cus- 
tomers wear the same when they are 
well dressed—but it is not unusual for 
a couple to drive up in a Cadillac and 
come into Wiseman’s store dressed in 
overalls, garden slacks, or western rid- 
| ing clothes. 
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The Customer Is His Business 





Says Wasson: “We know that the 
people out here want to dress and shop 
informally. If we.met them at the 
door and we dressed in staid business 
clothes, they’d feel ill. at ease. - We 
want them to be comfortable and to 
enjoy shopping here, so we give them 
the atmosphere they want.” 


Highway Advertising 


Wiseman advised “yelling like hell” 
to let people know you have stocked 
the appliances they want. At Lafayette, 
his loudest yelling is in neon and glass. 
The county has no practical transpor- 
tation other than the auto, and almost 
every car has to use the highway that 
comes from the Oakland tunnel. So 
a large sign out-neons the other stores 
to let every passerby know that here 
is “Wiseman’s Appliances”, and a full- 
glass 80-foot front shows the array of 
appliances to the passing motorist. 
Every night the lights are on. And 
every week, in the county shopping 
news, display advertising is used to 
reach the people in Lafayette, Orinda, 
Concord, Walnut Creek, Antioch, Rich- 
mond and Port Chicago. 

Ready to greet another type of cus- 
tomer in the spring of ’47 will be the 
third Wiseman Appliance Store—this 
time at the crossroads shopping center 
of swanky Orinda. Only a few miles 
from Lafayette, the Orinda store will 
serve another clientele, the wealthy 
estate owners and builders. Again 
Wiseman has put to work his rules 
for producing satisfied customers. He 
has studied the prospects in this area, 
designed a store that will be completely 
functional. No major appliance dis- 
plays, only complete kitchens, laun- 
dries, living rooms, furnished with the 
top-quality, high-priced electrical ap- 
pliances displayed as they are used in 
the rooms. 

“That’s only the beginning,” says 
Sol Wiseman. “When we get going in 
Orinda, we will show you how we 
go about satisfying such a completely 
different type of customer by using the 
same rules but adapting them to the 
market. After all, the customer is our 
business. The customer isn’t always 
right, but you’ve got to do right by 
the customer.” End 
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Single-leverage presses, 1 to 2 
tons capacity. Ratchet type, 1% to 
5 tons capacity. (Three-ton press 
shown above.) 





Ten-ton Utility Press is ideal for 
. most repairs. Easy to use on all 
kinds of work. Special attachments 











for electrical work available. 


The right kind of press is impor- 
tant in your appliance repair 
shop, for work on all kinds of 
press-fit parts and general press- 
ing work. Washing machine 
rotors, motors, and many other 
appliance parts can be assem- 
bled and disassembled in mini- 
mum time. Pick the size you need 
for your shop, or write for fur- 





ther information. 





ELECTRICAL MERCHANDISING— 


Go Getter’s 
Service System 
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and service men obtainable and he 
therefore doesn’t hesitate to solicit 
or to tackle any repair job where re- 
pairs can put the equipment in work- 
ing order. 

“We figure that if you can do a job 
better and guarantee it to be better, 
you don’t have to hesitate in advertis- 
ing your work that way,” he says. 
“When we claim we can repair or 
service an appliance as well as or 
better than our competitors, we have 
stuck our necks out and we know it. 
The only course we have then, is to 
make good on our claims, and to date 
we have done so.” 

A pet project in the Dacy plan of 
establishing his business, was the 
building of his parts department. He 
values this collection today at $40,000 
and makes a strong effort to maintain 
this supply. Since deliveries have in- 
creased he hasn’t found it such a prob- 
lem, but he recalls the time a year or 
so ago when he was continually on the 
go all over the South, hunting for 
scarce parts and buying almost any 
of them he could find on the market. 

Repair work on small appliances has 
not been ignored in the Dacy scheme 
of things. He has a special small ap- 
pliances repair department headed by 
W. N. Ellington, a veteran of many 
years’ experience in repairing such 
equipment. Radios, irons, fans, toasters 
and other small appliances are brought 
into this department and repaired on 
the same cash basis, with the same 
systematic efficiency and workmanship 
as are the larger appliances. 

The Dacy Electric Co. is one of the 
few appliance stores in the Asheville 
section which maintains, as advertised, 
a 24-hour repair service. While night 
work is never heavy, according to Mr. 
Dacy, it is a comfort to his customers 
to know that help is available im- 
mediately in the case of refrigerator 
leaks, radio difficulties and other 
troubles. The firm makes full and 
effective use of the 24-hour slogan in 
all its advertising. 

While repair and service work is 
a big mainstay of his business, Mr. 
Dacy is also known as a wide-awake 
merchandiser. His display rooms, in 
a separate building from his service 
shop and his warehouse, are located 
at 95 Patton Avenue, on one of Ashe- 
ville’s best business streets. General 
Electric is his major line and he also 
handles Philco and Stromberg-Carlson 
radios. At night, an effective arrange- 
ment of fluorescent lighting easily 
makes his store an outstanding one 
on Patton Avenue. He opened the 
store in 1929 and except for a year 
and a half in the Army Signal Corps, 
he has been in business since. 

Expansion plans are a natural re- 
sult of Mr. Dacy’s success in appli- 
ance service and merchandising. He 
expects soon to buy a large all-stone 
building near his present shop and 
combine display rooms, service shop 
and warehouse in the stone structure, 
which he estimates is about twice as 
large as his present quarters. End 
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Weat from the customer's side! User has 
eatalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 

replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needsdemand. 






Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
Sy fying? Then you need EVER READY. Every cat- 
“se | alog sheet is instantly available and in place. No —— 
oe eg delay, no annoyance, no chance to mislay any sheets 
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, holds one inch of punched sheets. Each section stays 
4 in place, yet is removed or replaced instantly. 
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ORDER TODAY! ALL SHIPMENTS EXPRESS : 
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Zuich Sates- Easy Haudling 





Each lamp individually packaged 
in @ specially designed carton— 
@ carton that protects all parts 
from possible damage, yet 
leaves the lamp ready for de- 
livery to the customer. Packed 
6 of a@ style in a sturdy Master 
Carton. All VERPLEX Lamps cre 
furnished complete with 6” 
plastic reflectors, all-metal 
sockets and push-through 
switches. Retailing from $3.95 
te $9.95 


Write for Catalog 


New York Office 
225 Fifth Avenve 
los Angeles Office 
Merchandise Mart 
Minneapolis Office 
400 Sexton Build 


THE VERPLEX COMPANY 


PIN-UPS y% VERPLEX 


Here’s a truly decorative Two-Purpose Pin-Up Lamp 
made in three colors—red, green and bronze. This 
is just one of the many attractive Pin-Up Lamps 
made by VERPLEX. Designed by talented artists, 
fabricated by skilled craftsmen, VERPLEX offers 
@ wide choice of Pin-Up Lamps—one to suit the 
taste of every customer. 





















At Essex, 


Connecticut 











“Gen 


Motionair* means Air 
In Motion! Medical 
authorities agree that 
air CORRECTLY circu- 


lated improves health, provides well- being, and combats mental and 
physical fatigue. That’s why Motionair air circulators are appearing 
in more and more doctors’ and dentists’ waiting-rooms all over the 


country. 


This is another new Motionair field 


for your Motionair sales! Another outlet for 


sales YOU can be making! Authorized deal- 
ers from Coast to Coast are moving Motion- 
airs not only into homes, but into businesses, 
professional offices, and industry! Be an Au- 
thorized Motionair Dealer at once! Move in 
on this faster, bigger sales picture! Call your 


Motionair distributor now! 


MotronA:r Ine. 


3319 EAST SLAUSON BOULEVARD . 
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Order Monday — Get Friday? 
ALL STEEL 


TRUCKS 

















MODEL 35: wm hants: $ 95 
43” ht; 14” 
ber wheels : a Oilite 


bearings ; 00 Ib. cap. Curved cross pi 
jm cael irom stock. A good small truck. 


ALL-PURPOSE Sagposicties 


MODEL 50 Handees t , in use nearly 
all over the world. lk. ib. p) 5x2 rubber 
wheels, Oilite bearin: as 

ht; 14” nose; “red 


straps. Over 15,000 Handees 95 
trucks sold by mall. Ry 
express collect if no 

Pictured center. 


APPLIANCE TRUCK 
MODEL ee. ae 
and _ All-P a ae ~ 
$19.95. Cap. 60 
plete with 1° ‘straps a" 


nose-piece; 48” ht. ; 95 
rubber wheels, Gite ear 
ings. This mod 

thousands ae ~~ KE: SbF. 


ers. Pictured upper left. 


ORDER FROM 


HANDEES COMPANY 


Dept. EM-5 Bloomington, III. 


POLAR 
FREEZ 


America's Popular Freezer 













Strong Retail 
Acceptance 


A Profitable 


Dealer 
Franchise 


SCHELM 


BROTHERS INC. 


EAST PEORIA, ILL. 2 





Pioneers in 
Food Freezing 
Equipment... 
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HOME FREEZER 
OWNERS NEED 
FROZEN FOOD 
PACKAGINGS 


increase your profits 
by stocking a 


complete and proper 


FOR FROZEN FOODS 


write for catalog 
and price list 
your order will 
be filled 


immediately 


PACKAGING DIVISION 
€. W. Twitchell Incorporated 


ED Public Ledger Bidg, Phitadciphic 6, Pa. 















NEW 


ELECTRICAL APPLIANCE 


PREMIER P-20 


PORTABLE ELECTRIC 
WATER HEATER 


IT’S PORTABLE 


Unit is hung by 
slotted bracket from 
small bolts, nails, or 

screws on walls 


posts, etc 


Here’s one of the finest postwar electrical 
appliances . . . and for immediate deliv- 
ery! It’s a high-profit, reasonably priced 
item that practically every one of your 
customers will want. 


HOT WATER BY THE PAILFUL 
Easily operated — a pail of water hung 
on switch arm sets unit in operation .., 
when pail is removed, switch shuts off 
automatically, Safe — simple — efficient, 
_A water heater with dozens of uses. 
UNDERWRITER’S LABORATORIES APPROVED 
DEPT. EM-5 


Order From Your Distributor Or Write To 


THE NATIONAL IDEAL COMPANY 


TOLEDO 4, OHIO 
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A ‘ree 
SALESMAN 
FOR YOUR 
STORE 


@ This 7” x 7” good looking gold, brown and white salesman will 





go to work for you as soon as you put it on your counter. It really 
sells the sensational chrome and colored CAN-O-MAT—the world’s 
finest can opener. It’s yours free on this limited deal with 4 CAN-O- 
MATS at regular established prices and discounts. Get yours at once 


—put it on your counter and see customers try its one hand operation— 
AND BUY. 


Ask Your Jobber or Us for D-27. * 
t's a Special Pack of 4 assorted 
color and chrome CAN-O-MATS 


at regular prices with one of these MANUFACTURING C0. 


sales producing D-27 displays FREE. KANSAS CITY, MO. 











. Nemerson 


for the best in ATTACHMENT PLUG CAPS 


ER 
ON CHANE 

EDGEFOR compressing cap 

B'HOOK TT (Expands ire ati) 


sol- 


Manufacturers — ELECTRICAL WIRING DEVICES 
83-91 HIGHWAY 29, HILLSIDE 5, N. J. ° WaAverly 3-1818 
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La ELECTRIC MOWER ~ 
e ... A PLEASURE to CUSTOMERS 
and & DROFIT TO YOU! 


Your customers will “go for” the LEJAY WHIRL- 
R-MOW. It's so easy, so modern! Complete with 
battery and battery charger, the WHIRL-R-MOW 
is easily operated, extremely quiet. The rotary 
blade cuts tal] or short grass and is easily ad- 
justed. 





























FINGER-TIP CONTROL 


in the handle starts and stops the WHIRL- 
R-MOW. Equipped with oil-less bearings 
and engineered in modern design—it's 
that sure-fire item you'll want! 


Self-Contained 
Battery Operated 















WRITE FOR 
DETAILS ON 
EXCLUSIVE 
DISTRIBUTION 























LEJAY Motors Corporation 


2910 SO. EMERSON AVENUE + MINNEAPOLIS 8, MINN. 
































‘ ci 
- a> 





A low cost assortment of surprising utility—16 items 
totaling 150 brushes, springs and wicks. Brushes in the 
kit have been very carefully selected and will serve a 
wide range of appliances. Springs are provided to fit 
each brush. 


Write for details and our catalog 42-B. 
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The ACTION Display-Way 
To Boost Your Sales! 





TURNS THREE TIMES A MINUTE 
. Turns passersby into customers 


Create more 
interest in 
your displays 
by activating 
then with 
ROTO - SHO. 
It does a 
powerful _ sell- 
ing job at 
low cost. 





Supplied with 18" Table 


All steel, ROTO-SHO carries up to 200 Ibs. 
Operates on 110 Volts A.C. Delivery is im- 
mediate! See your distributor, or write us 
for literature. 


GENERAL DIE AND STAMPING COMPANY 
262-A Mott Street New York 12, N. Y. 



























DEALERS for the Housewife 
THE APPLIANCE FOR HOME 
FLOOR POLISHING 


TOADROY Friction” 


ELECTRIC FLOOR 
POLISHER 


¢ Light Weight (13 tbs.) 
¢ 9-inch Brush 
* Easy to Use 
* Sturdy Construction 
© Powerful New Principle 
Motor (gear-in-head) 
* Direct Drive — no belts 





or pulleys 

IMMEDIATE DELIVERY — If 

Ko you don’t know your distrib- 
mY vtor, write today. 


<) 

TOADROY MANUFACTURING CO. 
“Your Floors Dept. P-38 
Reflect You"’ Wellington, Kansas 








WEST COAST 
MANUFACTURING 
FACILITIES OFFERED 


¢ Fully Equipped Plant 


able to manufacture, spray, 
bake, assemble and pack; in- 
terested in making connection 
with Eastern manufacturer. Elec- 
trical Items preferred. Equip- 
ment includes punch presses, 
power brake, spot welders, 
spray room, baking equipment, 
tool room, etc. Can make avail- 
able services of 34 employees 
and over 20,000 sq. ft. in own 
plant. 
Address Inquiries to: 


BO-117, Electrical Merchandising 
68 Post Street, San Francisco 4, Cal. 











BUY 


all the U. S. Saving Bonds 
you can 


and 


KEEP 


all the U. S. Saving Bonds 
you buy 
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GITS LUMINOUS 
PLASTIC SWITCH PLATES 
They Glow in the Dark with blue-white 
glow for 7 to 8 hours with only min- 
utes of exposure to light. They are 
practical, unbreakable and washable. 
Attractively packaged with individual 
screws. Colorful display free to each 
dealer. Retail 25¢ single gang—42c 
double gang. 


GITS PLASTIC 
PROTECT-O-SHIELDS 

Light switch wall protector molded of 
unbreakable plastic in wide range of 
lustrous colors to match any wall or 
wallpaper. Permanent, washable finish. 
Easy to install. Sell on sight. Retail 25c 
single gang—35c double gang. 

Order from your jobber. 


CHICAGO 
4600 West Huron Street, Chicago 44, Illinois 
Manufacturers of the famous Gits Flashlights, Knives, 
Games, Savings Banks. 
CANADIAN DISTRIBUTOR 


Myer Bald, Ltd., 69 York Street, Terente 
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| ELECTRIC FENCE CONTROLLERS 


Electro-Line is built for farm- 
ets who appreciate fine farm 
tools—they have made it the 
leading brand of electric fence 
controllers. Year after year 
more dealers appreciate this. 
They find Electro-Line brings 
them increasing sales and 
steady profits. 


Ask your jobber about the 
five Electro-Line models in- 
cluding battery, hi-line and 
combination controllers—and 
the new Accessory Kit. 


Handle Electro-Line — the 
complete line for electric 
fencing. 

ELECTRO-LINE 
PRODUCTS CORP. 


120 N. Broadway 
Milwaukee 2, Wis. 
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FIRST—with an a/l-aluminum cabinet, inside and out .. 


light, strong, rustproof! 


with heavy doors. 


FIRST—with automatic-opening top door. . 
button! A great feature for housewives who have struggled 


. just touch the 


FIRST—with convenient visual control panel, combining 
Quick-Freeze and Zero-Storage thermostat control, visual 


temperature indicator. 
FIRST—with large packaging 


and storage bin, which lifts 


out for easy access to condensor unit. 


See it... sell it! The greatest 


Freezer value on the market 


today is the new 1947 AMERICAN. 


Dea.ers! Write for colorful illustrated litera- 
ture on AMERICAN Quality Products 





REFRIGERATOR & MACHINE, tne. 


2700 University Avenue, N. E., Minneapolis 13, Minn. 











a THE FAMOUS 
Brele) Ej [e) Biv mde ary |e 






% 
o 4g N 
St 
“—~>. 


e 
, Winery apve ts 
SOLD unit O* 
IMMEDIATE DELIVERY 


PLACE YOUR ORDER TODAY 
Write for 64-page catalog 


CHICAGO WHEEL & MFG. CO., 1101 Monroe St. 


This is it! 
jobs—the choice of mechanics and home craftsmen 
all over the world. There are more Handees in use 
than all other tools of this type combined. And more 

accessories! Over 500 in the profitable Handee 
line. Sell them to all tool owners. 











THE FIRST AND FINEST! 
Industry’s tool for exacting production 


Handee grinds, drills, polishes, cuts, 
routs, carves, sands, saws, engraves on 
any material—wood, plastic, metal, glass, 
horn, etc. Runs at a cool 25,000 r.p.m. AC 
or DC. Wt. 12 oz. In fine cieel carrying 
case with 40 accessories, nationally adver- 
tised at $27.50. Handee only. with 7 
accessories, $20.50. 


SATISFACTION GUARANTEED —a 15- 
year history of satisfied Handee users en- 
ables us to make this absolute guarantee 
to your customers. 


@ Combined with its exclusive precision 
attachments and custom-built accessories, 
Handee performs more operations with 
greater accuracy than any other portable 
tool at any price 


A COMPLETE WORKSHOP! 
Handee and 40 fine 


accessories in steel 
carrying case. 








Dept. EM, Chicago 7, Ill. 
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CLASSIFIED 


SEARCHLIGHT SECTION 


ADVERTISING 














WHERE 
To Buy 


























Nationally known | d Bul f 
a it anding sales force. Central, tast South- 

western nod Western territorities open on 
full } basis, (Salary and commission), or con- 
sider 1 8.  rapresentnten. Write 


SW-119, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 











POSITIONS VACANT 


SALES MANAGER Heating Equipment— 

Home heating appliances manufacturer. 
National sales experience in like capacity 
with water heaters, tanks, heating and 
ventilating equipment and kindred products 
essential. Salary open. Location—New York 
City. Complete details P-122, Electrical 
Serohandising, 330 W. 42nd St., New York 18, 
N. Y. 








SELLING OPPORTUNITIES AVAILABLE 
MANUFACTURERS’ REPRESENTATIVES 

selling electric jobbing and other accounts. 
Excellent appliance sideline or full time 
proposition Long profits. State territory 
covered. RW-123, Electrical Merchandising, 
68 Post St., San Francisco 4, Calif. 














SALES REPRESENTATIVES wanted for ex- 

panding line of Fluorescent Desk and Bed 
Lamps of reputable manufacturer. Write or 
wire qualifications. RW-125, Electrical 
Merchandising, 330 West 42nd St., New York 
18, N. Y. 





SALESMEN: SINGLE, aggressive, with car. 

Free to travel to sell nationally known 
electrical appliances. Must be familiar with 
jobbers and department stores. Give full de- 
tails in first letter. SW-124, Blectrical 
Merchandising, 520 North Michigan Ave., 
Chicago 11, Il. 





WANTED EXPERIENCED Appliance sales- 

men: Following among wholesalers; sell 
leading lines of electrical appliances: hot 
plates, heaters, irons, fans, etc.; Drawings 
against commission. Write stating experi- 
ence, references, class of trade and territories 
familiar with. SW-126, Electrical Merchan- 
dising, 330 West 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


RADIO AND Appliance Servicemen available 

for immediate employment, any location. 
Well qualified. Recently completed eight (8) 
months intensive practical training. Address 
R. EB. Hinkel, Central Radio and Television 
Schools, Inc., 1644 Wyandotte St., Kansas 
City 8, Missouri. 














EXPORT EXECUTIVE: All phases of ex- 

port. Sales promotion. Selecting distribu- 
tors. Credit and collection manager. Spanish, 
French, single. 40. PW-127, Electrical 
World, 330 West 42nd St., New York 18, N. Y¥ 


SALES DIRECTOR—14 years with an eastern 

utility company. Experienced in training 
salesmen in electric appliances also dealer 
contact work—desires to make connection 
with manufacturer, distributor or department 
store. For further information write PW- 
sa Electrical Merehenéising, 330 West 42nd 

» New York 18, Se 











SELLING OPPORTUNITIES WANTED 


WANTED 


A million dollar independent retail 
store—one of largest in the East—re- 
quires man to take complete charge of 
its operation involving 


APPLIANCES, RADIOS, 
HOUSEWARES, HARDWARE 


Thorough familiarity with these lines essen- 
tial—from a buying, selling & merchandis- 
ing standpoint. Applicant must show record 
of outstanding results in top-level depart- 
ment or large retail store management. 

Only heavy-weight executive of highest 
calibre seh; since this position ts you 
immediate! in the driver's seat’’ of the 
entire organization. 

An unusual opportunity with an excellent 
future & income commensurate with back- 
ground. 

State full qualifications, age, salary, etc. 
Replies held strictly confidential. 


P-120, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


Come to 


5 en eee eS oe 

Properly managed. 
Well manned and Financially 
sound 





Factory Authorized 
Parts & Service Station 
for 
Metropolitan New York 


KELNARD SALES & SERVICE, Inc. 
KELNARD SUPPLY CORPORATION 


38-27 30th Street, L. |. City I, N. Y. 


OPPORTUNITIES: SELLING . .. EMPLOYMENT... MERCHANDISE . . . BUSINESS 
¢ 0c « line, minim 4 lines. To fi ad- DISCOUNT of 10% if full payment is made in advertising appearing on other than 8 contract 
RATES: vance payment, count 6 everege weeds es rn 4 nde 4ve insertions. basis. Contract rates quoted on request. Parts Services & 
line, POSITIONS WANTED (full or part AN ADVERTISING INCH is %" ’ 
time salaried employment only) % the above DISPLAYED INDIVIDUAL SPACES with {orically on s column—4 co be meses 
rates payable in advance, border rules for prominent display of adver- to a page. CO) FOR je Accessories 
BOX NUMBERS—Care. of publication New tisements. MEN TS, BEC IVED BY Mar 2ist WILL 
hy Dll cos count ‘The advertising rate is $9.00 per inch for all SPACE LIMITATIONS. EM. 
WANTED ° ° 
SALESMEN GENERAL MANAGER Major Appliance Manufacturers NEW HAVEN QUILT & PAD CO'S 


PADDED COVERS 


FOR SAFER, EASIER HANDLING! 





Speeds deliveries. Refrigerator Cover 
w canvas out- Adjustable 4 to 19 
side, moleskin lined. Pro- Cu. Fe. 


new HAVEN Quilt & PAD C0. 


86- 83 SiieskcSive Se. ct beven}i Conn 














WANTED 


GENERAL MANAGER 


For an established national organiza- 
tion for manufacturing business of 
heating furnaces and _ refrigeration. 
Must have experience in engineering. 
manufacturing and selling. 


P-118, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 








SALES REPRESENTATIVE 
Specialty fuse manufacturer re- 
quires sales representation in Mid- 


west and Western States. 
Good hy gman to right man. Write to 


care of 
SCHECK Avene AGENCY 
9 Clinton St. ewark 2,N J. 








CANADA 


Canadian Firm with 25 years 
lectrical Jobbers, Chain and 
wee om to coast Is desirous 
interested | 
distribution ia Canada. 
RA-972, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


jenee selling to 
Stores 





WANTED PROJECT exclusive products by 

nation-wide Independent Dealers Electrical 
Appliance League. Write Ideal Sec’y., Fair- 
port Harbor, Ohio. 





MANUFACTURERS—IF you are interested in 

active distribution of your products to the 
jobbing trade in Kansas and adjacent terri- 
tory by an experienced representative con- 
tact the Central Sales Agency, 2320 Mossman, 
Wichita 6, Kansas. 


MERCHANDISER OF major electrical ap- 

pliances with 20 years experience desires 
position as manufacturers representative in 
Seattle and surrounding territory. RA-129, 
Electrical Merchandising, 620 North Michigan 
Ave., Chicago 11, Ill. 


BUSINESS OPPORTUNITY 


ELECTRIC APPLIANCE. One of the oldest 

established electric appliance, refrigeration 
and radio stores in Modesto is now offered for 
sale. Several valuable franchises including 
one exclusive old Nationally advertised line. 
Commercial and home refrigeration units, 
Radios, electric appliances, and service. Gross 
volume 1946, approximately $160,000. Pres- 
ent inventory approximately $35,000. Owner 
will sell all furniture, fixtures, service equip- 
ment, good will, etc. for $15,000 plus whole- 
eale inventory of stock, and provide long 
lease on Central downtown location in the 
heart of Modesto. Persons of good financial 
and business responsibility only will be con- 
sidered. Lioyd Goodin, 1117 Bye Street, 
Modesto, California. 
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WEST COAST 


Well established Manufacturers’ 
en olectrical ) Tigh de Hine line of 


entire Pacific cy Te =e 
Office and warehouse ‘Yacilitives a Refer. 
ences furnished. 


IBUTORS 
1817 Industrial St., Los Angeles 22, Calif. 








FOR SALE 
COIN METER 
WASHING MACHINE BUSINESS 
15 in Los Angeles—nets $2,000 Per month. 
Business can be doubled. Price cash $45,000. 
REASON POOR HEALTH 


BO-121, Electrical Merchandising 
68 Post Streei, San Francisco 4, Cal. 














ELECTRICAL EXAMINATION PREPARATION 
—EASY—! STING 
ELECTS CAL QUIZ BOOK—A Teue-Feme Exam 


an P : 
ELECTRIC WIRING DIAGRAM *auiz BOoOK— 
eon Apparatus Cireuit Connections. 
Price $1.00 


QUIZ BOOK Co. 
603 Brighton Beach Ave., Brooklyn 24, N.Y. 





Baby Blue, N 
Bargain at "7 F. O. B. ‘Nashville. 
THERM-AIRE EQUIPMENT 
COMPANY 
eee ~ 


Berry Field lashville 4, Tenn. 








Attention Washing Machine Manufacturers 
Ex pevtences sales executive desires to represent 
ng machine manufacturer preferably In Michi- 

gan. Will concider other states. Commission basis 
Have so'd washers and ironers nationally 

to all classes of trade, wholesale and retail. Selling 
out interest in large wholesale company as officer and 
sales manager to start own business. Excellent past 


record 
RA-130, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 


SMALL ARMATURE 
SPECIALISTS 


Drills —.. Vacuum Cleaners 
Waxers, etc. 
Modern equipment-expert mechanics. 
Prompt service on rewinding of all 
small armatures. Moderately priced. 


NATIONAL 
Vacuum Cleaner Supply Co. Inc. 
131 West 14th Street WN. Y. C. No. 11 











Each 
of these 
advertisements 


represents a current WANT 
of an individual or concern, 
with some element of profit 
in each, for whoever can ful- 
fill the need. 


Some are employment opportuni- 
ties; others offer solutions to press- 
ing production problems; _ sitill 
others offer good used equipment. 


“Searchlight” advertisements are 
constantly changing. New oppor- 
tunities find their way into this 
great WANT medium, each issue. 
Regular reading of the “Search- 
light” pages can be as important to 
you as reading the editorial pages. 
One is news of the industry, the 
other—NEWS OF OPPORTUNITIES 
currently offered in the industry. 


for 


EVERY BUSINESS WANT 


Think “SEARCHLIGHT" first 








This 4 stamp is a mark of quality 
on any rewound 


ARMATURE 


It Designates Perfection 
In Skill and Workmanship 


Look For It 
ARMATURE ENGINEERING CO. 


60 Bergen Turnpike 
Ridgefield Park, N. J. 


aa err 
WINDING 
Specictists in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 
vse them. No increase in price since 1941. 


ELECTRIC SWEEPER SERVICE CO. 
2034 EUCLID AVE. CLEVELAND 15, O. 


OIL BURNER PARTS 


Ww iP'makes of a complete line of parts 
he makes of space oi] heaters. 
ow piso is 


featuring 
safety ficat 
AnteOe. NER SUPPLY 
ry ty = 














valves, fittings, etc. 
c 








A FRANTZ PARTS JOBBER 


WRINGER ROLLS AND WASH- 
ER PARTS FOR ALL MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 
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qs 438=WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: | DISPLAYED RATE: 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads. 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 






































y oe iv @! ‘ i. fl moa a 
The NEW *} WASHING MACHINE PARTS & 
“YEATS APPLIANCE DOLLY” 
Aluminum frame, caterpillar type “STEP GLIDES" for REPLACEMENT PARTS FOR ALL MAKES 
climbing steps, straight slide on back for easy loading BOSS « GAINADAY ¢ LAUNDRY QU EEN 
yer in delivery truck, curved cross members for round SUNNYSUDS e WOODROW. Etc 
hd water heaters. Handles all appliances easier and : ' e 
quicker because it is the ONLY APPLIANCE DOLLY Agitators V-Belts Nolu Wood Bearings 
WITH RATCHET TO TIGHTEN THE HOLDING “AKRON” Wringer Rolls 
STRAP. Write for full information. Piive Grome Tramsniicion Ote 
YEATS APPLIANCE DOLLY SALES CO. Increase Your Volume with our Agitator Changeovers 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. SEND FOR CHART 





NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 





APPLIANCE DEALERS 
LOW PRICES 


FAST DELIVERY ad 
We are in a position to supply you with i <7  °) EAST 93rd STREET 
everything you need in the electrical and 


fields. We can supply many hard- CLEVELA N D a OHIO 
i; to-get products, such as Plugs, Switches, 
Sockets, Elements, etc. 


FREE—Send for our complete catalog 
showing Electrical Wiring Devices, 


Zoriahle iectrio soves, Piusrescent COMMERCIAL and INDUSTRIAL 
TRUTONE PRODUCTS CO. 
303 West 42nd Street VACU U M CLE A N FE ® S 


New York 18, N.Y. 
for HOTELS, THEATERS, STORES, OFFICES, HOSPITALS, BUILD- 


MANUFACTURING CO. 



























3. INGS, SCHOOLS. Also FURNACE AND BOILER CLEANERS. Write 
“4 WASHING MACHINE RUBBER ‘irre | for illustrated catalog. Prompt deliveries. Priced from $115.00 
FLEXIBLE COUPLINGS HAND 2 up, f. o. b. Harrisburg, Pa. 
" TRUCKS ARMATURES EXCHANGED OR REBUILT 
NW a, for vacuum cleaners, tools, drills, small appliances and other 
— F pence wed fractional h.p. motors. Known from coast to coast for quality 
se 
T- TRUCKS for han- and service. 
spacer suet a Panes || akc wt eae a aan ae 
tosutaies - a, ratchet nose. Completely _Tubber upholstesed 
sity aaa the er soso tne 126 cae eae: nop 
ORANGEVILLE MFG. CO. ° ° HARRISB 4 PA. 
FLEXIBLE COUPLING MFG. CO. Manufactures complete line of Floor Trucks epee ss 
6220 Se. Ellis Ave. Chieage 37, i. Orangeville (Col. Co.) Penna. 




















Let Us Show You! 
1. | | | Make a habit | iammsapmmaniia! | EASY WAY TO REPAIR 


_| | | of checking _eitebutor for All SMALL ELECTRIC APPLIANCES 
BIG PROFITS 


~~ this page Write In 


For Complete Catalog 


















































nding bs ° ; 
» whe ... eacn issue WASHER SALES & SERVICE CO. 
co ; , F 10 Federal Street Write us for FREE INSTRUCTIONS on how 
- a This Where To Buy Section PITTSBURGH 12 PENNA. to install a replacement unit made from 
Sad supplements other advertising SERVALL HEATING ELEMENT COILS 
| 1 at canmancatcts of yous: | | ARNG. MncunnaR. SARS ea ity eg 
: tional announcements of prod- — any ot « ry EST JOBBER WHO WILL SERVE YOU. 
4 ucts and services essential to _——<— . 
“ . ; , ; SERVALL CO., 3570 Gratiot, Detroi Mich. 
50. efficient and economical opera- Minnesota Appliance Parts Co. ' » Detroit 7, Mich 
aepeull : . ‘ 191 W. 7th St. St. Poul 2, Mina. 
— Gon, meintennnce and service. SHANITE SELF-WELDING FLUX — REPAIRS 
BER srecuatTies ALL ELECTRIO WEATING ELEMENTS. so FREE °&..707% FREE 
Departmental Staff o yey electrical appliances irene, toast- — s gt bay mil your A 3 
ASH , 2s From cer mines to your anetlanccs. 91.00, pet from one ble source. 
‘i Electrical Mangle Roll Pads and Covers package. $7.50 doz. Stick form 250. $2.00 Q , Service, Low Prices 
KES Electrical Merchandising Vacuum Cleaner Bags, Ironing Boards Pads doz. erie sed encod MIDWEST APPLIANCE PARTS CO. 
: and Covers, washing and ironer covers. Ohio 914 South Main Fort Worth 4, Texas 2720-22 W. Division St. Chicago 22, Ii. 
p MY. Textile Specialty Co., W. 54th, Cleveland, 0. 
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ELECTRICAL 





Cooking with cold was once a very 
potent sales argument when electri- 
cal refrigeration was still something 


of a novelty. Many families in 
the hot months to come will wel- 
come the reminder in advertising 
and selling that they can “cook with 
cold.” Aetually food is not ap- 
petizing unless it is really cold, 
thoroughly chilled, as only a cold 
refrigerator can chill food for not 
only the finest flavor, but the most 
attractive appearance 


Kodachrome by Dave Rosenfeld 
















HAVE YOU HEARD... 


REWARD 


For his wartime services in directing 
the development and production of ra- 
dar, John Ballantyne, president of 
Philco Corp., was recently awarded a 
special Certificate of Appreciation by 
the War Department. Credit for the 
achievement, said Mr. Ballantyne, be- 
longs to the thousands of Philco em- 
ployees 


PROUD PARENT 


Garrard Mountjoy, ex-president of 
Electronic Corp. of America, authored 
a feature article in the February issue 
of Parent’s Magazine. Title: “Don’t 
Make a Carbon Copy Out of Junior.” 
Mr. Mountjoy therein relates his ef- 
forts to make an electronic engineer 
out of his son, discovering in time that 
Junior didn’t want it. “It’s a wise 
father,” he says, “who learns in time 
as this one did to leave his son free 
to follow his own natural interests.” 


SUBWAY SUNS 


The 400 new subway cars recently 
ordered for New York City will be 
illuminated by Sylvania Electric Prod- 
ucts, Inc., according to Robert H. 
Bishop, vice-president in charge of 
sales. Twice as much light as in pres- 
ent cars will be provided by the new 
fluorescents, says he, with 24 72-inch 
tubes per car. He did not say, how- 
ever, that the new illumination would 
inhibit pushers and shovers. 


STATIC STOPPER 


The United States Rubber Co. re- 
cently announced the invention of a 
powder which can be blown into the 
inner tubes of automobile tires to re- 
duce static shock and car radio static. 
Now, by golly, if you could just squirt 
a little of that stuff into the mouths 
of backgeat drivers ... 
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MONOXIDE MONITOR 


An expected capacity of 16,000,000 
vehicles a year will pass under New 
York’s East River through the Brook- 
lyn-Battery Tunnel, a 9,117 foot tube 
now under construction. All of those 
motors can create almost as much gas 
as Congress on a windy day and this 
variety is much more dangerous to the 
lives of commuters. To protect them, 
contracts call for a $1,000,000 installa- 
tion of General Electric Co. equip- 
ment, including, 53 ventilating fans 
delivering 24,000 tons of air an hour 
and an electric brain controlling the 
tunnel’s ventilating, lighting, safety 
and traffic systems. 


PROMOTION PRESSURE 


Somebody in the offices of Traubee 
products, Inc., must be getting a lot 
of overtime pay for tossing out pro- 
motional ideas for Time Saver Pres- 
sure cookers. President Traubee an- 
nounced recently that the cooker is 
currently appearing in four Broadway 
shows, will appear in nine major films. 
Advertising manager Richard H. Roff- 
man has collaborated in the composi- 
tion of the “Ballad to a Perfect 
Housewife,” and the “Perfect House- 
wife Polka” has been created by Maya 
Boleyn, owner of a dance studio. The 
song and the dance were both “in- 
spired” by the company’s Perfect 
Housewife contest, now underway. In 
addition, 25 soap opera writers have 
received a sample of the cooker. We 
approve of all promotional measures 
save the last-named. But it’s on your 
own heads, good Traubeeites, if your 
favorite soap opera ends up with, 
“Will Clementina get her pressure 
cooker back? Will Mrs. Muggles’ 
jealousy lead her to keep Clementina’s 
cooker? Will Mr. Muggles lose his 
self-control and use the cooker as 
a lethal weapon? Listen in tomorrow 
for the answers... .” 
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Wringer 2. Washing 
ition when sale ktallal-mm ce) 
washer is not first rinse 
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N ENTIRELY NEW principle in 
wringer-drive design makes the new 
Lovell Pressure Cleansing Wringer the 
safest ever built—and the most convenient, 
too! Lovell’s patented Control-O-Roll 
action gives the operator “push-pull” 
control over the wringer at all times. 
To stop the rolls instantly, all it takes 
is a slight, instinctive pull on the article 
going through—safety without even 
stopping to think! 


INDEXES AUTOMATICALLY 


An additional pull or a push is all it 
takes to move the wringer from one 
Operating position to another. This 
single motion, push or pull, stops the 
rolls, unlocks the indexing mechanism 
and moves the wringer to any one of 
the operating positions. No need to 


tub ——— 


eae 





LL A 
WOENING 700 


No indexing latch or lever — just a push or pull moves wringer to any operating p 






3. First rinse 
LIV Mo MET Tate ale | 
rinse tub. 


i 





worry about stopping the rolls first; no 
index latch to struggle with! When the 
rolls are started again, the wringer 
automatically locks into position. 


MOVING THE WRINGER LOCKS ROLLS 
And here’s another big feature, com- 
bining safety and convenience .. . 
Control-O-Roll action prevents starting 
the rolls unless the wringer is correctly 
placed in an operating position. 


NEW SALES APPEAL 

Leading manufacturers of washers 
will equip their better models with 
Lovell Control-O-Roll wringers as fast 
as production permits. Here’s new sales 
power for the competitive days ahead. 
Watch for the sensationally new Lovell 
Control-O-Roll wringer! 
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5. Alternate to (2), 
when wringer is 


rotated counter- 
clockwise instead ™ 
of clockwise | 
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What’s this Kelvinator salesman got that his competitors would give 
their eye-teeth to have? 

Is it the obvious sales advantage of such features as the gleaming 
Cold-Ban trim around the cabinet opening? . . . the big Frozen Food 
Chest? . . . Moist-Master Refrigeration? 

That’s only part of the story! These plus features, wonderful as they 
are, have an equally powerful factor behind them that really closes 
the sale. 

That factor is the salesman’s unqualified confidence in his product... 
the conviction that makes his sales story ring true and prompts the 
urge to buy! 


He is convinced of the “hidden values” in Kelvinator that give longer 
life and greater customer satisfaction over the years. The Kelvinator 
cabinet sides and top are one-piece . . . without seams or crevices. The 
Permalux finish is tough . . . brilliantly white . . . stays white! The food 
compartment liner is also one-piece . . . porcelain on both sides for per- 
manency. And Kelvinator’s exclusive Polarsphere unit is sealed in 
steel, permanently lubricated for matchless, trouble-free performance! 


It’s things like these that support the conviction that Kelvinator isa 
superior product . . . a conviction shared alike by the man who sels 
and the woman who buys. 


Vital, too, is Kelvinator’s great Vocation-in-Sales Program that 
provides every Kelvinator retail organization with full support i 
building a sound, successful business future! 


painde? 


You build a feittire with Bg Si ha ereauta 


THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


DIVISION OF NASH=KELVINATOR 


CORPORATION > 


DETROIT 32 MICHIGA 








The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 





THE EAST 
By Robert W. Armstrong 





PPLIANCE dealers in the East 
were left with their warehouse 
doors hanging open when deliveries of 
' major items iailed to materialize in 
the anticipated volume during the 
month of March. Some of them attrib- 
' uted it to the freight car, sheet steel or 
copper shortages, while others merely 
| grunted that “that’s what the distribu- 
tors are using for an excuse.” One 
New England dealer merely pointed to 
‘the figures. He got 20 refrigerators 
' in January, 40 in February, and was 
© jolted back down to 20 in March. By 
' comparison, April deliveries were 
» good. Some dealers even compen- 
sated ior their March losses. 
© Late in April one New York dis- 
tributor chortled gleefully over the 
increase in deliveries of an automatic 
' washer. He got twice as many in 
April as he did in March and expects 
to maintain that volume during May. 
This same distributor, however, was 
not so cheery about television deliv- 
eries. He was getting some at the 
time of this writing, but claims the 
demand is far and away ahead of the 
supply. 


Supply Grows—But Demand? 


Increases in deliveries of radio- 
phonograph console combinations have 
been reported from several sources, 
a report which supports the recent 
production statistics from RMA that 
465,391 combinations, or 11 percent of 
all radios, were made during the first 
quarter of the year. Also moving 
closer to equality with demand are 
small appliances. Some dealers, in 
fact, are wondering how to get rid 
of their inventory; others are resort- 
ing to price cutting. As an example, 
a New York newspaper recently car- 
tied a three-column advertisement of 
an electric-steam iron, formerly re- 
tailing at $12.95. for $8.95. A $19.50 
electric broiler goes for $12.95. The 
unloading of off-brand radios continues 
unabated. A table model made to sell 
for $27.65 was recently advertised at 
$14.49; 4 $41.95 portable can be pur- 
chased for $24.95. A table model 
radio-phonograph with an original tag 
for $112 can be had for $59.95. And 
it's that way from beat-up old Plym- 
outh Rock to Washington, D. C. 

It becomes increasingly apparent 
that the freezer market is not so hot. 
Many dealers are praying for a sum- 
mer revival; others insist that the 

(Continued on next page) 





THE MIDWEST 
By Tom F. Blackburn 





THE SOUTH 
By Amasa B. Windham 





Y EWS of the moment is the an- 
nouncement that Sears Roebuck 
& Co. is not setting up any policy on 
trade-ins. According to an official of 
that firm each store manager is deter- 
mining what’s what for his district. 
Eventually customary practices will 
be jolted down, and possibly a na- 
tional formula can be established. 
Sears realizes that the big market 
in the United States is a replacement 
market, says this authority, and ap- 
preciates that the huge mail order 
firm will get on its hands a lot of 
trade-ins. Just how it will dispose 
of this old merchandise remains to be 
seen. 

That it is being accumulated already 
was evidenced from a Chicago Sun 
advertisement offering Kenmore 
vacuum cleaners for $44.95 plus your 
old cleaner. 

The Midwest picture at the present 
moment finds dealers easing up in 
their grumbling on non-deliveries. 
There is a backing up on small 

(Continued on next page) 





A appliance dealer in Waycross, 
Ga., read the Civilian Production 
Administration’s prediction on the out- 
put of appliances in 1947 and summed 
up the general attitude of dealers all 
over the South. His terse observation 
was: “All right—the balloon is ready 
to go up. The gas bag is filled, the 
sandbags are ready, the basket is 
shined up and the crowd is waiting in 
pop-eyed eagerness. But when are 
they going to cut the ropes?” The 
CPA is last in a long line of observers 
who predict the greatest output of 
appliances in history for 1947—but 
where are the appliances? 


Deliveries Still Slow 


For the fourth consecutive month 
of 1947, Southern dealers report little 
if any improvement in delivery. Only 
Atlanta, Birmingham and Richmone 
noted a slight gain in washer and 
refrigerator deliveries. Charlotte 
showed some improvement in minor 
appliances, but Memphis and New 

(Continued on page 3) 














“WHERE IS THAT DISTRIBUTOR—WE'LL BE READY FOR OUR GRAND OPENING IN A 


COUPLE OF HOURS!" 











THE FAR WEST 
By Clotilde Grunsky 





ECENT report of the California 
Reconstruction and Reemploy- 
ment Commission indicates that Cal- 
ifornia gained 35 per cent in popula- 
tion from 1940 to 1946, while em- 
ployment gained by 44 per cent. Re- 
tail sales in the state were up 153 
per cent. The report predicted that 
population in California would con- 
tinue to gain at a rate higher than 
that of the nation as a whole, but 
that the proportion of the population 
engaged as laborers would drep. It 
is expected that the per capita in- 
come will continue substantially higher 
than the national average. 
Comparison of inventories and sales 
of wholesalers in the electrical field 
indicates that sales during the first 
part of 1947 were 84 per cent above 
those of the same period for 1946, 
while inventories were up by 150 per 
cent. Sales dropped by 25 per cent 
after the Christmas selling, but in- 
ventories of January were still 6 per 
cent higher than those of December. 
Retail stores throughout the Pacific 
Coast during April continue to report 
inventories low. Many of the newer 
stores are very beautiful, with a con- 
siderable investment in fixtures, rais- 
ing the question as to whether these 
merchants will have sufficient liquid 
capital to take care of the inventory 
necessary to carry on a volume busi- 
ness during normal times. At least 
one hardware store in Los Angeles 
is now showing distress signals for 
this very reason—too much of its 
assets are tied up in plate glass win- 
dows and ornamental cabinets, with 
not enough left to cover the necessary 
stock which the store has to sell. 


Interest, Then Orders 


Although buyers at the spring 
markets on the Coast bought more 
lightly than usual, due to the fact 
that many Christmas orders were not 
received in time to catch the Christmas 
buying, they nevertheless showed 
great interest and insisted on having 
catalogs to take home in case they 
wanted to place future orders. These 
are now beginning to come in, ac- 
cording to reports from the Western 
Merchandise Mart in San Francisco. 

County fairs are to have a full 
complement of electrical exhibits this 
year as reported from all sections of 
the West. Purely electrical shows are 
planned in Denver around Christmas 

(Continued on page 3) 











The NATIONAL APPLIANCE AND RADIO PICTURE 
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puts it, “The people with money still 








East assert that dealers themselves 





middle western area as it has in the 















THE EAST have it; it’s the middle class pocket- are increasingly choosy in their buy- East, starting in the Chicago area in bing 

book that is feeling the squeeze.” ing. Now they know what the cus- Franklin Park and Chicago’s -outh 1 
(Continued) The squeeze is more than financial. tomers want and will take, they fight side. The electric appliance field was Orle 
It’s getting tougher to sell. A couple like hell to get it from the distributor. not affected because nationally ad- o 
of weeks ago a distributor’s salesman “Dealers are getting very cautious in vertised prices did not come under Pr 
wrote his office to say he had dropped their buying; they are buying only the agreement. Furthermore, no , 
suihiie amet be edeteted to an nies in on a dealer and had to wait in line the sure things,” is the way one dis- dealer would fool around witli the pol 
sities ak Ges Heine th taten te so long that he moved on to another tributor sums it up, adding that most risk of ruining his franchise to join be p: 
‘he seamen tne Wek veidlneeeiors -_ only to find the sme condition dealers are not talking about doing a in a stunt like this. dil 
won acceptance ‘ =. ‘Tt guess the days of selling big volume in all lines, but are doing Still, said a dealer who runs an §§ (aro 
i ct cal ti an cial iin nae on the road are back,” he conceded everything they can to obtain big-de- outside operation, prices are beginning obec 
saith foes 46 cee cles ol a chien so with a literary sigh. a mand merchandise which they can dis- to meet resistance. It isn’t that the ren 
in the demand for name-brand major ata dealer s desk it S tougher, pose of quickly and with a minimum families object, it’s just the fact that equip 
items. However, in one New England 7 Psgearcttty ay: pcan, Byrn hn ih pean vere a oe they don’t have enough money to are r 
city there are unconfirmed accusations Soslitnn ecalis anber siiaatilties ” eg ap Ae tg e wr oe swing the deal. Regulation “W”’ with this r 
of dealers who are cutting price on ~ Sager te onal ee git agp wget so _ a it before the its third down, and 12 months to pay, ff tribut 
pol 7 accra cotigie, may, Nong Seng e is tired of taking what he can other dealer gets it. takes quite a bite out of a pay check an 
samt = detains Gare ott be. oO get or getting what he can take. He'll Price resistance appears to be most When you remember that bread has ff ith 
ccacniaes aaeealioas at sittin tendite: deals wait and get what he wants. heavily concentrated in Washington, jumped within a few months from 8 ff and 
within the next few weeks—and he Pha Siienale te Got Philadelphia and New England, with to 10¢ a loaf to around 16¢, iuel oil utility 
thinks name-brand stuff will be in- a only a little showing its ugly head in has jumped 13¢ a gallon, two-buck threat 
cluded, This is reflected in the troubles that seadieues white shirts 7. +A. geri realize ff the m 
some dealers are having with over- Forewell to “W"? that the young family is being sucked well 
From Cash to Time loaded inventories and credit prob- ee om ‘ dry of cash by purchase of necessities, ff which 

lems. Judging from the amount of P There pee ee enough oil im the If come 

\lmost all dealers admit to a shift trans-shipping from the Middle West, A few dealers, the Rewer ones tor can to swing the purchase of what 
from cash buying to time buying. One the problem must be worse there. the large part, are falling by the —_ they want. More and a Gl 

retailer who was doing only 10 per- Strapped merchants who find that side to bleach in the sun of increasing families come into dealers shops and The 
cent of his business on the installment some items just aren't moving are Co. Some are broke, others say, “We're just window wishing” ing ov 
plan less than a year ago is now mak- sending them on to eastern dealers are jum gutting out because the ap- If a dealer could sell on terms, ‘he and ev 
ing 40 percent of his sales on that who still have a good market. To pliance field isn’t as green as they — could get them on the dotted line. stiff | 
ie. ee ceeeel eames Oe, ie Wailea sii dinate. teiiatiniten Gaile aden éniaie believed. In one Massachusetts city, Manufacturers of appliances that are B slenty. 
to the lower and lower-middle class trans-shipping among themselves. where the umber of dealers — still in the specialty stage appreciate learnin 
income brackets. As one wholesaler Distributors from all states of the mdeng 90 pied ng about 150 _post- this as you can see by the home pays € 
war, it is estimated that eight folded laundry forums that have been an- ff iy 
their rents in the first three months of nounced for Decatur, Ill., F. and R doesn’t 
1947 and quietly auctioned away. Lazarus Co., Columbus, and other fi iy she 
Ear-to-the-grounders in Washington places. ate 

predict a discontinuance of removal of he 

good old Regulation “W” by August. be at 
Some even think by June. A surpris- Video Promotion Hits a, 
ing number of dealers, however, will 4s 
mourn its passing. Recent talks with Television is jumping into the pro- S A 

several dealers, particularly in New motion saddle, too, and a complete = 
England, revealed that they have a story on kitchen planning put on in ms 
partiality for the financial security the showroom of the Universal Furni- 9 S¢! 

which it engenders. Another advan- ture Co., Chicago, and televised as ake 
tage, they claim, is that it eliminates the audience watched, made quite a ‘The 
the purchaser who fails to keep up pay- hit with the owners who saw promo- ness fi 
ments on a big-ticket item, laughs at tional possibilities. At the Milwav- nthe 
foreclosure, and then goes out and kee Home Show most of the signs of | 
buys the latest model on the same “for exhibition only” were down and rk. 
basis. the salesmen and demonstrators had ar . 
pencils in hand and were asking that ; 1 
question, “what was that address nas 
again?” Other signs proclaimed tr- : Ps 
umphantly “immediate delivery.” =f 
THE MIDWEST Visitors to the Milwaukee show were g7P#ren 





{° SINCE THE WAR Bendix Home Appliances, Inc., has turned out 500,000 automatic 
washers, as testified by the five-finger signals of, left to right, Harry F. Spencer, 
vice-president in charge of manufacturing; Wallace F. Oliver, vice-president and 
director of engineering; W. F. Linville, general sales manager; and Judson S. Sayre, 


president. 
in 1947. 


Mr. Sayre predicts that Bendix will turn out more than 600,000 washers 
List value of the company's post-war production he puts at $108,775,000. 


(Continued) 





radios, irons, vacuum cleaners and— 
washers. 
Refrigerators and washers are coming 
in, say dealers, nearly as fast as 


it is rumored—automatic 


satisfactory sales can be arranged. 


The flurry of the 10 percent general 
price cut drive spread through the 


urged to “Buy now and start pay 
ing October 1.” 

Up in Milwaukee, too, the Jones 
Appliance Co. staged an annual trade 
in sale, offering 22 washers from 
$89.95 to $169.95, and 17 makes of 
vacuum cleaners from $49.95 to $89.9. 

With Commonwealth Edison ( 
opening its shop with a limited amoutt 
of merchandise, it looks here as if the 
great drought on stuff to sell wa 
coming to an end. 
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THE SOUTH 
(Continued) 

in the — 
area in 

outh Orleans--report conditions. the same, 
‘ld was and are waiting patiently to start 
lly ad- filing orders on long waiting lists. 

inder Programs launched by some of the 
re, no top-flight manufacturers to tap the 
ith the great southern rural market, seem to 


to join be paying off well. Distributors and 
retailers in many sections, notably the 





‘uns an Carolinas, are plugging hay and 
‘ginning tobacco curers, home freezers, poultry 
that the house aids, pumps and other farm 
act that equipment, and sales along this line 
oney to ff are reported at an all-time high. In 
V"’ with §§ this rural field, many dealers and dis- 
; to pay, tributors are learning that bottled gas 
y check. competition has kept up very well 
“ead has with the growth of electrical living 
from &¢ ad warnings are being sounded by 


iuel oil §§ utility heads and wholesalers that the 


two-buck threat must be met before more of 
n realize ff the market is lost. The South may 
g sucked §§ well be the great battle ground on 
cessities, § which the forces of gas and electricity 
1 in the Jcome to a showdown. 

<n Consumers Grow Wary 

hops and There is considerable head scratch- 
wishing.” ing over prices and buying tendencies, 
terms, he §§ and evidence of customer resistance to 
tted line Bi yif prices is still to be found in 


that are ff slenty. The man in the street is fast 


appreciate # \aring that it is he who eventually 
the home gays everything from national excise 
been an- Btaxes to carrying charges, and he 
F. and R. fh doesn’t like it. He has become a care- 


and other i fy) shopper and now goes into three 


or four shops to look over the samples 
where formerly he raced into the 
warest one to beg for anything he 


. could get. Many such would-be buy- 
‘ ets have adopted a “damned-if-I’ll- 
o the pro- °.99 e i we ° 
nenalete jay-it” attitude and are having equip- 
~¢ . 
“ = a in tent renovated and patche| up. Repair 
p 0 n 


ad service business, consequently, is 
a its highest peak, with trade-in 
trafic at its lowest. 

The upward march of rents on busi- 
tess locations has about stopped, even 
inthe growing centers, and openings 
of new retail outlets seems also to 


rsal Furni- 
elevised as 
de quite a 
aw promo- 
ie ~Milwau- 
* the signs 





own and . 

down |, fave leveled off. Few closings have 
trators had 

Ling that ten noted however, and the number 
asking that Bo . . . 

aseS Bol retail appliance dealers is greater 
at address h 

‘aimed ti than ever before. Cash sales con- 
‘laimed tl #y : 
: ‘d fivery” time to declifie and’ more dealers 

delivery ae : 

on on aparently are adopting the down- 
show Py . 

= t pay: pment system of promises of a 
| start pay- : : 

’ seed-up in delivery grow. 
_ ff The burning question now is—when 

” the Jones 


does the balloon go up? 
nnual trade § I 


ashers from 





7 makes of 
95 to $89.95 
Edison (Co 
nited amount 
rere as if the 
to sell was 


THE FAR WEST 
(Continued ) 





hme, and in San Diego, Calif., in 
November. Los Angeles is now ac- 
ily preparing for its predominantly 
trical Home Show this summer. 
pilt Lake City has decided to postpone 
‘ proposed show until next year. 
then the supply of merchandise will 
re more certain. 
From the Pacific Gas & Electric 














» 35¢ a copy. A " 

N. ¥. All comme. COmes the report that increased 
. ion O ratios Num} ; 
culation ‘ne SSMEMers of dealers are employing 
t par. Pan mide salesmen. While they now 
00 a year =e a “ : 
Ys mit their activity to one or two speci- 
8, N appliances, gradually adding more 


P the list, the main idea is to lay 

foundation for the selling force 

Y foresee will soon be needed. 
(Continued on page 14) 


The exhibitors at the Philadelphia 
Housewares and Major Appliance 
Show who dulled nary a pencil on 
order blanks during the first two and 
one-half days of the run began to cheer 
up late Tuesday, April 29, as reticent 
buyers unlimbered their dollars. The 
spurt lasted a bare 24 hours, however, 
and many little manufacturers, particu- 
larly in housewares lines were over- 
looked in favor of name-brand pro- 
ducers. 

On opening day, Sunday, April 27, 
15,000 persons were clocked through 
the doors of Convention Hall on their 
way to the 1,000-odd booths. By the 
end of the show on Friday approxi- 
mately 40,000 had seen the display 
and about 7,500 buyers had registered. 

The nationwide rash of price ques- 
tioning had induced fears on the part 
of buyers of a fever of price cutting. 


Short Term Orders Basis For 
Buying at Housewares Show 


Hence, one of the questions most fre- 
quently asked was, “Can you guaran- 
tee your prices for the next six 
months?” Anwers were usually in the 
negative, although most appliance 
manufacturers indicated that they 
would do their best, short of making 
guarantees, to hold the present levels. 
Buying, as a result, was confined pri- 
marily to short-term orders and pur- 
chasers avoided-the six- to 12-month 
deals that exhibitors had hoped for. 
Buyers were as choosy as pre-show 
predictions had indicated. 

Bothered most by the early absti- 
nence of buyers were the newer manu- 
facturers who were not as familiar 
with the buyers’ modus operandi as 
some of the old timers. Fabricators 
of name-brand products had little to 
worry about, because they are still 
moving merchandise on an allocation 


Seen at Philadelphia .. . 


Price Stability ls a Major Question 


basis, but producers of products which 
lack a wide public acceptance or for 
which the pipelines of demand are. 
filled, were anxious to collect auto- 
graphs on their dotted lines. 

Major appliances exhibited were 
limited to washers, a few home freez- 
ers, one make of dishwasher, vacuum 
cleaners, ironers, and clothes dryers. 
Electric irons, pressure cookers, heat- 
ers, roasters and coffee makers were 
shown in abundance. 

According to A. W. Buddenberg, 
executive secretary of the National 
Housewares Manufacturers Associa- 
tion, sponsor of the show, two shows a 
year will be held beginning in 1948. 
In that year the first will take place 
in Chicago's International Amphi- 
theater from January 15 to 22, and the 
second in the East at an as yet unde- 
termined location. 





In the Westinghouse booth they had to plaster "Hot" signs all 
over the working roaster to keep away the sensitive fingers of 
the curious. W. J. Cashin pretty well hides another Westing- 
house man, Arnold Belcher, but Audrey M. Goodling and 
Margaret Robinson were serving the cookies so they got most 


of the attention anyway. 





Taking it easy near closing time in the Altorfer Bros. booth are, 
left to right: LeRoy Williams, J. A. Williams Co., Pittsburgh; 
M, J. Broderick; Carl M. Bachrach, Williams Co.; and Glen H. 
Franks, Altorfer sales manager. 
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Getting down to serious business in the Toastmaster booth was 
this group of four. Standing with his back to the camera is 
A. S. Miller, sales manager of the domestic appliance depart- 
ment, and listening intently are J. B. O'Neill, Masback, Inc.; 
B. F. Parker, Toastmaster representative in Philadelphia; and 
Rolf Dreyfuss, Masback. 





Another order goes into the Genera! Electric books. K. Gjemre, 
buyer for the J. L. Hudson Co., blocks out the busily. writing 
Jim Evans of G-E. On the right is Dorothy Farland, also of J. L. 
Hudson. 


MORE PICTURES ON NEXT TWO PAGES 
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Cory's new heating unit Is described by Cory Cc. P. Williams, manager of sales of Hoover's 


and Appliances at the 





ee 


Not all of the buying was done by the men, as “Just between ourselves, what's the prospect ix 


Corp. president, J. W. Alsdorf (right), to J. J. electric motor division, and T. F. Kelly, manager _ this picture shows, Elmer Dvorak, vice-president kitchen sales? asks M. T. Weaver (right), Regin 


Bohning (left), George Worthington Co., Cleve- of the company's dealer relations division, really 
land, and H. G. Blakeslee, Cory vice-president. had something to demonstrate. 


The phone strike is no trouble to Jim McGrory, a manufacturer's 
representative for Samson United, much to the amused astonish- 
ment of Ernie Camos, of the E. J. Camos Co., St. Louis. 


A comfortable sofa makes a good place to talk business, espe- 
cially Camfield business, think these showgoers. Left to right: 
Julius Steinhofer, Seaboard Appliance Distributors, Jersey City; 
Lou Jordan, the D. E. Sanford Co.; J. F. Egan, manager of sales, 
Camfield tray division, and D. J, Mytelke, Seaboard. 


PAGE 4 


and sales manager for Rittenhouse, goes over Corp. representative, of D. E. Parks and AL 
some descriptive literature with Mrs. Frank P. Reeves, regional managers for the Youngsion 


McMorrow of the F. P. McMorrow Co., Cleveland. Kitchens Division of Mullins Manufacturing Corp, 


coe" eee GEME SERVIC 


wi Oury (Renee Wis 
TWick AS FAST ~ 


lroners ran all day long for the interested eyes of people like 
Mr. and Mrs. Lloyd A. Mapes of the Aluminum Co. of America 
while expert demonstrators like Bessye Van de Velde (center), 
home service advisor for lronrite, put them through their paces. 


Demonstrations were staged in many of the 1,000-odd booths in 
Convention Hall and the Hamilton-Beach exhibit was no excep- 
tion. W. A. Duncan, advertising manager, runs a cleaner for 
W. A. Rogers and Fay !. Langsdale of Marlin Associates, Dallas, 
while Hugh Craig (left), Hamilton-Beach salesman, checks his 
technique, 


MAY 


pre 


Three men in glasses are all interested in Knapp-Monarch pre 
ucts. Birch Vermillion (center), K-M sales manager, entertlt 
P. F. Bass (left) and Joe Kennedy, both from Bigelow a 
Dowse Co., Boston. 


Mrs, Nelson R. Thomas of the Nelson R. Thomas Ageth 
Angeles, ran into some capable salesmen when she stopped 
the Landers, Frary and Clark booth. £. L. Farquhar 
manager of the home laundry division, shows off af 
while Frank Barmore, Pennsylvania major appliance 
tive, stands ready to help out. 
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Philadelphia Housewares Show 


That's a big hall in Philadelphia—and mighty 
hard on a guy's feet. So James L. Wall, of the 
Irving C. Krewson Corp., N. Y., picked a com- 
fortable chair in the Westinghouse booth and was 
soon as fresh as a bride. 


Three General Mills executives greeted buyers 
at their booth. Left to right: Roscoe E, Imhoff, 
divisional vice-president, C. H. Bell, vice-presi- 
dent; and W. A. MacDonough, sales manager for 
the mechancal division. 


That's a joke, judging from the grins. That's 
C. G. Duy, Jr., advertising manager for Proctor, 
on the right, with H. J. Perkins, California repre- 
senative for the company. 


John Mulcahy and Martin Levine, both of the 
Galub Corp., listen attentively to George E. 
Boivin, sales manager for Miracle appliances, 
outline merchandising plans. 


They flocked around pretty Sherry Cayless for a taste of Hartford 
Products Co.'s Kwik-cup coffee. The first three men on the left 
are Ray Von Culin, Hartford sales manager; Frank Wolcott, 
Hartford president; and Jim Cash, Hartford sales representative. 


ne ee Ee 


Order writing wasn't the least of the activities. On the edge of 
the NuTone exhibit, C. W. Carroll, director of advertising and 
sales Promotion for NuTone, bends industriously over his work 
whil n Leister of F & R Lazarus Co., Célumbus, Ohio, and 
Doc Warburton of F. M. Warburton Associates, Cleveland, 
9° Into a huddle over what to buy. 


This was a serious affair until our photographer broke it up. 
Left to right: Lester Davis, Scranton Electric Construction Co.; 
W. F. Rooney, merchandise manager for Edwards chimes; 
V. Richard Crooks and E. H. Lanyon, both of Scranton Electric. 


Delighting onlookers at the Kent Products Co. booth are Betty 
Rodes (pouring), who wears the "Miss Kent'' banner, Mrs. R. 
Schwartz, and Virginia Brown, “Miss Greater Philadelphia." 
The happily watching males are, left to right: Glenn Waite, the 
Quam-Nichols Co.; R. Schwartz; and Marshall Roper. 
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Sales strategy is planned in the Casco Products booth by, left 
to right, Lee Wells, advertising manager; Mary L. Bond, hostess; 
and A. O. Samuels, vice-president. 


“It's a pretty good show,” seems to be the reaction in the 
Dormeyer booth. Left to right: Marvin E. Allesee, executive 
vice-president of Dormeyer; Maurice Lipsich; M. Beckwith, Hub 
Cycle and Radio Co., Boston; and Bill Boudrot, Dormeyer's 
Boston representative. 





Westinghouse Offers On-the-Spot 
Kitchen and Laundry Planning 


Some Dealers Will 
Get Kits this Year 


Now, according to the Westing- 
house Corp., appliance customers can 
buy a completely fitted kitchen in the 
same time that they take to purchase 
a new suit of clothes. It’s as simple 
as calling the tailor for alterations. 

As described at a press luncheon in 
New York late in April, the Westing- 
house Kitchen and Laundry Planning 


Center enables dealers to offer com- 
plete kitchen design service in half an 
hour, or less. The heart of a new pro- 
gram to sell more appliances and cabi- 
nets, the center makes it possible for 
the dealer to custom-plan kitchens and 
laundries on the spot and without 
charge, eliminating the long time lag 


disadvantage of the company’s pre-. 


war plan. 

During the war Westinghouse’s 
Julia Kiene, director of the home eco- 
nomics institute of the company, con- 
ducted experiments to determine the 








ILLUSTRATIVE of the simplicity with which Westinghouse's new kitchen and laun- 
dry planning service operates is this picture of a dealer designing a new kitchen 
for his customer while she waits. Her measurements are transferred to a grid ruled 
paper, then applied to one of several available general designs. 


most efficient types of kitchens and 
laimdries. The experiments involved 
the use of four home economists, who 
spent three weeks each in the test 
kitchens doing all the work necessary 
to feed a hypothetical family of four, 
and the employment of a time and 
motion study expert who studied the 
amount of work each type of kitchen 
required. Similar tests showed the 
requirements for an efficient laundry. 
Her findings were turned over to A. 
Carl Bredahl, manager of the Better 
Homes Department, who developed 
the planning kits which will be avail- 
able in limited numbers to dealers this 
year. 


The Planning Kits 


Basically, the kits consist of special 
tracing paper, a kitchen and laundry 
planning guide containing plans for 
various type kitchens, and Visualizer 
Sheets which are color representations 
of the eight basic kitchen types. The 
planning guide was developed under 
the direction of Will M. Kline, Jr., 
assistant sales promotion manager. 


Objectives and Requirements 


Objectives of the new service, as 
outlined by Mr. Bredahl, were to (1) 
get the customer and planner working 
together, (2) eliminate time lag be- 
tween the customer’s request to the 
presentation of the finished plan, (3) 
eliminate the pre-war charge for the 
service to the customer, (4) meet 
certain kitchen standards, (5) present 
the plan in an attractive form instead 
of a difficult blueprint, (6) present a 
definite proposal with prices for both 
equipment and installation. The stand- 
ards of what a kitchen should be were 
developed by the work of Mrs. Kiene 
and were reduced to eight. The first 
says that the plan must be devel- 
oped around three work centers; the 
second, work must flow in one direc- 
tion, ie., from the refrigerator; the 
third, sink and dishwasher unit should 
be located between range and refrig- 


erator; fourth, there are seven types 
of kitchens: U, broken U, ‘LY broken 
L, two-wall, oné-wall, and individual 
center; fifth, at least five feet, but no 
more than five and one-half linear feet 
of working space must be provided 
between refrigerator and sink bow] and 
between three and four feet must be 
provided between sink bowl and range; 
sixth, wall and base storage needs are 
calculated on the number’ of bedrog 
per home; seventh, established clear. 
ance between counter surface and bot- 
tom of wall cabinets is 16 inches, 
between top of range and bottom of 
cabinets 22 inches; and eighth, proper 
hot water supply, lighting, adequate 
wiring, electric outlets and ventilati 
must be provided. | 


; 


Will Teach Dealers 


Westinghouse proposes to ins’ 
the dealer’s kitchen planner in th 
of the planning kit. According to ; 
M. Kline, Jr., assistant sales prome 
tion manager of the company’s appli- 
ance division, the advantages of the 
plan include allowing the customer to 
state her personal preferences and it 
permits the planner to state why his 
suggestions for the new kitchen and 
laundry are good ones. 

Speakers at the press preview of the 
plan included J. H. Ashbaugh, vice- 
president of the appliance division. 
Mrs. Kiene, Mr. Bredahl, Mr. Kline, 
and T. J. Newcomb, divisional sales 
manager, appliance division. 

Speaking prior to the introduction 
of the planning service, Mr. Ashbaugh 
said Westinghouse plans no price in- 
creases on its appliances. During 
‘pril, he said, the company shipped 
1, 0 carloads of household appliances. 
“In the first four months of this year, 
we have produced more merchandise 
and done a greater volume of business 
than in any like period in our history,” 
he declared. In the year and one-half 
since the end of the war, he pointed 
out, the company has produced 1,899,- 
857 appliances exclusive of radios. 





Electric Cooking Frozen Out 
Of New Veterans Hospitals 


New Army Formula Sets 
High Cost Estimates 


Recent protests by groups of the 
electrical industry against allegedly 
discriminating criteria for cooking 
equipment to be installed in 90 new 
Veterans Administration hospitals to 
be erected by the Army Engineers 
appeared by early April to have 
availed nothing. 


New Policy 


Attempting to. settle a gas-versus- 
electricity squabble involving equip- 
ment for om@st of the hospitals, 
(EM, March 1, "47, p. 125), the engi- 
neers drafted an elaborate formula 
for the selection of cooking appliances. 
Its criteria are based upon over-all 
annual costs of the competitive fuels 
and equipment, with fuel consumption 
estimates set at figures which make 
electric service appear considerably 
more expensive than gas. 

The new policy was prepared as a 
result of protests by both the electric 
and gas industries that the Engi- 
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neers’ original selection standards were 
unrealistic. The new criteria meet 
only a few of the objections raised 
by electric utilities and electric equip- 
ment manufacturers, but aides to the 
Chief of Engineers asserted that “all 
interested parties” were given an op- 
portunity to be heard while the policy 
was under consideration. 

District engineers, who will select 
equipment to be used in hospitals in 
their areas, have been directed to esti- 
mate annual fuel costs on the basis of 
costs of fuel, equipment and installa- 
tion, and amortization and interest on 
investment. 

Consumption of fuel will be cal- 
culated as follows: natural gas, 5.5 
cu. ft. (or 5,500 B.t.u.) per ration 
(three meals per person per day); 
manufactured gas, 10 cu. ft. (or 5,300 
B.t.u.) per ration; and electricity, 
0.98 kw.-hrs. per person. The number 
of rations required per hospital would 
be fixed by the bed capacity, plus 25 
percent of that number. 


Kw.-hr. Estimate too High 


The principal protest of electric in- 
dustry spokesmen against the old for- 
mula was that it fixed energy con- 


sumption at one kw.-hr. per person 
per day. They contended that con- 
sumption actually amounted to ap- 
proximately 0.5 kw.-hr. per ration, 
or less, and that a higher figure would 
increase prohibitively the cost of elec- 
tric service. 

The Engineers’ formula calls for 
amortization of distribution facilities, 
when provided by the government, 


over 25 years for electric systems and 
30 years for gas systems. The amor- 
tization period for both gas and elec- 
tric cooking equipment is 15 years. 
Interest on the investment was fixed 
at two percent per year. 

Total demand and: consumption esti- 
mates would be based upon thé follow- 
ing table of values, which was included 
in the formula: 


Hospital Power & Light Monthly Consumption Incremental Cooking 
Bed Capacity Demand—Kw. Power & Light Kw.-hrs. Demand—Kw. 
100 120 24,000 30 
150 180 36,000 30 
200 240 48,000 30 
250 300 60,000 35 
300 360 72,000 35 
500 600 120,000 60 
750 750 150,000 65 
1,000 900 180,000 75 
1,500 1,350 270,000 110 


Equipment costs per bed are estimated in the formula as follows: 


Hospital 
Bed Capacity 


100 
150 
200 
250 
300 
500 
750 
1,000 
1,500 


Gas Equipment 


Electric Equipment 


$15.69 $18.89 
10.46 12.59 
7.85 9.45 
7:48 8.75 
6.23 7.29 
9.36 7.51 
9.47 5.65 
5.01 

5.64 4.65 
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MANUFACTURERS were there too. John Voss, (left), Voss Washer Co., has a 
heart-to-heart talk with Dave Starr (right), of United Appliance Co., Houston, Texas, 
and R. M. Mitchell, assistant to the president of 1900 Corp. 


Parts Jobbers Elect New Officers, 
Hold Clinic at 8th Annual Meeting 


Manufacturers Admitted 
As Associate Members 


For the first time in the eight-year 
life of the Appliance Parts Jobbers 
Association, Inc., washing machine 
manufacturers will have representa- 
tion as associate members within the 
organization as a result of action taken 
at the recent meeting of the associa- 
tion in Philadelphia. 

Meeting from April 22 to 26 for its 
8th annual convention, the jobbers 
amended their constitution to admit 
parts and service managers of the 
producing companies as non-voting 
associate members. The association 
adopted a code of ethics providing for 
fair standard practices in the industry 


and issued a statement of policy pro- 
viding for the dissemination of infor- 
mation on sales and distribution of 
genuine washing machine parts to 
dealers and service organizations. 


New Officers Named 


Heading the jobbers for the com- 
ing year is George H. Klinker of 
Klinker Bros., Cincinnati, former first 


vice-president of the association. He - 


succeeds Ray Jones, Ray Jones Wash- 
ing Machine Co., Denver. Elected first 
vice-president was Wesley L. May, W. 
L. May Co., Portland, Ore’ Named 
to fill the post of second vice-president 
was Arthur G. Baril, Electric Appli- 
ance Parts Co., Waterbury, Conn. 
The’ jobbers announced that they 
will resume their trade paper advertis- 





THE 1900 CORP., St. Joseph, Mich., breaks down its Whirlpool washer at a service 
clinie held for members of the Association. Doing the hard work are Ralph A. 
Simons (left), 1900's service manager, and Clarence Koster, service manager for 
Peirce-Phelps, Philadelphia distributor. 
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L. W. HOWARD, 1900's assistant sales 
manager, holds forth from the platform 
following the service clinic. 


ing program to stress the importance 
of giving proper service to domestic 
laundry equipment and of having a 
one-stop source of supply for replace- 
ment parts. 


Service Clinic Held 


Climaxing the five day convention, 
the 1900 Corp., from St. Joseph, Mich., 
where the association will hold its 
September meeting, conducted a serv- 
ice clinic on its Whirlpool washer. 

The service clinic program was un- 
der the direction of Robert M. Mitch- 
ell, assistant to the president of the 
1900 Corp., L. W. Howard, assistant 
sales manager, and Ralph A. Simons, 
manager of parts: and service. The 
local Philadelphia distributor, Peirce- 
Phelps, cooperated in the clinic. New 
service manuals were distributed to 
association members. 

New directors of the association in- 
clude Charles E. Fish, Youngstown, 
Ohio; Leonard A. Coppe, St. Paul, 
Minn.; and William G. Zuschlag, 
Philadelphia, Wilfrid L. Cloutier, De- 
troit attorney, was appointed by the 
executive board as secretary-treasurer 
for another year. He has held that 
position continuously since the incep- 
tion of the organization in 1939. 

Object of the association is to pro- 
mote the sale of washing machine 
parts through wholesale centralized 
parts jobbers who carry genuine parts 
for all makes of washers. 





aa : - 





NEW LEADERS of the Appliance Parts 
Jobbers are, left to right: Arthur G. 
Baril, Electric Appliance Parts, Water- 
bury, Conn., second vice-president; 
George Klinker, president; and W. L. 
May, W. L. May Co., Portland, Ore., 


first vice-president. 





THE NEW PRESIDENT of the jobbers, 
George Klinker (right), of Klinker Bros., 
Cincinnati, is congratulated by his pred- 
ecessor, Ray Jones, Ray Jones Wash- 
ing Machine Co., Denver. 


CORNER GET-TOGETHER: Discussing the clinic were, left to right: William A. 
Schwefel, R and S Co., Milwaukee; Dave Goldfarb, Washer Sales and Service Co., 
Pittsburgh; Leonard A. Coppe, Appliance Parts Co., St. Paul, Minn.; L. A. Law- 
rence, Servall Co., Detroit; and H. N. Light, Light Co., South Bend, Ind. 


PAGE. 7 











DISTRIBUTOR NEWS 





ARIZONA 


H. C. Bonfig, vice-president of 
Zenith Radio Corp., announces the ap- 
pointment of Black & Ryan of Phoenix 
as Zenith distributor in Arizona, with 
the exception of Graham and Greenlee 
counties. 


CALIFORNIA 


Lynn & Chemnitz, with offices in 
Seattle, San Francisco and Los An- 
geles, have appointed C. H. (Charlie) 
Volz as district manager for Southern 
California and Arizona. Mr. Volz 
has been with the Brown-Johnston 
Wholesale Co. of Spokane, Wash., and 
the Cannon Electric Development Co., 
Los Angeles, in sales capacities. 

W. Keene Jackson has resigned his 
post as sales manager of Aviola Radio 
Corp., Phoenix, Ariz., and is joining 
his son in the Keene Jackson Co.. 
radio manufacturers’ representatives in 


Glendale, Cal. 


GEORGIA 


In the opinion of Charles A. Martin, 
president of the Chas. A. Martin Dis- 
tributing Co., Atlanta, 36-months time 
payments should never return to 
plague appliance sellers. He believes 
that 10 percent down and 24 months 
to pay seems to be the best terms, 
and he said so to more than 300 
representatives of 135 Georgia Bendix 
dealers meeting in Atlanta recently. 

More spacious quarters seemed an 
attractive idea to the Associated Dis- 
tributing Co. of Atlanta, so they got 
them—at 308 Ivy St.. N. E. Samuel 
M. Aiola, vice-president and general 
manager, says he is happy about it. 


ILLINOIS 


From now on Hedco Distributors, 
Inc., of Chicago, will handle Air King 
radio in northern Illinois. The word 
comes from David H. Cogan, presi 
dent of Air King Products Co. Divi- 


sion of Hytron Radio and Electronics 
Corp. 

Introduced together to 300 Chicago 
dealers at the Merchandise Mart were 
sill Fritz, new Chicago manager for 
Eureka cleaners, and Eureka’s new 
line. Dealers heard about advertising 
plans, which include a tie-in with the 
Dreft advertising, a systematic give- 
away of everything from homes and 
autos to Eureka cleaners and irons. 


MAINE 


Nearly 75 dealers got the facts on 
the new Deepfreeze home freezer when 
the Boyd Corp. of 35 Exchange St., 
Portland, Deepfreeze distributors for 
Maine and New Hampshire, held a 
preview recently. Most of the talking 
was done by Norman L. Davis, Boyd's 
Sales manager. 


MASSACHUSETTS 


The Eastern Co. of Cambridge has 
been designated by the O. A. Sutton 
Corp. of Wichita, Kansas, as territory 
distributors of the Vornadofan. 

In one month, fifteen new members 
have been added to the Allied Appli- 
ance Co.’s Boston organization, in sales 
and administrative capacities. Along 
with this expansion, the firm is hold- 
ing a raft of dealer sales training 
meetings, extending its Boston train- 
ing program to distant points of its 
territory. 


MINNESOTA 


Hall Hardware Co. of Minneapolis 
has been appointed by the A. J. Linde- 
mann & Hoverson Co., Milwaukee, as 
distributors in territory served by their 
“Our Own” stores for the complete 
line of L & H electric ranges and 
water heaters. 


NEW YORK 
The Bittan-Nevins Co., 53 Park 


Place, New York City, is the new 
eastern representative of the electro- 








SNAPPED at a recent New York area meeting for Stromberg-Carlson dealers held 
by Gross Distributors, Inc., were, left to right: Clifford Hunt, sales manager of 
radio and television for Stromberg-Carlson; Dr. Ray H. Manson, president of the 
company; Ben Gross, president of Gross Distributors, Inc.; Lloyd Spencer, Strom- 
berg-Carlson's vice-president and general sales manager; and Stanley Manson, its 


manager of public relations. 
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TWO NEW DISTRIBUTORS of Arvin products are the Arvin-Salmanson Co. of 
New York and Irving Leon, Cleveland. In the left hand picture Mr. David Goldman 
(left) hands the signed franchise for Arvin-Salmanson to Gordon Ritter, Arvin 
director of sales. It was reported that Salmanson ordered $2,000,000 worth of mer- 
chandise. At the right Mr. Ritter (left) watches Mr. Leon sign the franchise while 
Joseph Pelton (standing), mid-western district manager, watches. 





acoustic division of Telex, Inc., it has 
been announced by Kenneth H. Dahl- 
berg, manager of the division. Dan 
Bittan and Irvin Nevins head the firm. 

First-hand acquaintance with new 
appliances was granted to more than 
150 Southern Tier dealers at an open 
house held recently by LeValley, Mc- 
Leod & Kinkaid Co. of Elmira, ap- 
pliance distributors. Henry P. Brill, 
general manager of the firm’s appli- 
ance division, was in charge of the 
program, assisted by Loren Ryder, 
John M. McLeod and Ralph B. Olson. 

Bickford Brothers, Rochester and 
Buffalo distributors, have appointed 





IRVING NADRITCH 


Irving Nadritch as sales manager of 
the Rochester division. Mr. Nadritch’s 
19 years of appliance experience in- 
clude managing the Abraham-Strauss 
department store branch in Jamaica, 
and acting as sales manager of the 
appliance department of Sibley, Lind- 
say and Curr Co., Rochester depart- 
ment store. 

Exclusive Syracuse distributor of 
Continental records is the Paul-Jef- 
frey Co. of 835 Erie Blvd., E., accord- 
ing to Patrick Sullivan, president of 
the firm. 

In the Buffalo district of the Gen- 
eral Electric Supply Corp., Ralph 
Weppner has been appointed assistant 
to the manager of supply sales. Mr. 
Weppner has headed the company’s 
office sales force in Buffalo. 


OREGON 


More than 300 dealers recently saw 
the complete new Frigidaire range 
line at a meeting sponsored by the 
Sunset Electric Co., Portland dis- 
tributors. Frigidaire representatives 


MAY 15, 1947—ELECTRICAL MERCHANDISING 


at the conclave were A. L. Shell- 
worth, district manager, R. G. 
Hutchison, regional manager, and 
F. W. Beecher, regional appliance 
sales manager. 


TENNESSEE 


The Mills-Morris Co., distributors 
of radios and radio parts, have 
occupied their recently completed 
quarters at 187 S. Dudley, Memphis. 

McGregor’s, Inc., of Memphis was 
host to 650 representatives who came 
to see the new 1947 Frigidaire range 
line. According to John M. Mc- 
Gregor, president of the firm, dealers 
came from Tennessee, Arkansas, Mis- 
sissippi and Kentucky to attend. 


WASHINGTON 


Appliance dealers throughout the 
Pacific Northwest met recently at 
Spokane under the sponsorship of the 
Prudential Distributors, Inc., accord- 
ing to Louis Weiss, sales manager. 
Clarence L. Weaver and Harry Foss, 
representing the Universal line, coii- 
ducted demonstrations. 


WISCONSIN 


Milwaukee has a new distributor in 
the Trebor-Distributing Co., which has 
been incorporated with a capital stock 
of 50 shares at $100 per share par 
value to deal in appliances, heating 
equipment, etc. Incorporators are 
Bauer F. Bullinger, Albert B. Hough- 
ton and De Wayne P. Nehs. 


HAWAII 


Fred C. Barnett, until recently with 
the Honolulu Office of Price Admin- 
istration, is now general sales man- 
ager of Supplies and Appliances, Ltd, 
the territorial distributor for Crosley. 

It will probably be no trouble at all 


for the vonHamm-Young Co. to get, 


its: dealers lined up the next time it 
holds a meeting. The last time, the 
home service department of the 
Hawaiian Electric Co. conducted the 
first of a series of training schools 
on use of the electric range. On 
three Frigidaire ranges food was 
baked, boiled, fried and roasted, and 
best of all, eaten. Incidentally, Doyle 
Alexander, manager of von Hamm- 
Young’s household appliance depart- 
ment, was recently awarded the golden 
key by the Honolulu Junior Chamber 
of Commerce for outstanding service 
to the community during 1946. 
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: Already proof is piling up that Premier's great NO STOOP- 
in ING Matho-Matic Nozzle is one of the new things in a 
- vacuum cleaner women have been waiting for. “Finest 
le Premier ever,” dealers tell us. 
The new Premier Duplex “12” “takes the measure” of the 
— rug and adjusts itself automatically with a simple, two-way 
motion of the handle. That's all there is to it! No foot lever 
iell- to adjust...no stooping to adjust a hand knob. 
a Once you start demonstrating and selling this Premier 
ee feature—once women see you've got it—sales come easier 
than ever before in Premier's 36-year history. 
Premier's famous three-way Vibra-Sweep Action—which 
vibrates the rug on a cushion of air to bring up even em- 
tors bedded grit and remove it—is in itself a dramatic and 
have effective demonstration. But now you add to it the utter ease, 


eted the work-saving convenience of NO STOOPING — being 
me featured in Premier's powerful 1947 advertising campaign. 


same See your Distributor about the new Premier Sales Demon- 
_ stration Kit and new point-of-sale displays, to build the many 
Mc- 
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= How to Demonstrate NO STOOPING: 


tor in 2. lower handle 





1 Place the new 










+h has * Premier Duplex to normal operat- 
: “12” on the floor ing position. The 
stock with its handle cleaner “takes the 
e par : upright like this: measure” and 
P _ i ‘ cs ss automatically ad- 
eating Enormous advertising power is behind this new Premier sales wf pong nln A 
‘ “ drive. Good Housekeeping; American Weekly, Ladies’ Home cient cleaning. 
ougn- 


Journal, Better Homes & Gardens, Saturday Evening Post, 
Farm Journal, What's New in Home Economics, will be telling 
millions of women Premier's “NO STOOPING” story. 
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WORLD LEADERSHIP... 


Our Duty and Our Opportunity © 





world is challenged by a real and formidable 

rival, communism. For capitalism to thrive 
a reasonable amount of prosperity is essential. 
Communism uses poverty to advance itself. 

Except for the Western Hemisphere, most of the 
world came out of the war poor. Two years after 
V-E Day it is still poor. It needs dollars. It needs 
credit. It needs capital. It needs trade. It needs 
technical and managerial skills. 

If we in America are to help the rest of the world 
back to its feet, starting it again on the road to peace 
and a free economy, we should try to supply those 
needs within the limits of our capacity. 


ho in Europe and the rest of the 


We must not overtax our own strength. For the 
first requirement of a stable world is a strong 
United States. But we must accept leadership in 
international economic recovery —in our own self- 
interest. 

What can the United States do to help men back 
to prosperity in a world economy which will allow 
them freedom and incentive? There are many 
things. But here are two of the most important: 


1. The United States, through Congress, must 
determine the pattern and the total of the 
foreign loans or grants it can afford. We 
must answer three questions. How much 
will the new program cost? Can we afford 
it? Have we the technicians and managers 
to watch the loans, assuring their fruitful 
use? 

2. We must demonstrate that we do not intend 
to raise our tariff walls to prohibitive heights 
when our debtors begin to repay us in goods 
and services, which is the only practical 
way they can pay us. Otherwise our loans 
will become losses. 


If the United States is to meet even the minimum 
requirements of world rehabilitation, Congress 
eventually must authorize more advances than those 
to Greece and Turkey. The $400 million for those 
two countries will not do the over-all job of political 
and economic defense which we have begun. A min- 


imum of $5 billion, if promptly and wisely applied 
in eight to ten countries, might suffice. BUT this $5 
billion will be on top of approximately $16.8 billion 
which we have spent or earmarked during the past 
two years for use abroad, including our full share 
of the World Bank and Fund. We shall do a faster 
and more effective job if Congress will thus add up 
the foreseeable total of our international aid, and, 
even though the total looks imposingly large, com- 
mit us to it, with proper collateral safeguards from 
the debtor nations. 


Congress need not try to foretell all contingencies, 
like last winter’s weather in Britain, and it cer- 
tainly should not create the impression that nations 
need only ask for billions to receive them. On the 
other hand, the war should have taught us the mis- 
erable consequences of “too little and too late.” The 
President should have learned that he engenders 
skepticism by going to Congress with parts of a 
program, as he has done in the British, Grecian 
and Turkish loans. Within the limits of our capac- 
ity, we must make the decision now to see the 
whole job through — or throw in the sponge. 

In the interest of the debtor nations—as well as 
in our own interest—the loan program should be 
hard-boiled. Rehabilitation loans must really re- 
habilitate. They must produce a state of economic 
health which will permit the World Bank and pri- 
vate capital to take over the task of financing 
world recovery —as perhaps can be done today in 
France and the Low Countries. 

The loans, therefore, must be within the limits 
of our technical and managerial ability to imple- 
ment them. Without technical help, Greece can not 
use its loan effectively —to rebuild railroads, clear 
ports, revive agriculture. Without skilled super- 
visors, Germany can not be made to pay its way. 
Money alone won’t pull China from the brink of 
economic chaos. 

Our lending calls for more than money. It calls 
for trained personnel to help the recipients utilize 
the loans effectively — geologists, construction and 
sanitary engineers, monetary experts, and manage- 
ment and agricultural specialists. 
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Loans are necessary but they are only a first lower tariffs, fewer quotas and a free flow of private 
step. A long-range program requires the opening of trade. The task is a long one, and the results are as 


the half-closed doors of world trade—our -own yet uncertain, but, if success is achieved, an im- 

door, too. mense opportunity for good works and good earn- 
We will have to get used to the idea that, when ings will lie before American businessmen. 

our debtors pay us, they must pay us largely in This is no picayunish opportunity. Authoritative 

goods and services. Refusal to permit such repay- estimates put our 1947 exports at $11 billion and 

ments in the twenties helped start the world de- our imports at $6 billion. That’s substantial. It is 


pression in the thirties — 


greater than the value of 
and the loss of our invest- 


all crops grown on our 











ments. Imports do tend to A NEW ENTERPRISE farms ($10% billion) and 
raise living standards, and a Sa ala cede tila “in exceeds the value of all 
vocacy by the raw-Hill Publishing Com- : : : 
a two-way trade lees hare pany, in the accompanying editorial, of an effective shipments of industries 
need not require us to world economic policy is not a mere verbal exercise. such as automobiles ($9 
slash our present tariff In the faith that we as a nation shall develop =~ a billion), textiles ($8 bil- 
policy, this Company, following a trail blazed by a : 
rates. leaders in American industry and finance, is expand- lion) and chemicals ($8 
The complexion of our ing its operations overseas. billion) . 
foreign trade has changed A newly created McGraw-Hill a or International trade is 
* ” poration will push forward the frontiers of our tech- ‘ 
— the — Our — nical magazine and book publishing business through- vital, not to be shrugged 
ufacturing capacity has out the world. The new Corporation comprises: off, not to be kicked 
increased and our raw- Eight international magazines—the around as a football of 
material self-sufficiency is McGRAW-HILL DIGEST, THE AMERICAN AUTO- party politics. Republicans 
: : ss MOBILE and EL AUTOMOVIL AMERICANO, 
tenting to daeting. Sor oe PHARMACY INTERNATIONAL and EL FARMA- end Democrets agres on a 
ample, we probably shall CEUTICO, INGENIERIA INTERNACIONAL non-partisan foreign po- 
have to continue import- CONSTRUCCION, INGENIERIA INTERNACIO- litical: policy. They should 
ing copper and zinc and to oe 8 THE serene agree also on a non-parti- 
. 2 newsgathering agency, Mc . 
ee anal de WORLD NEWS, specializing in industrial and _ = foreign redennna ie pol- 
pendence on imported engineering coverage with correspondents in icy. The foreign relations 
lead. We may soon have 36 world centers. of the United States, po- 
to depend heavily on im- McGraw-Hill Publishing Company, Ltd. (Lon- litical or economic, can no 
rted oil a duall don), serving the special needs of Britain and 1 be 1 Hed hith 
ported ou, = gradually western Europe and publishing THE MACHIN- onger og-To aod 
—on a growing volume of IST (London). and yon. 
iron ore from abroad. Our Five buyers’ guides — AUTOMOTIVE EQUIP- A general program for 
— MENT (in English and Spanish), CONSTRUC- " E 
normal Copendienes enie TION EQUIPMENT, INDUSTRIAL MACHINERY international recovery, 
ports for commodities like and PHARMACEUTICALS (all in Spanish). outlined here, will bring 
rubber, tin and silk will In addition, the McGraw-Hill Book Company has its full quota of aches and 
continue. an overseas network for the distribution of its books. pains. But lack of a pro- 
‘Our population has gone gram will produce eco- 








up 10 million in the last nomic and political troub- 


decade, and we now have a $176 billion national les on a vast scale; timid retreat will invite economic 
income, making room for more imports. disaster and war. 

As a result of every nation’s recent attempts By an intelligent, bold and resourceful program, 
to make itself secure and self-sufficient by slam- we have a chance to win through to a long peace 
ming its trade door, a world-wide series of quotas in the kind of world we want. Unless America 
and restrictions is blocking international trade. Even provides the leadership, there can be no such pro- 
more, government buying and selling threaten to gram. Then Communism merely needs to hang 
take commerce out of the hands of private traders, around long enough to pick up the pieces. 
placing it in the uninspired care of bureaucratic 


Ours is the responsibility and the opportunity. 
negotiators. ' 


Our government has. taken the lead in calling the 
conference of 18 nations, now meeting at Geneva, 
to open as many trade doors as possible. The Ameri- 
can delegates will bargain product by product and 
country by country —all summer, if necessary — for 





President McGraw-Hill Publishing Company, Inc. 
THIS IS THE 58rx OF A SERIES 
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G-E Steam Iron 


General Electric Co., 1285 Boston Ave., 
Bridgeport, 2, Conn. 


Device: Double-duty steam iron F-30. 


Selling Features: Can be transformed 


automatically into a steam or dry 
iron at turn of control knob; only 
exact amount of steam necessary 
for fabric being ironed is produced, 
a drop at a time; steam automati- 
cally shuts off when iron is set on 
heel rest; weighs 4 Ibs-44 Ibs when 
filled, automatic thermostatic heat 
control with fabric dial for both 
kinds of iron; a cast-in Calrod unit. 
Electrical Merchandising, May 15, 1947 

















WHITE CROSS Hotplate 


National Stamping & Electric Whs., 
3211-3250 Lake St., Chicago, 24, Ill. 

Device: White Cross hotplate. 

Selling Features: Two 6-in. burners, 
each with 3-heat elements: 190-375- 
750 watts; reciprocating rotary 
switches dial the three degrees of 
heat for various cooking tempera- 
tures plus an off station; a.c. only; 
heavy steel construction with black 
baked enamel finish ; shipping weight 
9 Ibs. 17x9x5 in. 


Electrical Merchandising, May 15, 1947 
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MIMMS Air Circulators 


E. N. Mimms Co., 1013 East Broadway, 


Louisville, 4, Ky- 


Models: Lowboy and Northington low 


level air circulators. 
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Selling Features: Lowboy square 
coffee table with built-in fan; table 
top dimensions 15} in. square wal- 
nut, mahogany or blond finishes; 
distributes air evenly ‘from all 
sides of cabinet at a low level where 
air is coolest; 1/30 h.p. motor, 12 
in. blade clover leaf fans, 3-speeds, 
1550, 1100 and 650 r.p.m. 

















Northington, modern table with 
large circular top, 24 in. diam. alco- 
hol resistant top; also available in 
walnut, mahogany and blonde fin- 
ishes; shipping weight 40 lbs.; con- 
tains same fan and motor as used 
in Lowboy model. 


Electrical Merchandising, May 15, 1947 





G-E Cleaners 


General Electric Co., 1285 Boston Ave., 


Bridgeport, 2, Conn. 


Device: “Tidy and Tall” combination 


floor-type cleaner and a 64 Ib. por- 
table tank-type cleaner with 5 slip- 
on attachments. 


Selling Features: Tank-type cleaner 


can be carried slung from shoulder 
or held by carrying strap; 14 in. 
long, 6 in. high and wide; 5 slip-on 
attachments plus flexible hose with 
swivel end prevents kinking or 
snarling ; and 2 extension tubes. 
Upright cleaner, restyled version of 
standard single-speed G-E model; 
weighs 14 lbs.; adjusts its heating 
and cleaning action automatically 
to every type rug; accordion-top bag 
for quick easy emptying; dirt trap 
at throat of bag eliminates spilling 
or leaking; dirt-spotter headlight 
illuminates area to be cleaned; rub- 
ber bumper protects furniture and 
walls. Both models finished in 
brown and tan. 


Electrical Merchandising, May 15,1947 


TOP LINE Churn 


Tennessee Valley Marketers, Inc., 
117 Ninth Ave., No. Nashville, Tenn. 


Device: Lightweight, electric churn. 
Selling Features: 1-piece aluminum 


top-housing, 15 in. all aluminum 
shaft and agitator designed for 
quicker churning and better butter 
gathering; pistol-grip handle for 
easier lifting; 3-gal. wide mouth 
Duraglas jar easy to clean; slow- 
speed, sealed-in-aluminum motor 
molded rubber plug; on-and-off 
switch; 110-120 volts, a.c. 





FRIGIDAIRE Milk Coolers 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 


Device: New line of milk coolers for 


farm use featuring “drop-in” and 
“coil-and-rack” type units. 


Selling Features: 7 models with ca- 


pacities ranging from 3 to 12 ten-gal. 
milk cans are available with either 
type cooling unit; “drop-in” type 
cooler is comprised of cabinet, con- 
densing unit, motor-driven agitator 
pump, cooling coils and controls; 
agitator pump and cooling coils are 
installed in tank through an opening 
in cabinet deck; agitator pump 
draws water from tank bottom, 
forces it over copper cooling coils 
and discharges it above water line; 
pump and condensing unit motors 
thermostatically controlled. 

“Coil-and-rack” models offer an al- 
ternate method of refrigeration— 
instead of cooling by circulation, a 
continous sealed refrigerant tube 
fitted into removable rack surrounds 
inside walls of water tank; ice bank 
built up around coil chills water and 
affords increased cooling capacity; 
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thermostatic expansion valve con- 
trols flow of refrigerant; circulator 
pump and spray attachment can be 
added to speed cooling process. 
Outer shells of heavy gauge bonder- 
ized steel; steel inner tank; 3 in. 
fibrous glass insulated walls; re- 
movable steel floor grid protects in- 
side of tank bottom; bronze finish. 


Electrical Merchandising, May 15, 1947 














LEMARC Hotplate 


Lemarc Products Co., 7 Boerum St., 
Brooklyn, N. Y. 

Device: Ray-N-Jet hotplate cabinet. 

Selling Features: 2-burner hotplate 
has 3 heats on each burner, 200-600 
and 800 watts; removable shelf in 
cabinet; drip pan under hotplate; 
cabinet equipped with slide doors 
and is 22 in. long, 10 in. wide and 
30 in. high, overall height 36 in. 
white enamel finish with black 
wrinkle trim. 

Electrical Merchandising, May 15, 1947 

















CROSLEY Frostmaster 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 

Device: 3cu. ft. home freezer. 

Selling Features: 100 Ibs. food capac- 
ity; powered with same unit as used 
in Crosley “Shelvador” refrigerator; 
thermostatic contro! located beneath 
cabinet maintains freezing storage 
temperature; hermetically sealed 
unit; electric welded exterior shell 
sealed with mastic sealer to elimi- 
nate moisture infiltration; automatic 


safety latch; table top work surface 
of linoleum ‘with polished aluminum” 
trim; white Dulux inside and oF 


rounded corners; needs defros 
only twice yearly; recessed toe 
Electrical Merchandising, May 15, ! 
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FIVE-STAR PACKAGE 



















PRODUCTION—Reports from the appliance industry show that 
production is up and increasing, pipe lines to the trade are filled, 
r- factory inventories growing and competition for sales is back in 


in the picture. 


947 
SALES—The public is no longer fighting to take away whatever it 
finds on the dealers’ floors. Manufacturers, wholesalers and retailers, 
too, now have to sharpen up their somewhat neglected sales weapons 
... all of them. 


TURNOVER—Remember that word? It designates a mighty 
important factor in success. But it means a lot more as applied to 
working capital than merely to stocked merchandise. 





nt PROFIT —Turnover of cash employed is what produces profits. | 
= If you have only $10,000 of working capital but can make it work | 
= like $100,000 your profits will multiply like rabbits. 


and 
) in. F 


7 FINANCING—with Commercial Credit wholesale financing you 
can buy six to ten times as much merchandise. With whichever of our 
5 STAR retail plans suits you best, you can retail your merchandise 
faster, to a wider market, with 
full profit and full protection. 


1947 























That’s the 5-STAR package of help 
we’re ready to lay in your lap. For 
complete information and prompt 
action, call in your Commercial 
Credit representative. 


capac- 
iS us 

‘rator; 
eneath 
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5 1 MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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- PRICES REDUCED! | 


QUALITY UNCHANGED... 






FLIP-FLOP TOASTER 


® Cabinet Type — Double 
Slice all Aluminum. 
Highly polished, com- WAS 
lete w-cord—list $5.88. $] 645 


ealers coe, $2.95. Case List 
lots of 10, 85 
Dealers cost $9-95 


ELECTRIC RANGETTE 


Sek eats 


NOW 
$1 3-95 
$7.95 


The NATIONAL APPLIANCE AND RADIO PICTURE 








THE FAR WEST 
(Continued ) 





WAFFLE IRON 


@ 110 volt, AC or DC. 
Chrome plated finish— 
all steel construction— 
heavy duty cast alumi- 
num grids. 600 watts. homes, porches, 
Free floating hinge—im- 
bedded elements for 
faster baking. Mounted 
on attractive tray with 
wooden handles. 8-inch 
waffle. List—$14.%, 
Dealers Cost $9.95. 


(750-W). 
overheating. 


baked enamel finish guaranteed not to discolor . 
. rotary switches . . 
each burner—from simmering low (250-W) to excessive high 
Scientifically engineered cooling insures against 


glazed ceramics . . 


© Terms—deduct 2% 
purchase order... 


Lots of 12 or more Dealers Cost $7.75 
We're backing up our President by cutting our prices... 
immediate delivery and lifetime Guarantee on this beautiful, 
practical, nationally-advertised table model rangette. Two 
burner—complete with 6-foot cord—ideal for trailers, summer 


apartments—high gloss heat resisting 
. + porcelain 
.three-heat control on 


when cash or money order accompanies 


terms to rated dealers. ORDER NOW! 


@ ONE YEAR FREE SERVICE ON ALL APPLIANCES LISTED 
Master De Luxe Division of 


VACUUM CLEANER SUPPLY CO., INC. 


5081 BROADWAY 


CHICAGO 40, ILLINOIS 


© In business over 30 years at same location, 
(Reference Dun & Bradstreet and Uptown National Bank) 





“when it's an Armstrong... 
depend on it ... it's the 
best of its kind.” 


NEW HEATER 


Model No. 616 Portable Electric heats 
by radiation and circulation. The 
patented nichrome heating element is 
guaranteed for 5 years against burn- 
out. Made of finest enameling iron 
with handsome chrome plated reflec- 
tor. Choice of walnut or ivory porce- 
lain finish. 


ARMSTRONG IRONER 


No woman can resist it. This 
smooth running Armstrong lroner 
Model M-2! is compact, portable, 
designed to give years of service. 
It features the 21" roll; thermo- 
stat; pilot light; elbow operating 
lever; uniform pressure shoe; non- 
slip rubber guards. 





FIRST SHIPMENTS 
GOING FORWARD NOW 


Order from your 
Jobber 








DEPT. EM, 
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Capacity—1320 watts. 110-115 volts AC 
or DC. Size 14'2°* wide, 19"° h, 9° 
deep. eg gues at $14.25. (West 
of Denver $14.95 








Retails for just $46.95 (West of Denver $48.95). 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Apg.iances Since 1899 


HUNTINGTON, W. V. 





President Truman’s appeal for a 
lowering of prices has resulted in 
something of a buyers’ strike at all 
levels, as reflected in recent events 
on the Pacific Coast. Customers are 
waiting to see whether prices are 
going to drop before making purchases 
and this is reported true of dealer- 
wholesaler relationships as well. Sev- 
eral San Francisco jobbers say that 
dealers’ orders have dropped off 
sharply during the last days of April 
and that merchandise was even being 
returned which had been shipped on 
previous orders. Radios are not mov- 
ing at all from the wholesalers’ ware- 
houses and will not until dealers can 
get rid of what they have on their 
shelves. Wholesalers themselves are 
reluctant to accept manufacturers’ 
shipments for fear that a price reduc- 
tion may endanger an already narrow 
margin. 

Los Angeles has been talking of a 
buyers’ strike for some time, which is 
growing in proportions, even though 
new models of appliances were being 
announced. Established homes decline 
to buy at today’s prices—new fam- 
ilies often cannot buy at any price, 
due to the housing shortage. Up 
until the recent announcement from 
the President, the Pacific Northwest 
had experienced no buyers’ strike but 
reported customer interest as great as 
ever. Dealers were saying very little 
about 1948 models, but were pushing 
the appliances they had. The Pacific 
Southwest is still so far behind de- 
mand in deliveries that talk of a 
buyers’ strike is meaningless, accord- 
ing to reports from Albuquerque and 
Phoenix. Boise, Idaho earlier in the 
month said: “Moderate to heavy de- 
mand—no buyers’ strike as yet.” 


Freezers Hot in Northwest 


Asked what is the public reaction 
to home freezers now that they are 
appearing in some numbers on the 
market, the Pacific Northwest says 
that considerable interest is being 
shown and that selling is active. 
Seattle says life-type hoxes lead in 
interest. Field selling of freezers is 
already under way in that area. Port- 
land says greatest public interest is 
being shown in upright boxes. From 
Boise comes report of a “fair” demand, 
but some sales resistance, as prices 
are high for many who might other- 
wise be interested in that area. Up- 
right type boxes are favored. No 
extensive field selling is contemplated. 
From Arizona comes word that con- 
siderable public interest is being shown 
in freezers, but that prices are too 
high, the buyers’ strike entering the 
picture here. Farmers in this area 
show interest in lift-type boxes, while 
city dwellers prefer storage cabinets. 
It is generally accepted that field 
selling is going to be required to de- 
velop volume sales. Los Angeles 
says that the public is interested, par- 
ticularly in the upright type of box, 
but that so far buying is slow. Field 
selling is definitely indicated. . San 
Francisco has shown some interest in 
the storage cabinet for frozen foods, 


CONTINUED FROM PAGE 3 





rather than in the true home freezer. 

Stating its position against accepting 
full househeating on regular residentiaj 
rates, Seattle’s City Light points oy 
that an additional plant would be re 
quired to handle this service, which 
would stand idle the remaining nine 
months of the year. They have not 
fixed a heating rate, which to offse 
this disadvantage would have to hk 
too high+to encourage heating, they 
believe. In the meantime they ep. 
courage auxiliary heating. 


Trade-In Policy 


The B.C. Electric of Vancouver 
plans to take in trade-ins from dealers 
on regular price schedules, destroying 
ranges rather than reselling them— 
the same policy as followed before the 
war. 

Sears, Roebuck at Los Angeles will 
take no trade-ins, but encourages the 
customer to find his own market for 
old appliances, It furnishes three sug- 
gestions as to possible outlets and 
helps the customer to sell, but takes 
no responsibility for thz2 transaction, 

The El Paso Electric is actively 
promoting commercial lighting and 
cooking. 

Puget Sound Power & Light re 
ports that demand for farm equipment 
continues to increase—laboratory and 
farm consultants have their hands full 
to answer requests and to assist the 
customer. 

Montgomery, Ward of Boise, Idaho 
uses a full-page ad to announce its 
new range, ready for immediate de- 
livery on a part time basis and priced 
from $192.95 to $242.95. 

From California comes the report 
that deliveries on most items showed 
definite improvement during April 
Portland says, “Excellent for small 
appliances, good for large appliances 
and small radios, and fair for parts.” 
Seattle says, “Better for radio and 
parts, but slow on large and small 
appliances.” The Pacific Southwest 
says all deliveries there are still poor. 

In general it may be said that dealers 
in the West are beginning to balk 
at any pressure put_on them which 
would require them to purchase un- 
wanted items in order to get what they 
need, 





Correction 


ee 





ARTHUR E. SMITH 


On page 136 of our May | issue we a 
nounced that the J. M. Hickerson, Inc. 
advertising agency had opened a Cleve 
land office. The man in the above photo, 
whom we identified as J. M. Hickerson 
is actually Arthur E. Smith, manager 
the new office. Herewith, our apologies 
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Stromberg Advertising Pro- 
gram Outlined to Gross Dis- 
inbutor's Dealers 


Stromberg Carlson’s advertising 
campaign featuring a new “PD”—pre- 
ferred delivery—plan was outlined to 
approximately 750 dealers and their 
wives from New York, New Jersey, 
Connecticut and Massachusetts, at a 
Franchise Policy Conference spon- 
sored by Gross Distributors Inc., of 
New York at a brunch at the Waldorf 
Astoria, New York City, Sunday, 
April 27th. 

Benjamin Gross, president of Gross 
Distributing Co., described the ad- 
yertising campaign, which consists of 
full page ads showing the Stromberg 
line and carrying a coupon which the 
customer is invited to clip and take to 
her dealer for a model number. The 
coupon is then sent to the factory, and 
the factory in turn instructs a dealer 
nearest the customer’s home to give 
her preferred delivery. 

This conference was the first dealer 
get-together since 1942, and featured 
addresses by Stromberg executives in- 
duding Dr. Ray H. Manson, presi- 
dent; Lloyd Spencer, vice-president 
and general sales manager ; Clifford J. 
Hunt, radio and television sales man- 
ager; and Lee McCanne, vice-president 
and general manager. 

On the subject of prices Lloyd 
Spencer said he sees no price reduction 
possible on Stromberg Carlson radios 
in the near future, and promises if 
ever such an event should become 
necessary to give the dealers a thirty 
day advance notice. 

In a quick forecast of futures, Dr. 
Ray Manson said it would take four 
to five years to get one FM set in every 
wired home in the United States; that 
FM production will reach the 2-million 
mark in 1947, increasing to 5-million 
a year thereafter. In television tubes 
are the bottleneck, he said. 





Scheduled Meetings 


MID-AMERICA’ EXPOSITION 
Public Auditorium, Cleveland, Ohio 
May 22-31 
J. A. Crawford, Managing Director 
NATL. ASSN. OF MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 
EDISON ELECTRIC INSTITUTE 
Annual Meeting F 
Ailantic City, N. J. 
June 2-5 
ANNUAL TRADE SHOW 
Bectrical Mfrs. Representatives Club 
of N. E, 
Mechanics Building, Boston, Mass. 
June 4-6 
VACUUM CLEANER MERS. ASSN. 
Summer Meeting 
Cleveland, Ohio 
June 5 and 6 
2ND ANNUAL HOME BUILDING 
EXPOSITION 


Pan-Pacific Auditorium, Los Angeles, 


Calif. 
June 12-22 


i JULY MARKETS 
Furniture and Merchandise Marts, 
Chicago, Il. 
July 7-19 


HOUSEWARES AND APPLIANCE 
Co : ow 
_— Hall, Navy Pier, Chicago, 


July 13-18 
Kcago Housewares Markets, Inc. 
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‘) Glideasy storage 
drawers that open at 
“the touch of a finger” on 
ball bearing rollers; can be 
removed easily yet drawer 


stops prevent accidental 
removal. 
















oS Sub-zero sharp freeze 
compartment processes 
from 50 to 100 Ibs. of food f— 
at a time. Meats, vegetables, 
fruits, the entire menu, plus 
pastries are easily processed 
at home for future use. 











XY Food segregation in 
three well-type 


drawers that “hold in the 
cold”. All food packages 
are conveniently separated 
and are easy to find and 
remove. 

















4 | Hermetically sealed re- 
frigeration unit requires 
@ minimum amount of at- 
tention—another Freez-all 


feature that assures years 
of trouble-free service and 


economical operation. 
o “Coat-O’-Cold” re- 


frigeration plate pro- 
vides prime surfaces on the 
top and 2 sides. This as- 
sures the maximum in fast 
freeze and correct storage 
drawer temperatures. 





Product of 


DISTINCTIVE 


The Kansas City, Missouri, trading 
area for Freez-All is in the capable 
hands of J. H. Wimberly, Jr., Presi- 
dent of the Superior Distributing 
Company. 

We are proud to introduce this dis- 
tinctive Freez-All distributor. He 
and his fine organization possess 
the “know-how”, the promotional 
ability, and the friendly, helpful 
relationships with their dealers that 
are so essential to continued 
success. 








J. H. Wimberly, Jr. 


















































































































the time. 


peratures. 


(6) Insulation. A. thick 
blanket of insulation 
around the sharp freeze 
compartment and storage 
drawer area holds the cold 
inside—5” thick in the sides, 
6” thick in the bottom. 


%, Capacity. A full 8 
cy. ft. of usable, 


easily accessible food 
storage space is avail- 
able at “the touch of a 
finger’, in spacious yet 
space saving Freez-all. 


©: finish is 
Dupont Dulux, 


baked on at high tem- 
This perma- 
nent, lustrous, white 
finish is easy to keep 
clean and beautiful all 























































































qualities. 


Modern hardware of 


© Beautiful, modern, 
streamlined design. A 


masterpiece of lovely styl- 
ing, Freez-all's stately, 
gleaming white elegance 
proclaims its superior, 






















rugged brass, chro- 
mium plated, combines en- 
during strength with striking 
beauty. Piano-type door 
hinge for perfect door fit. 


ies 


4 
_/ THE ORIGINAL J / DRAWER TYPE FREEZER 


Yi 


Sore 


-_ 


REFRIGERATION DIVISION, DEPT. F-23, PORTABLE ELEVATOR MFG. CO., BLOOMINGTON, ILL. 





Harry C. Glou of Scranton, Penn- 
sylvania, is the distinctive Freez- 
All distributor for eastern Pennsyl- 
vania and lower New York State. 
Heading an alert organization, Mr. 
Glou’s activities have proved that 
he is an extremely aggressive mer- 
chandising and p ti 1 ded 
distributor. His excellent customer 
service and marketing assistance 
have created a remarkable dealer 
organization. 








Harry C. Glou 
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"SPEED-BAKE" 32 VOLT ELECTRIC WAFFLE IRON! 


Beautiful chrome plated finish. All steel construction. 
§ 95 Heavy duty cast aluminum grids. 600 watts. Free Float- $ 95 
s ing hinge. Imbedded elements for faster baking. i & 
Mounted on attractive tray with beautiful wood han- 








RETAIL = dies. Bakes large 8 inch waffles. Cord included. Dealer’s DEALER'S 
PRICE Cost in standard packages of 6 including Excise Tax COST 
$11.95 each. 
32 VOLT ELECTRIC IRONS 
$7.95 Streamlined 4-pound Iron. Beautifully polished. Engi- $4.95 
neered to give many years of perfect service. Complete 
RETAIL with Cord. Dealer’s Cost in standard packages of 6 DEALER'S 
PRICE including Excise Tax... .$4.95 each. COST 
32 VOLT ELECTRIC TOASTERS 
$7.95 Modern Cabinet Model. Brightly polished Aluminum $4.95 
Turn-over Type. Gives Years of Service. Cord attached. : 
RETAIL Dealer's Cost in standard packages of 10 including DEALER'S 
PRICE Excise Tax $4.95 each. COST 





IMMEDIATE DELIVERY On Each of the Above Listed Items 


TERMS: Check with Order or C.O.D. Railway Express. F.0.B. Chicago 


HAINES MANUFACTURING CORP. 


4754-56 N. CLARK STREET CHICAGO 40, ILL. 































Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 


Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 


ae 
delay, no annoyance, no chance to mislay any sheets “ 
| or to miss related sheets and items. Each section \ adi \ 
a holds one inch of punched sheets. Each section stays \ = 
3 im place, yet is removed or replaced instantly. —> \ 
“ Remove any single section for page replacement 


without disturbing the balance of the whole set. 

1 EVER READY is lifetime built, handsome. Tens A. Open Section 8. Replace sheet, 
i of thousands in use. Order yours today! close section C. Replace section 
ok SS Se a eo oo 


ORDER TODAY! ALL SHIPMENTS EXPRESS , 


Geneve Mfg. Co., 420 Stevens St., Geneva, lil. 
Gentlemen: Please ship me: 
Ne. 12 EVER READY Holder. 15 in. wide, Compeny..............-.-.-.------- 
12% in. deep, 5'% in. tilt. Sturdy steel, 
dork green boked enomel Copacity, 12 sec- Att. of 
‘ tions. With wings and 2 sections: $5.65 Ea 
IA .--.Ne. 24, like No. 12. With wings ond 2 pgdvess 
ria sections. 29 in. wide, Ar / deep. Capac- 
br ity, 24 sections. $8.50 Eo 
..-- Add’ Sections, $1.00 fo 
NOTE: Check Kalamazoo 4-post (1), Ring Binder 3-post 0 


MONEY BACK GUARANTEE! 8 
5 





_ 
eed 
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NEW POSITIONS 





Philco Corp. 


Thomas A. Kennally, vice-president 
in charge of sales of the Philco Corp., 
has announced that John M. Otter 
has been promoted to the position of 
general sales manager. Mr. Otter 


€ 


Philco Distributors, Inc. Other pro. 
motions with the organization led y 
his being appointed sales manager ¢ 
the Radio. Division in 1944. . This pos. 
tion is now being taken over by Frei 
Ogilby, who joined the firm in 197 
as a sales representative for the Ne, 





CONGRATULATIONS are extended by T. A. Kennally (center) to Fred Odgilby 


(left) and John M. Otter (right). 


joined Philco in 1926 and the next 
year was made district sales repre- 
sentative for northeastern Pennsyl- 
vania. In 1935 he became sales man- 
ager of the Philadelphia branch of 


York branch of Philco Distributor 
Inc., moved around with the com 
pany several times, and last year re 
turned to New York as general ma- 
ager of that branch. 





Westinghouse Electric Corp. 


Will M. Kline, Jr., is assistant sales 
promotion manager for the Westing- 
house Electric Appliance Division of 
the Westinghouse Electric Corp., ac- 
cording to an announcement by Roger 
H. Bolin, manager of appliance ad- 
vertising. Mr. Kline, who was super- 
visor of water heater and kitchen 
utilities advertising, takes on respon- 
sibility for the Westinghouse kitchen- 
laundry planning program, and will 
report to J. G. Baird, manager of 
sales promotion. 

The appointment of Grattan H. 
Johnston, of the same division’s ad- 
vertising staff, as sales promotion man- 
ager of the firm’s ngrthwestern district 
with headquarters in Chicago, has 
been announced by S. M. Davison, 
district manager. Mr. Johnston suc- 
ceeds J. W. Coffey, recently named 
laundry specialist for the northwestern 
district. 


Barnett Named 


The appointment of Frank H. Bar- 
nett as manager of manufacturing for 
the home radio division of the West- 
inghouse Electric Corp. was recently 
announced by Harold B. Donley, divi- 
sion manager. Mr. Barnett, with the 
company for 20 years, joined it as an 
industrial correspondent and was 
transferred to Mansfield as coordinat- 
ing administrator in 1932. He became 
supervisor of the order service depart- 


ment at East Springfield, Mass., tw 
years later and in 1937 was promot 
to superintendent of production. Hei 
a recipient of the company’s highes 
award, the Westinghouse Order « 
Merit. 

Robert A. Neal, vice-president « 
the Westinghouse Electric Corp., ia 
been named general manager of tle 
company’s expanding Pacific Coz! 
operations, according to an annouttt 
ment by Gwilym A. Price, presides 
Mr. Neal has been with the compat! 
for 37 years and is a recipient of tlt 
Westinghouse Order of Merit, covett! 
company award presented for om 
standing service. 


Radio Corp. of America 


J. W. Murray, vice-president | 
charge of the record department 
the Radio Corp. of America, recett! 
announced the appointment of J. Fi 
as general sales manager of the ¢ 
partment. Mr. Finn was fo! 
renewal sales manager of the t 
department. He joined RCA in! 
as sales promotion manager for 
tubes in the Lake Erie district 
1934 he was transferred to head 
ters in Camden, N. J., as managet 
tube department advertising. He 
served as assistant manager 
RCA Victor advertising and pre 
tion activities. In 1944 he was 
pointed regional manager in Chica 
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Aero Needle Co. 


An announcement from the Aero 
Needle Co., home phonograph needle 
manufacturers, states that Paul D. 
Bezazian, who has been treasurer of 
the company since its organization, 
is its newly elected general manager. 


Majestic Radio & 
Television Corp. 

The appointment of Lewis W. 
Reynolds as divisional sales manager 


for Majestic Radio & Television Corp. 
and Majestic Records, Inc., was re- 





W. REYNOLDS 


vealed recently by Parker H. Erick- 
sen, vice-president. Mr. Reynolds, 
who was recently with G-E Supply 
Corp. at Atlanta as radio and record 
specialist, will cover the southeastern 
portion of the country. 


General Mills, Inc. 


William A. MacDonough, assistant 
sales manager for General Mills’ home 
appliance department, has been pro- 
moted to sales manager, says R. E. 
Imhoff, Mechanical Division vice- 
president and manager. Mr. Mac- 
Donough’s sales and advertising ex- 
perience is varied, and includes a 
sales post with Graybar Elecfric Co., 
Detroit. In 1945, he was named sales 
promotion manager for General Mills’ 
new line of appliances, and was upped 
to assistant sales manager in August 
of last vear. 


Pressed Steel Car Co., Inc. 


Joseph G. Howland has been ap- 
pointed director of advertising of the 
Pressed Steel Car Co., Domestic Ap- 





J. 6. HOWLAND 


Pliance Division, according to A. 
Raysson, general sales manager. Mr. 
Howland has been advertising man- 
ager of the firm and has been in adver- 
tising for 20 years. 
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Air King Products, Inc. 


David H. Cogan, president of Air 
King Products, Inc., a division of 
Hytron Radio and Electronics Corp., 
has announced the appointment of 
Jess Kaufman. former chief account- 
ant, as comptroller and assistant sec- 
retary. 


Galvin Mfg. Corp. 


According to W. H. Stellner, vice- 
president of the Galvin Mfg. Corp., 
V. A. Kamin is now merchandise 
manager of the home radio division 





V. A. KAMIN 


and assistant to Mr. Stellner. Most 
recently, Mr. Kamin was regional 
manager of the New York and New 
England territory for Galvin’s Mo- 
torola sales. 


Federal Electric Products Co. 


Federal Electric Products Co. has 
appointed three new district sales 
managers, John C. Shaffer, general 
sales manager, has announced. Wil- 
liam M. Stark becomes southwestern 
district manager, with headquarters 
in St. Louis; George L. Stout takes 
over in the east central district, with 
offices in Cincinnati; and Clarence 
G. Landeck becomes manager of the 
middle western district, operating out 
of Chicago. All three men, although 
comparatively new with Federal, have 
had considerable experience in the 
electrical field. 


A LABOR SAVER IN HOT WEATHER’ 





Guaranteed for one year @ 


The WELKO ROASTER has i diate app 
cook and hostess .. . 





1 to the housewife who must double as 
to the business woman who must conserve time and energy 


..to the clubwoman who must budget her time. Model shown is 10” in dia. and 8” 


deep—aluminum with chrome 


trim—legs and handles black phenolic. Heats quickly 


—automatic thermostat contro] allows minimum current use at any temperature. 


Individual cartons—6 to a master case. Total weight app. 40 lbs. 


f. o. b. distributor. 


All shipments 
Complete and necessary instructions and suggestions for use 


contained in attractive booklet together with 20 or 30 thoroughly tested recipes. 


Write for name of nearest distributor NOW! 





219 WEST CHICAGO AVE. ILLINOIS 


CHICAGO 10, 
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Manuracturers’ Acents 


Are You... 


LOOKING FOR NEW LINES? 


Just fill in the coupon below giving all the information requested, includ- 

ing the manufacturers’ name and products handled. This will enable us 

to list you in our Manufacturers’ Agents File and suggest your name to 

those manufacturers requesting representatives. Mail promptly to . . . 
ELECTRICAL MERCHANDISING 


330 W. 42nd Street, New York 18, N. Y. 





TEAR OFF HERE 
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LETTERS 


G-E's Atlantic Preview — 








SOME OF the 400 dealers who attended the first post-war G-E appliance preview 
conducted by General Electric Appliances, Inc., in Bloomfield, N. J., listened to P. A. 
Tilley, president of G-E Appliances, Inc., at the beginning of the five-day showing. 





Plenty of Business turers, or to promote an advertising 


To the Editor: 

Let me congratulate you on your 
timely editorial in the March issue of 
ELECTRICAL MERCHANDISING. This is 
the most sensible article that I have 
read covering present conditions. 

If a man read some of the scare 
headlines in some of the other trade 
papers, he would think everything had 
gone to pot, unless he happened to 
be out in the field and knew different. 

Most dealers and distributors have 
been unable to understand some of the 
featured articles in other magazines, 
headlining. “this product dumped!”, 
or “dealers slash prices on some 
brands” or “market glutted with mer- 
chandise,” etc., etc. 

Apparently this is designed to create 
ill feeling between certaiti mariufac- 











“I'M THE MODEL WIFE THAT GOES WITH OUR 
MODEL KITCHEN!" 
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war. 

Whatever the reason, it is hokum of 
the first order. 

Anybody who wants to work, and has 
merchandise of merit, can do plenty 
of business, whether the factory own- 
er‘s name is Jones or Murphy, or 
whether his factory is large or small. 


James E. ALEXANDER, 
James Alexander Co., 
130 East Washington St. 
Indianapolis 4, Ind. 


Handy Serial Numbers 
To the Editor: 


We do quite a bit of service and 
repair work on most makes of new 
tefrigerators such as Kelvinator, 
Leonard, Philco, Gibson,. and others. 
Any number of times our service men 
have suggested that we make a move 
in suggesting that the manufacturers 
of new refrigerators put the model 
and serial number of the refrigerator 
on some part of the cabinet where it 
can be seen or found easily from the 
front; such as on the vegetable bin. 

So many times the refrigerators are 
placed in such a position that it is im- 
possible for the housewife to find the 
model and serial number when order- 
ing parts and making it very difficult 
for the service man. 

I have wondered if this suggestion 
might be of value or of interest to you 
as a means for the manufacturer to 
render a service to the user and service 
man, 

G. W. Exvor, JRr., Manager, 
Reliable Service Company, Inc. 
882-884 Park Avenue, 
Baltimore 1, Maryland 


GET IN LINE was the cry among 
dealers who wanted to examine the auto- 
matic washer. The preview ended with an 
address by J. C. Saur, branch manager. 


GEWERAL ~ ELECTRIC 





ELECTRIC 








FREEZERS were introduced by Mike 
Young, sales manager for freezers. Theme 
of all product presentations was "Selling 
Days are Here Again." 





LEADERSHIP qualities of G-E ranges were described by Jack McBride, sales man- 
ager of the Range Division. Shortly after he finished his talk dealers poked and 
pried into the ranges on display, pumped him with questions, 
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HERE’S WHY: 
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14 CHIMES ...the NUTONE line is 
complete. Styles to please all tastes... 
prices to fit every purse. 


MASS MERCHANDISE ... every 
model is a traffic item . . . designed for 


a broad market... to sell in volume. 


SELLING DISPLAYS... a wide 
variety of boards for demonstrating 
from one to fourteen chimes. Every 
one a stopper! 


NUTONE INCORPORATED, 
Merchandise Mart, Chicago 54; 
200 Fifth Ave., New York 10; 
919 East 31st St., Los Angeles 11; 
Terminal Sales Bldg., Seattle 1. 


UATTTTAAA AAAS A MOEN MMUINGEVRETTENN EMMA ea TU AEE 





CINES COMBINED! 
























Playing ball, or selling kitchens, it’s the same idea 


Cooperation, as in a double play, helps 





you score in selling kitchens, too, so... 
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SS) Here’s what Mullins will do for 
Youngstown dealers in 1947 


And here’s what Youngstown 






Kitchen dealers will do 





Take advantage of every sales 
training opportunity. 


Feature permanent live Youngstown Kitchens 


al %4~—s Produce every Youngstown Kitchen 
possible . . . with production dedi- 
| cated 100% to supplying the needs of Youngs- 


| town Kitchens dealers only. displays to build up local identification. 


Keep up mass market promotion with full Have and know how to use all Youngstown 


4-color pages in top publications like . . . sales helps. 
Participate actively in factory and distributor 


American Home, Better Homes and Gardens, E 
promotional programs. 


Collier’s, Country Gentleman, Farm Journal, 
ar a . Promote Youngstown Kitchens as a basic line 

Ladies’ Home Journal, Life, Saturday Eve- ' _ ‘ t her vine . 

: a ; in the store and in local advertising. 

ning Post and True Story. 

e e 7 ” 

Continue to supply franchised dealers with latest Bd ' . _—: 

This teamwork between Mullins, its distrib- 

utors and dealers has made the Youngstown 

Kitchens franchise the most coveted in the field. 

A few dealerships are open, under the proved 

Mullins plan. If you are interested, write for 

details about “the sweetest line on the floor.” 


4 A. 
o Youngs foun Jtlehen 


BY MULLINS 


methods of merchandising as only Mullins knows 
them. Dealers are currently getting such exclu- 
sive merchandising aids as The Youngstown 


Kitchen Story and the Youngstown Kitchen 


Measuring Rule. 





MULLINS MANUFACTURING CORPORATION, WARREN, OHIO 


Porcelain Enameled Products, Large Pressed Metal Parts, Design Engineering Service 





PIONEERS O F KITCHEN MERCHANDISING 





